





Industrial Marketing 


How do readers like ads . . bunched or dispersed? 

New way to pick an agency .. five-man screening team 
What it takes to be an industrial advertising manager 

How we reallocated sales territories in market change 


In cartoons .. short, happy story of a new campaign 


At long last, Copy Chasers dissect institutional ads 


Selling and adeedining 0 busine and induty November? 1954 


9 * 
it takes Ewo to romance 


but, it takes only 
one publication to cover 
the coal mining industry 


131 companies say that it only takes Coal f 


to cover the coal mining industry. 


These 131 companies 
and their agencies selected Coal Gos 


exclusively in 1953. Why? Proved editorial superiority. 


They know that Coals 4 is the book 


with ‘the mostest’ . . . Most pages of editorial 


. . . Most full-time editors . . . Most paid subscribers 


. . . Most advertisers . . . Most pages of advertising. 


Plan now to be in the 

COAL AGE 1955 Mining Guidebook 
and Buying Directory Issue, 

to be published 

mid-September 1955. 

Closing Date, August 8. 


Va 


A McGRAW-HILL PUBLICAWON 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 





More advertisers 


advertise in Thomas Register 


than advertise in all 


other industrial publications 


combined .. -« 
10,801 Advertisers in 


(LARGE INCREASE FOR 1955) 


1954 Edition 


The outstanding reason for this fabulous 
advertiser clientele is the fact that T. R. 
excels in the production of direct tangible 
results per dollar of cost. T.R. is concen- 
trated among the companies that account 


for better than 60% of the total industrial 


purchasing power of the United States. 


See ABC Audit. Try to imagine the buy- 
ing men of these companies looking else- 
where after having paid the substantial 
subscription price for the accurate encyclo- 


pedic information available only in T.R. 


10,801 Advertisers Can’t Be Wrong 
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% PAID CIRCULATION 


Thomas Publishing Company 


461 Eighth Avenue, New York I! 
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at. ter acer tl 
Maintenance 


CEMENTED CARBIDES 


Reduce Wear and Downtime! 


THE MARKET 

is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 


employees. 


THE AUDIENCE 

is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches over 70,000 maintenance, engi- 
neering and purchasing executives 
the men whose job it is to keep plants 
and equipment running at tovefficiency. 


By function— 
e@ 36,547 are plant operating, engi- 
neering and production men 
e@ 16,295 are maintenance officers and 
supervisors 
9,684 are purchasing officials 
8,917 are management and admin- 
istrative men 
This group specifies and buys $15 billion 
worth of goodsa year, including replace- 
ment, maintenance and repair supplies, 
safety devices, and materials handling, 
sanitation and other equipment. 


oy 


Complete, 
Productive 
Coverage 

of the $15 BILLION 


Plant Operating Market... 


Industrial 


Maintenance 


REPLACEMENT SALES 

As machinery and equipment parts 
wear Out they must be replaced. IN- 
DUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S readers are responsible 


for the specification and purchase of 


replacement and component parts for 
every piece of machinery in their plants. 


EDITORIAL FORMAT 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’ Seditorial content isdevoted 
exclusively to valuable, factual infor- 
mation for the Piant Operations and 
Service Group. It combines practical, 
helpful “*how-to-do-it’ articles with 
up-to-the-minute news on products, 
equipment and techniques. The read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S rates are low. Cost pet 
thousand readers is only $1.97 (based 
on 1 9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from | 9 to full pages may be used. All 


standard 4-A colors are available. 


AND PLANT OPERATION 


RAPID GROWTH 

A quick measure of INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1953 advertising 
volume increased 43.1°7, over 1950. 
And the first quarter of 1954 shows a 
6.2°7, increase over the same period 
in 1953. 


Last year 271 advertising agencies, in- 
cluding many of the biggest industrial 
agencies in the country, used INDUs- 
TRIAL MAINTENANCE AND PLANT OPER- 
ATION for their clients, a total of al- 
most 400 advertisers. And the renewal 
rate among advertisers is an impres- 
sive 96%. 


INQUIRIES — SALES 

INDUSTRIAL MA'NTENANCE AND PLANT 
OPERATION has an outstanding record 
for puiling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they re most receptive. 


VERIFICATION 

Verified controlled circulation is an 
impressive 98.34°7—again tops in its 
field. That means INDUSTRIAL MAINTE- 
NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book. 


NEW MARKET 





Industrial Maintenance 
AND PLANT OPERATION 


MAINTENANCE PUBLISHING CO., 3626 Filbert St. 
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PHILADELPHIA 1, PA. 


DATA Book 
Now Available 
e 
Write for your 
Copy foday y. 





Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library 


G. D. Crain Jr., Publisher 
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Puerto Rico’s ‘editorial’ ads pull lots of inquiries 
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STRIAL LABORATORY DEVELOPS 


Pocess....froduct... Market 


FOR COMPONENTS, MATERIALS, 
CHEMICALS AND FINISHES 


Here’s how Mr. A. |. Roshkind, an industrial research-development 
executive, an INDUSTRIAL LABORATORIES reader, 
explains the background of his firm's newest development. 





“Successful production must be investigations, analyses, and pilot 
preceded by a sound laboratory plant work. Several hundred com- 
development program. This is  binations of materials and manu- 
the formula used by the Research facturing techniques were studied 
and Engineering Division of during this phase of the program. 
A. B. Dick Company in develop- Production scale equipment 
ing the _ patented, Azograph = which evolved from this pilot 
duplicating poses plant work was initially operated 


“Following our original concep by our laboratory engineers, un- 
tion of Azograph were long til all of the major difficulties 
periods of exhaustive laboratory were overcome. 


“It was then released to the Manufacturing Division. 


“During the development of the process, our engineers also perfected 

an Azograph duplicating, machine. The requirements for this dupli- 

called for complete chemical ‘and mechanical compacibilitys,25,. 
“as highly efficient operation. Sea 


“All components and other original equipment incorporated 
in the Azograph were selected by our laboratory heads. 
Because of the chemical nature of the process, problems 
of materials and finishes in this equipment were critical 
and were also closely controlled by specifications 
initiated in our Research and Engineering Division. 


eer laboratories are constantly striving for further improvements: pee 
in the Azograph products as well as in our other duplicating products 
They continually seek developments which will enable us to make 
further contributions to office duplicating.” 


Allan 5. Rastrbind, Vice President 


Research and Engineering 
A. B. DICK COMPANY 
Chicago, Illinois 


Yo ee " 

Seen in INDUSTRIAL LABORATORIES 
. eben - - thay key scientists and en — 
/pboratontes sina 2 Nation’s 9,700 industrial gineers, 
a o will write the specificati rial laboratories 
th pong tee components and finishes for your materials, 
em in their companies’ new a ee an 
sses. 


INDUSTRIA 
L LABORATORIES PUBLISHING COMPAN 
Y 


201 North Wells Street 
THE MOST 


° Chicago, Illinois . 


INACCESSIBLE 


THE KEY 
TO Financial 6-1026 


DOOR IN 
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ONE! 


MAGAZINE SERVES ALL 


BUYING INFLUENCES 
OF ALL RAILROADS! 


a 


WHICH NO SURVEY CAN 
ODERN DISTORT PROVE THAT 
AILROADS MORE ADVERTISERS HAVE 
MORE “CONFIDENCE” IN CONE 
| RAILWAY PUBLICATION 
MODERN RAILROADS 


LOOK ar tne THAN IN ANY OTHER. 
RECORD 
Ist SIX MONTHS 1954 


AVERAGE NUMBER ADVERTISING PAGES—PER ISSUE 


MODERN RAILROADS 


RAILWAY PURCHASES & STORES 114 


' ne: RY. LOCOMOTIVES & CARS 72 

NiBIP. py RY. TRACK & STRUCTURES 5 su or ein MODERN a 
-_ AILWAY AGE 45 road publication | IN. 
‘MODERN RY. 51G. & COMM. 42 mn Ns EL 


RAILROADS noosa aescsecisipigai MODERN RAIL inns aie iia 


Beautiful (More pictures, 4-color covers); 
POWERFUL!(Ask any advertiser—or use it 
and find out for yourself!) 


201 N. WELLS STREET, CHICAGO 6, ILLINOIS 
441 LEXINGTON AVE, NEW YORK » 459 THE ARCADE, CLEVELAND © 423 FIRST TRUST BLOG. PASADENA 





“What design magazine are other 


agencies recommending?” the account 


executive asked. 


It makes sense to benefit from the cumulative experience and 

opinion of others, and advertising men frequently compare their choice of 

media with the preferences being shown by other advertisers 

to the same market. When you make such comparisons in the design-engineering 
field, there is abundant evidence to confirm your choice of 

Product Engineering: advertisers and their agencies constantly 

give Product Engineering a margin of advertising leadership that is enjoyed 
by the leader in very few other industrial markets. Even more important 


to you than this fact, however, are the reasons why. 





Among all general design magazines, only Product Engineering has a self-elected, 
all-paid circulation ... and this all-paid circulation is thousands bigger than the 
free distribution other design publications make available. What’s more, it costs 

you less per thousand to reach Product Engineering’s 28,000 paid subscribers than you 


are asked to pay for the free distribution of any other design magazine. 


This year, and every year, this business of getting the most sure value at the 
lowest cost is what most advertisers definitely want. And whenever you want it in 
the $28-billion Original Equipment Market, you are wise to concentrate your 
advertising in Product Engineering. 


“There isn't any question about that,” 


the media director answered. ‘They're 


putting far more space in Product Engineering 


than in any other design paper.” 


THE MEN 

WHO DESIGN 
AMERICA’S 
NEW PRODUCTS 
READ 


Product Engineering 


The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36 





naturally 
selective! 


You'll net more sales 

in the mining market when 
you bait your hook for 
executive engineers — the 
dominant group of over 9000 
who gather every month in 


MINING 


—Jaleiial—(—igiale| 


For only $2,880 you can 
buy 12 black and white 
selling pages in 

Mining Engineering, and 
reach the men who 
control this vast industry, 
at a cost of less than 
32c per mining engineer 
for a whole year. 


Mining engineers 
are educated to 
specify and buy! 


MINING 
engineering 
\NiiAy Published by 


¥y C’ The American Institute of Mining 
, - and Metallurgical Engineers, Inc. 


ig ZL 29 West 39th Street, 
PAN’ New York 18, N. Y. @® 
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letters 


to the 


Editor 


= Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Award winner, donor flay 


Copy Chasers for criticisms 


® TO THE EDITOR What a tre- 
mendous disappointment the Sep- 
tember issue of INDUSTRIAL MARKET- 
inc and “Copy Chasers” turned out 
to be. It is typical of the product of 
a group of individuals who, un- 
doubtedly, excel at advertising, but 
probably could not sell a bag of 
peanuts at a ball game. 

I would like to remind you that a 
couple of weeks before the theoreti- 
cal deadline of the September issue 
of IM, I received an invitation to 
participate in writing the series of 
articles that would be run on 
award-winning ads in_ industrial 
competitions. The boys at IM wanted 
all the award-winning advertisers to 
undertake all the editorial writing 
for this issue. (For free, of course.) 
I was invited to write a thousand 
words on why Morse won “first 
award for advertising excellence” 
for a series of two or more ads 
pointing out the benefits of buy- 
ing through industrial distributors. 
The following weeks I was haunted 
by letters and wires reminding me 
of the deadline. 

Well, since I am really a novice at 
industrial advertising, I tried to be 
cooperative. I got out an article in 
time to meet the deadline, trying to 
keep within the bounds and limits 
already set by the editors of IM. 
Since Morse won the award for a 
series of two or more ads, I sent in 
reprints of the four ads that we had 
submitted in the competition. 

Well, it seems that the boys at 
INDUSTRIAL MARKETING 
generous . . they published one of 
the award-winning ads and, of 
course, they made the choice, and 


were real 


they proceeded to edit and cut the 
living daylights out of the article I 
had written. 

That was not bad, but to top it 
off, some guy who has not the guts 
to accept a credit line, proceeded to 
lampoon to shreds the one ad that 
you had reproduced. 

Well, in all fairness to the dream- 
er who writes “Copy Chasers,” he 
was not too far from wrong, As a 
matter of fact, according to the 
Ivory Tower thinkers, he was ab- 
solutely right. According to this 
fellow, the ads were a parody of 
compliments to the industrial dis- 
tributor. Well, after all, isn’t that 
what the distributor started this 
competition for? Isn’t that what the 
distributors want? Isn’t that what 
they selected the judges to judge? 

When one of our execs saw the 
comments in “Copy Chasers” his 
immediate exclamation to me was 
“What in hell do these guys think 
we are in business for; to draw 
pretty pictures and write prose? 
I don’t give a damn how it impresses 
advertising men, they don’t buy cut- 
ting tools!” 

But that, of course, is the extreme 
point of view. Being an old musi- 
cian, I know that the critics are 
good at writing words even though 
many of them cannot play a note. 
They are fully competent to tell the 
public that a particular recording 
is lousy even though it has sold a 
million copies. After all, they are 
being paid to criticize, not to sell. 
The best answer to this is the com- 
ment that Liberace made to some 
commentator about the stinking 
write-ups that he was getting in the 

Continued on page 12 





...with expanding interpretive 
news coverage 
For those who are interested in reaching agricul- 
tural chemicals buyers, AG and FOOD’s new 
monthly frequency will permit a full interpretive 
} appraisal of news developments and trends in the 
e (fe agricultural chemicals field. In keeping with the 
American Chemical Society's obligation to dissemi- 
nate technical information, the authoritative work- 
material section will publish the latest advances in 
* agricultural chemicals and food technology. We 
| OWe (| N will analyze significant developments — sometimes 
reporting, sometimes interpreting, sometimes in 
news, sometimes in workmaterial . .. with emphasis 


on the agricultural chemicals field, but never over- 
looking the mutual and inherent relationship of 


8 agricultural and food chemistry. 


.. giving more agricultural 
chemical buyers 
And, in serving this expanding pesticides and fer- 
fd Te S tilizer industry, AG and FOOD will now deliver 
s = 8 more than 8,000 agricultural chemicals buyers 
and specifiers. 


...at new lower rates 


...and changing our frequency With a monthly frequency and new editorial em- 
In January 1955 AG and FOOD will be finishing phasis, AG and FOOD can offer considerably lower 
what is essentially its first full year of operation. 
In that time AG and FOOD has published on a 
biweekly basis news developments and workmate- 


rates to the advertiser with estimated savings up 
to 30%. However, while the rates will be reduced, 
AG and FOOD will still continue its editorial 


; ; = 3: superiority and quality. 
rial covering the agricultural and food fields. Edi- | y ane quant) 


torial reception for AG and FOOD has been 


enthusiastic. However, a year in the field has con- 


Now, more than ever, AG and FOOD is geared to 
offer top editcrial value, effective circulation, high 
vinced us that we can better serve the industry as readership, and low advertising rates. And now, 
a monthly than as a biweekly. Direct mail surveys more than = the new AG and FOOD can be 
and talks with management men in the field indi- aia sieeiteaniaia lor full advertising coverage of 
cate that competent interpretive analysis of trends _ agricultural chennncaie market. Your AG and 
and developments is needed. The wide enthusiasm FOOD representative will be glad to give you 
for AG and FOOD staff reports and surveys further 


bears this out. And the American Chemical Society 


with its extensive editorial coverage of the chemical Journal of AGRICULTURAL AND FOOD CHEMISTRY 
and process industries is best qualified to perform 


further details. 


pores SE 


this service. 


An American Chemical Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
NEW YORK + CHICAGO + CLEVELAND + SAN FRANCISCO 
LOS ANGELES + SEATTLE » HOUSTON + DENVER 
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You reach the hig... 


@ CONSULTING ENGINEERS who design heat- 
ing, piping and air conditioning systems. 


@ ENGINEERS IN PLANTS AND OTHER LARGE 
BUILDINGS who control the heating, piping 
and air conditioning within their organizations. 


@ CONTRACTORS who purchase and _ install 
heating, piping and air conditioning products. 


Regular ohace tated afiply @ MANUFACTURERS AND WHOLESALERS 


Vopay ne erento for the “gla” welens who make and distribute heating, piping and 


offered by the January HP&AC. Space cost air conditioning products. 
is the same as for any other issue — agency 
and cash discounts applying, of course. Most 
advertisers — there were 264 of them last 
Janvary — use increased space in this Direc- 
tory Issue. They catalog their entire lines. You, 
too, will profit by doing a COMPLETE job! 
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this accepled Guying Guide 


Go strong here . . . it's your best, most economical 
means of selling the 18,000 KEY engineers and con- 
tractors who purchase-control the industrial and large 
building field. Cover-to-cover attention is assured by: 


DIRECTORY SECTION 


Well over 1,000 different products 
used in industrial and large build- 
ing heating, piping and air condi- 
tioning will be listed alphabetically. 
Names and addresses of all manu- 
facturers making these products will 
be indicated. Products advertised in 
this issue will be classified in a sep- 
arate section of the Directory together 
with the names of the firms adver- 
tising them. !n addition, there will be 
a listing of all known trade names. 
This field-specialized Directory is the 
standard reference book used by 
your prospects and customers. 


SHOW SECTION 


The January 1955 issue will provide 
extra value with a thorough preview 
of the 12th 
Ventilating and Air Conditioning Ex- 


International Heating, 


position to be held in Philadelphia 
January 24-28. Subscribers will re- 
ceive this issue well in advance of 
the Show's opening. They'll find a 
listing of all exhibitors and their 
products, a handy guide to the many 
displays, complete program informa- 
tion—in short, material of, interest 


to all whether attending or not. 


REGULAR CONTENT 


Aside from the valuable Directory 
feature and impressive Show cover- 
age, the January HP&AC will carry 
normal editorial content. There will 
be a full quota of timely articles plus 
the regularly appearing Journal of 
the American Society of Heating and 
Ventilating Engineers. Year after 
year, HP&AC, as the field-leading 
publication, consistently serves its ad- 
vertisers to measurable advantage. 
Now, for the 21st year, HP&AC again 
provides with the special January 
Issue an exceptional advertising 
opportunity. 


Capitalize on thir rich opportunity ar so many 


others de cach Yanuary 


Over 90% of Heating, Piping & Air Conditioning's sub- 
scribers (all paid — ABC) state they use the Directory 
Issue when specifying and purchasing — referring to 
it in many cases as often as every week. Little wonder 
so many advertisers use spreads, inserts, multiple 
pages in January! By taking adequate space to pre- 
sent complete product data, you too without question 
will reap substantial sales benefits in the months 
ahead. Reserve space now, or write today for 
further information. 


KEENEY PUBLISHING... 6N. Michigan, Chicago 


@ Aik CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal 


CLEVELAND HEIGHTS: 3734 Woodridge Rd. 


LOS ANGELES: 672 S. LaFayette Park Place 
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i “Powder-Monkeys” on 
up to the top management of 
the great forest industry 


The TIMBERMAN 


is the reference for “learnin’” 
. It is the accepted leading 
source for ideas and informa- 
tion by men who are respon- 
sible for buying and directing 
decisions in all major depart- 
ments in the lumber, logging 
and lumber products fields. 


Ask to see... 


The TIMBERMAN'S 
Proof of Readership 


Mere numbers of readers is 
not enough; your selling mes- 
sages have to be told to men 
who read each issue page after 
page. A.B.C. facts prove that 

. year after year ... nearly 


8 OUT OF 10... BUY IT AGAIN. 
Remember .. . TIMBER 


converted into useful products 
builds the world’s economy! 


Remember... 


THE 
TIMBERMAN 


helps you convert useful ideas 
and information and build 
your own future in the forest 
industry! 
519 S.W. PARK AVE. ApD 
PORTLAND 5, OREGON 


New York + Chicago + Seattle + San Francisco 


4% Do you know who a “Powder-Monkey” is? Ask us! ~ 
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letters 


music circles: “I cry all the way 
down to the bank every morning.” 

Let’s take a peek from behind our 
rose colored glasses for a second and 
analyze our own position in this 
frustrated economy. As advertising 
men, we have got to promote the 
sale of industrial merchandise; we 
have got to help show a profit for 
our company. It is really as basic 
and simple as this. It is not a ques- 
tion of reading books applying the- 
ories or following precedents, but 
rather that of moving goods, mak- 
ing sales, building acceptance for 
our product, and showing profits 
for our company. We can base our 
efforts either on the rules in the 
book or on successful results. 

So the Ivory Tower boys think 
that the ads are corny; they are full 
of cliches; the art work is cheap; 
everything about them is lousy, but 
the fact remains that we are con- 
tinuing to increase our business! 

Well, let’s face it. I am prostitut- 
ing my talents, and those of my 
agency and associates. We are win- 
ning awards with cliches, five dollar 
art work and corn; woe befall me, 
but the sales are climbing. 

The distributors love this stuff. 
They are the guys who are moving 
the goods, they are the boys that are 
building our product, they are the 
group who are responsible for our 
increase in growth, they are the ele- 
ment that we want to impress. If our 
advertising serves no other purpose 
but to impress our distributors and 
it has 
started our salesmen on the way to 
selling more Morse tools. We have 
received letters from our distribu- 
tors who have become aware of our 
advertising program, saying in effect, 
“Thanks for the wonderful support 
you have given us in the promotion 
of Morse products and Morse-Fran- 
chised Distributors in your adver- 
tising campaign. Your campaign has 
helped us move not only Morse 
products, but allied lines as well.” 

Has any Ivory Tower thinker any 
more tangible measure of a success- 
ful advertising campaign? 

M. E. DUPRE 

Advertising Manager, Morse 

Twist Drill & Machine Co., 

New Bedford, Mass. 


prospective distributors, 


[The Copy Chasers, who said 
some unkind things about one of 
your award-winning ads, are mere- 
ly the conductors of one department 
in IM. The editors of IM, when put- 
ting together the portfolio, included 
your ad. This obviously shows that 
IM editors thought the ad deserved 
inclusion. 

[It was the Copy Chasers’ opinion 
that the ad did not measure up as 
well as most of the other winners. 
That is their personal opinion, and 
should be recognized as such. 


Ed. ] 


Disagrees with Copy Chasers 
and their awards criticism 
® TO THE EDITOR . . I read with 
great interest and considerable ex- 
ception your column, “Copy Chas- 
ers,’ and particularly the item, 
“Four NIDA Winners Flop,” on 
page 166 of your September issue. 
don’t know whether you have 
seen the two enclosures that I am 
sending you but I thought you 
might be interested in looking them 
over, in so doing I am sure you will 
understand the objectives of the 
Joint Advertising and Awards Com- 
mittee of the National and Southern 
Industrial Distributors’ Associations 
(in this article you stated that 
NIDA conducted the contest when 
actually it was sponsored by both 
associations). [SIDA was credited, 
p. 69.] 

Our objectives as pointed out in 
the booklet, “How to Increase the 
Effectiveness of Your Advertising 
and Sales Promotion,” were thor- 
oughly explained to our panel of 
judges, shown on page three of the 
awards booklet. The judges were 
specifically told not to judge the 
entries on advertising merit alone. 
They were instructed to judge them 
on the ability of the ad to sell the 
product first and then for the man- 
ner in which they mentioned the 
plus values of distributor’s services, 
i.e, how and where these products 
may be purchased by the buyer. 

Incidentally, this is one of the big- 
gest gripes I have with advertising 
in Esquire magazine. Many times I 
have seen clothing items that appeal 
to me but there is no mention of 
how and where I can obtain them 
locally. 

Continued on page 16 
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Just a few short years ago, 


in chemical engineering, a new kind of specialist assumed great 
prominence. He is an explorer and pioneer in chemical engineering, 
the technology that deals with both the physical and chemical 
nature of matter. His major interests are concerned with basic 
research leading to advanced concepts and new designs in such 
diversified fields as nuclear energy, rocket fuels, anti-biotics and 
synthetic fibres, to name just a few. 


This specialist 

’is first of all a chemical engineer. He is more than a chemist because 
the basic data of his research is aimed cit the enineering of new 
processes and new equipment that will be applied in industry. 


Having grown so rapidly 


in scope, importance and influence in so many fields, this chemical 
engineering specialist is difficult to classify, measure and catalog. 
Yet inextricably woven into his growth is his professional group— 
the American Institute of Chemical Engineers. The interests of the 
entire chemical engineering fraternity, of which this specialist is a 
small but important part, have been fostered and promoted by the 
activities and services of the A.I.Ch.E.—including a vigorous publish- 
ing program built around Chemical Engineering Progress, the 
Symposium Series, and the Monograph Series, of which the latter 
two are not advertising media. 


Now the time has arrived 


when this group of chemical engineering specialists within the 
Institute can best be served by a publication devoted completely to 
their particular interests. To satisfy this need, and as a part of our 
growing publishing program, the Institute will begin publication of 
the A.I.Ch.E. Journal in March, 1955. It will be issued quarterly. 
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Under the direction of Editor Harding Bliss, Professor of Chemical 
Engineering at Yale University, the A.I.Ch.E. Journal will be 
devoted to: 
1. Research results based on new data. 
2. New devices, tools, instruments for research, development 
and design. 
. New theoretical and statistical methods. 
. New correlations. 
. Process design, kinetics, thermodynamics, etc. 
. Research projects in allied branches of engineering, chem- 
istry or physics. 
7. General topics of value to educators and researchers. 


We realize at the outset 


that because of the highly technical nature of its editorial content, 
the A.I.E.Ch.E. Journal will in the beginning have a circulation 
limited to a relatively small group of 2500. It is our single objective 
to make the Journal fill a definite need heretofore never completely 
satisfied. 


We are also well aware 


of the great influence advertising pages in the Journal will exert 
for imaginative manufacturers of process and control equipment. 
Because its circulation is concentrated, the Journal will penetrate 
to the very heart of a vitally important group of engineers in the 
vanguard of the chemical engineering field. 


ZA F fen (Grotwog2a~ 


F. J. Van Antwerpen 
Publisher 


Remember —the engineer is educated to specify and buy 


AMERICAN 
INSTITUTE OF 
CHEMICAL 


“«Y American Institute of Chemical Engineers 
25 West 45th Street, New York 36, N. Y. 
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If you want to sell more to metalworking production 
these familiar words 


will help you find your most 
productive advertising medium 





sales builder.... 





D ® 


/ 
Lf 





"everybody is a friend to nobody 


In the huge and diverse Metalworking Industry, it is just as logical that 
a magazine which tries to serve everybody’s interests will serve no one’s 
very well. Far better, as the wise author of an age-old proverb would surely 
agree, to concentrate on reaching fully, and serving completely, one im- 
portant functional group in this $95-billion industry. 


This is what American Machinist does, with results that surely prove the 
wisdom of such a course. This magazine concentrates all of its useful, 
searching pages on helping metalworking production to do a better job... 
and in doing so attracts the largest, most influential subscriber audience 
in the history of metalworking magazines: over 34,000 production-respon- 
sible engineers and executives who buy this magazine for the facts and 
help nowhere else available to them. 


You’d hardly expect the results, advertising-wise, to be any different than 
they are. Over 950 manufacturers of products used and bought by metal- 
working production concentrate far more advertising pages, and far more 
advertising dollars, in American Machinist than in any other metalworking 
publication. And if you want the decisive voice of Metalworking’s most 
important buying group behind your products, there really isn’t any ques- 
tion where your advertising will best find the thoughtful, friendly attention 
of this industry’s production leaders. You’ll find it in American Machinist 

. . and once you’ve experienced this magazine’s ability to reach and in- 
fluence metalworking production, you’ll always want it in the No. 1 place 
on your advertising schedule. 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND ASSOCIATED BUSINESS PUBLICATIONS 
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Sell Your Product Thru 
DIRECT SELLING 


MAIL ORDER 


ADS 


We Show You How 


Need sales? Market your mer- 
chandise nationally, regionally. 
Secure orders, inquiries, leads, 
coupons, consumer demand 
through publication advertis- 


ing. 


Your ads carefully planned, 
prepared and placed in all 
newspapers, magazines, trade 
papers at publishers’ rates. 


Experience counts. Let us help 
you solve your advertising 
preblems with powerful, ac- 
tion-compelling ad copy, prov- 
en advertising techniques, ex- 
pert media selection and thor- 
ough, individualized service. 


Complete counsel. Many suc- 
cesses. Fully recognized. Mem- 
ber A.A.A.A. Accounts with 
growth potentialities invited. 


Direct Selling Mail Order Ad 
Specialists — 32nd Year. 


MARTIN 


ADVERTISING 
AGENCY 


15 East 40th St., Dept. 30, 
New York ... . LE 2-4751 


Established 1923 





Letters |. resins on; 


Undoubtedly you might have 
some ideas or suggestions on how 
our committee can more effectively 
conduct our awards contest. It 
seems only logical that manufac- 
turers who believe in and subscribe 
to selling their products through 
industrial distributors should men- 
tion in their advertising the bene- 
fits of purchasing their products 


from these industrial distributors. 
What do you think? 
JOHN D. WILLIAMS 
Chairman, Joint Advertising 
and Awards Committee, Na- 
tional and Southern Industrial 
Distributors Association 
[IM’s editors reiterate the point 
made in the note to Mr. Dupre, 
above, that the Copy Chasers de- 
partment is merely opinion . . albeit 
the opinion of specialists. . . Ed.] 





The “Old 97° was a steam locomotive. There 
Me ver Was a better one. It ran for fifty years It proved 
beyond any question of a doubt that the steam locomo- 
tive was a success. 


But today the Diese! locomotive has taken over. 
Name any major railroad Santa Fe, New York 
Central, Pennsylvania every one is just about 
100% Diesel. 


Why? 

A Diesel locomotive does a better job than the 
steam locomotive. It is easier to operate. it takes leas 
maintenance; it is a better all-around piece of equip- 
ment. 


The best engineering brains in the country devel- 
oped the Diese! locomotive and they produced a loco 
motive that heuls mere tems of freight ai a lower cost 
per ton. 


Many people consider Concrete Water Pipe as the 
Diese! of the Waterworks field 


It was developed by a group of engineers who 
weren't satisfied. They wanted a better pipe. A pipe 
that would be easy and economical to lay; a pipe that 
would be ageless when buried underground: a pipe 
that weuld not corrode inside or outside 


They came up with Concrete Pressure Pipe It 
turned out to be better because (just like the Diese!) it 
wil! deliver more gallons of water at a lower cost per 
gallon. 


Just like the major railroads were the first to take 
over the Diesel, the big cities in the country are the ones 
who first used Concrete Pipe Chicago. St. Louis, Cleve- 
land and Louisville are a few in this part of the country 
Denver has used Concrete Pipe for 40 years And out 
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What's Your Choice 
A Diesel Streamliner or the “Old 972” 


fn California. the Lox Angeles water supply eomes 108 
miles over the mountains in Concrete Pipe. 


Lots of smaller cities use Concrete Pipe, too. A few 
in Illinois are Joliet. McCook, Alton, Bedford Park, 
Moline, Evanston, Champaign, and East St Louis. 


One reason these cities and towns like this ad- 
vanced design pipe is because concrete is one of the 
very best materials to have as a pipe lining. There is 
something about it that makes the water flow easier 
over its surface. And of course it can't corrode. In fact, 
it is so satisfactor that concrete is now being used in- 
side pipe of other materials to form a better lining. 


The cost of Concrete Pipe is interesting. too. Just 
like the Diese! locomotive. it costs legs in the long run. 

But the original cost is what surprises you. Under 
some circumstances you can buy and install a 30 inch 
Concrete Pipe for not much more than a 24 inch pipe 
of other materials, giving you a pipe over 50°, bigger 
at little extra cost. This makes concrete an intelligent 
investment for the future assuring vou of an ample 
water supp!) for generations to eome. 


If you were to ask the waterworks engineers from 
St. Louis, Denver or Louisville. they might add a word 
of caution Thev might say. “Of course the first cost is 
not the on!y cost. You want a pipeline that will last. 
And that is a fortunate thing about concrete. It not only 
costs less, but it is “at home” in the ground. At ft lavs 
in the soil vear after year it tends to get harder and 
harder ~ returning to its natura! state ~ stone. It is the 
idea) materia! for a water supply line. We find It com- 


pletely satisfactory 


We believe youl! find Concrete Pipe completely 
satisfactory, too. 


Price Brothers Company 
Dayton, Ohio 








How to sell concrete pipe 

to a city water commission 

® TO THE EDITOR I think the 
above newspaper ad is an interest- 
ing example of mass copy that got 
traceable results. 

The city of Jacksonville, Ili., had 
passed a bond issue for a $2,000,000 
water line. The vote was 12 to 1. 
Everyone in town was interested in 
the project. Price Brothers Pipe was 


included in the low bid, but the 
water commission was under pres- 
sure to accept a higher bid using 
pipe of another material and had 
delayed the contract award. 

A key factor in changing their 
mind was this ad, set “over the tele- 
phone” the day before their final 
meeting. I think it’s good copy that 
definitely changed minds (Price got 
the job). It was aimed at the public 

Continued on page 17 








President Eisenhower adds 
FIVE BILLION DOLLARS 
to the highway budget for 
1955—and every year in 
the next decade. This 
MORE THAN DOUBLES 
the amount being spent on 
highways today. 





No highway can be built without 
the cement, crushed stone, sand, 
gravel and other materials that 
come from PIT AND QUARRY 


Industries. 


4 P - 


4 
yd KY 


PIT AND QUARRY materials are basic to the nation’s heavy , construction industry 


They’re basic, too, to the vast chemical industry, the essential iron 
and steel industry and to the rest of our industrial economy. 


Start selling the BIG Basic PIT AND QUARRY Industry now... 
with the January Annual Review and Forecast Issue 


Readers know that forecasts made by the editors of PIT AND QUARRY have been 
remarkably accurate. Use this valuable January issue where your advertisement 
gets extra high readership—where it will be seen by every important buying 
influence in the nonmetallic minerals field. Don't miss this powerful audience. market and media data 





Other side tells you 
how to get complete 


Closing Date — Dec. 10 





WRITE FOR 
YOUR COPY 


Here are the FACTS about PIT AND QUARRY... 


the basic magazine and the basic industry it serves 





The PIT AND QUARRY field pro- 
duces more tonnage than the 
rest of the mining field together. 


Largest handler of loose bulk materials, 
by a wide margin, the PIT AND QUARRY 
field is second only to skyrocketing oil and 
gas in rate of growth among all natural 
raw materials. Just two segments—sand 
and gravel, and crushed stone—produce a 
larger annual tonnage than all the metals 
and coal combined. 


This requires a tremendous investment for 
equipment—fewer men—more machines— 
is the trend throughout the Pit and Quarry 
industries. Continuous rugged usage, con- 
stant abrasion, heavy impact, and exposure 
to the elements create a wide-open, ever- 
active market for equipment and supplies. 


If you can help the PIT AND QUARRY 
operator run his plant with more efficiency 
and greater profit, tell him your story in 
the magazine that reaches and influences 
the men of decision . . . the magazine that 
for 15 consecutive years has carried the 
largest volume of advertising. 


Sa 








Vital Market and Media Information Presented The 
Way You Like It... As Recommended By the NIAA.. 


Here’s a valuable working tool you can use in sizing up the market 
potential for your product in this constantly-expanding Pit and 
Quarry field. You'll find down-to-earth market information . . . 
presented in an easy-to-read, understandable form which gives you a 
new insight into the tremendous selling potential available in this 3 
billion dollar market. 


As an extra plus . . . this Data File offers valuable information over 
and above that usually shown in NIAA outlines. You'll find an authen- 
tic forecast on market growth and prospects . . . an interesting circu- 
lation map showing number of plants in each state and how com- 
pletely P&Q covers them . . . plus a complete breakdown of both 
ABC and BPA circulation by industry divisions and occupational 
classifications. 


Go after the BIG market . . 
Send for your copy today! 


PIT AND QUARRY . 2 Mey 


431 South Dearborn St. Chicago 5, lll. 


. by using this Data File as your guide. 


PIT & QUARRY HANDBOOK CONCRETE MANUFACTURER 
CONCRETE INDUSTRIES YEARBOOK 
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“Reply-O-Letters carrying 


and through the public to the com- 
mission. It hit. ° © on e 
gee Rust-Oleum distributor 
JOHN D. YECK 


Yeck & Yeck, Dayton, O. imprints often produce 


pppoe seiomgae oa as much as 25% replies.” 


® TO THE EDITOR . . The very day 
I received the October issue of 
INDUSTRIAL MARKETING I misplaced 
it and didn’t even have the oppor- 
tunity to glance through it. There- 
fore, I would appreciate your send- 
ing me another copy as soon as pos- 
sible and if there is any charge, let 
me know. Thank you. 
BARRY G. MCCABE 

Advertising Manager, W. H. 

Anderson Co., Detroit. 
[A traumatic experience . . copy on 
way, rush. . . Ed.] 


IM ‘awards issue’ bumps 
departments . . they're back 

® TO THE EDITOR . . In your Sep- 
tember issue, we noted that you 
omitted your usual monthly listing 
of industrial shows. 

It is our hope that you have de- 
cided not to discontinue this feature 
because it provides a very helpful 
monthly reference list for companies says: 
such as ours. | ROBERT A. FERGUSSON, President 

von eee... | RUST-OLEUM CORPORATION, 


Product Presentation, Inc., z - 
iene Evanston, Illinois 


[The show listing and several | “Ever since 1937 Reply-O-Letters have car- 

monthly departments were bumped ried the brunt of our direct mail efforts. 

out of the September issue to make Year after year in sales campaigns built 

way therein for IM’s coverage ol around Reply-O-Letters, Rust-Oleum dis- 

the year’s award-winning industrial tributors use a total of more than 500,000 - : 
advertising. As you will see, the de- Reply-O-Letters to help them secure leads write for 


partments are back . . Ed.] for their men in the field. FREE BOOKLET 
The Reply-O organization knows direct mail We inyj 

: € invite tests of 5,000 

Market researcher finds help technique—how to prepare copy and layouts to 10,000 Phase ct 

in IM story on color inserts | that really motivate action. from mail users who, 


« SE re anks very r : : when satisfied wi 
ip mmaaltianie” si Thanks vers Results? — We really get them! It’s quite pees ~Peaae mgae 
= ’ in 


. for ce ing oar sheets > . - 
pr for — teal — of ae common to receive a response of 25% re- ices 
SER: A: SEP NE OEM. turns, leads that bring excellent test opportu- The hesklet, “rr was an 


color pc (IM, Nov., ’51, How nities that almost always develop into sales.” Swans tunY wanees” 
20 Advertisers Use Color Inserts in makes good reading for 


Business Papers”). The information anyone who uses the mails, 
in these articles is very good and Send for your free copy 
will help us immensely. As in the >) today. 

past, you have come through with | the 

some real help. 

ROBERT L. CUMMINGS reply-o-letter 
Market Research Analyst, | THE REPLY-O PRODUCTS CO. 


Cutter Laboratories, Berkeley, | 7 Central Park West 
Cal. . | New York 23, N. Y. 

| Sales Offices: Boston * Chicago 
Cleveland ® Detroit * Toronto 
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CIRCULATION 


Men who do the work, men who dbxy equipment 


are men who read their Associated Construc- 
tion Publication—regularly. ACP has a larger 
circulation than any publication in the field— 
82,968 active readers! There are 28,716 con- 
tractors, 27,688 public officials, 5,100 engi- 
neers, 4,525 material producers and 16,939 
other interested readers. 


EDITORIAL 


Of many magazines going to construction men, 
only a few are read. ACP books are received, 
read and reread consistently, because on their 
pages is the local news construction men need. 
Local items like 11,255 pages of bid news, 
2,086 pages of equipment news, 11,672 job 
photos and 2,416 pages of local job reports. 


ADVERTISING 


Leading manufacture.s of the industry use As- 
sociated Construction Publications... 167 of 
them with consistent schedules. More than 
22,641 paid pages of advertising, representing 
a well repaid investment of $2,744,122, ap- 
peared on these pages. Dealers invested 
$492,447 of their own money to tell their 
local story. 


PERSONNEL 


To get this vital bid and job news and to put it 
in a language that makes sure it will be read, 
ACP books have a corps of 393 specialists. 
There are: 24 editors, experts on construction 
equipment, methods and markets; 38 news 
editors; 47 photographers; 50 field editors and 
reporters; and 234 local correspondents. 


You can use all 14 ACP publications to open doors in all major construction 
markets ... or you can use one or several to open doors in a particular 
regional market. For detailed facts on all or one, write G. L. Anderson, 
Secretary, 1022 Lumber Exchange Building, Minneapolis 1, Minnesota. 








OUR ADVERTISING MESSAGE gets 
; eee to buyers of construction 
equipment and materials on the pages of 
Associated Construction Publications. 
ACP is the magic key that lets you into 
this multi-billion dollar industry. No other 
publications in the field enjoy an enthusi- 
astic readership like that given the regional 
Associated Construction Publication. And 
rightly so, for on the pages of these books 
are the /ocal news, features and ads that 
mean profit or loss for these men who do 
the work. Open new doors in’55... with 
ACP—your key to buyers in the con- 


struction industry! 


SEND FOR THIS FREE FACT FOLDER! 
Get the complete story of each and all the Asso- 
ciated Construction Publications in this new 
booklet, “The Key to the Only $40 Billion 
Market!” It’s filled with facts and it’s free. 

WRITE FOR YOUR COPY 
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CONSTRUCTION 

Serving the area that includes 
North Carolina, Virginia and 
West Virginia, with 3,408 cir- 
culation. 


CONSTRUCTION 

BULLETIN 

Serving the West North Cen- 

tral area with circulation in 

Minnesota, North Dakota, 

South Dakota and lowa— 
5,869. 


CONSTRUCTION 

DIGEST 

Serving the East North Cen- 
tral area with circulation in 
Ohio, Indiana and Illinois— 
total 9,005. 


CONSTRUCTIONEER 
Serving the Middle Atlantic 
states area with circulation in 
New York, Penna., New Jer- 
sey, Delaware and Maryland 
—total 12,012. 


CONSTRUCTION NEWS 
MONTHLY 

Serving the states of Arkansas, 
Eastern Missouri, Louisiana, 
Oklahoma, Mississippi and 
Western Tennessee—total 
7,100. 


DIXIE CONTRACTOR 
Serving the states of Alabama, 
Florida, Georgia, S. Carolina 
and Eastern Tennessee—total 
5,694. 


MICHIGAN CONTRACTOR 
AND BUILDER 

Serving the entire state of 
Michigan—total circulation 
3,694. 


MID-WEST CONTRACTOR 
Serving the states of Kansas, 
Iowa, Western Missouri, Okla- 
homa and Nebraska—total 
6,175. 


MISSISSIPPI VALLEY 
CONTRACTOR 

Serving the states of Southern 
Illinois, Kentucky, Eastern 
Missouri, Western Tennessee, 
North Mississippi and Arkan- 
sas—total 5,261. 


NEW ENGLAND 
CONSTRUCTION 
Serving the New England 
States of Maine, N. Hamp- 
shire, Vermont, Mass., Rhode 
Island and Conn.—total 4,532. 


ROCKY MOUNTAIN 
CONSTRUCTION 

The key to the 6,137 doors in 
Arizona, Colorado, New Mex- 
ico, Utah, Wyoming, Eastern 
Nevada construction market. 


SOUTHWEST BUILDER 
AND CONTRACTOR 

Serving the area of Southern 
California, Arizona and South- 
ern Nevada—total circulation 


6,735. 
TEXAS CONTRACTOR 


Serving the entire state of 
Texas—total circulation 4,171. 


WESTERN BUILDER 
Serving the states of Wiscon- 


sin, Northern Illinois and Up- 
per Michigan—total 3,875. 


New Laglos 
CONSTRUCTION 


Southwest 
Builder Contractor 
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when 
communities 
face an 


industrial 
waste problem 


... help’s on hand for 
public works engineers 


Ih a PW survey, almost one city in 
every four reported disposal or treat- 
ment of industrial wastes posed tough 
problems. . . political . . . financial... 
technical. And urgent. So PUBLIC 
WORKS ran a series on all these 
aspects of waste disposal. It ran others 
on aerial photography . . . maintain- 
ing pavements . . . and many more, 
all pointed at the needs of the men 
you must sell in the public works 
market —to help these engineers meet 
the demand of the times. 


PW gives technical officials in cities, 
counties and states across-the-board 
help, with how-to-do-it answers for 
each new problem: labor shortages, 
civil defense, the needs of growing 
communities. No other magazine in 
the field does such a practical edito- 
rial job. Naturally, engineers look to 
PW ... more than any other maga- 
zine .. . for vital information. That's 
why PW closes more sales than any 
other publication in the field. 


more pull 


A machinery company* reports: 


“PW inquiries very high. Trace- 
able sales good.”’ 


*Name on request 
Publi 


Most useful engineering 
magazine for cities 
counties and states 

310 East 45th St., 

New York 17, N.Y. 
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Business censuses will show 


the big changes since 1947 


By Stanley E. Cohen 


® THEY VE BEEN BURNING the mid- 
night oil out at the Census Bureau, 
and there is every reason to believe 
that the new censuses of manufac- 
tures, mineral industries and _ busi- 
ness will get started on schedule 
right after the first of the year. 
Everyone knows there have been 
important changes in the size and 
location of industrial markets since 
censuses were made covering 1947. 
The will 
these shifts in great detail. 
Because Congress was so slow in 


new censuses point up 


voting funds for the censuses, the 
bureau’s staff faced a man-sized job 
revising its mailing lists and com- 
pleting the other preparations that 
precede the actual census. In fact, 
of the tight budget 
shortage of time, the business cen- 
sus will be curtailed, as there will 
not be any tabulations by product 


because and 


line. 

Census chief Robert Burgess ex- 
pects that the first results of the 
new censuses will begin to appear 
late in 1955. He says particular ef- 
fort will be made to publish the 
material while it is still fresh. But 
he adds that nothing can be tabu- 
lated until it is reported to the Bu- 
reau. The speeded-up publication 
schedules will be achieved only if 
business men cooperate by filling 
in and returning the census forms 
with a minimum of delay. 


Durable Goods Upsurge. . Gov- 
ernment economists greatly 
relieved to find a marked upsurge 
in the 
ceived by manufacturers of durable 
goods in late summer and early fall. 
The durables industries have been 
particularly quiet during the post- 
Korea adjustment period. 

Final figures for the third quarter 
showed a record of $10.7 billion of 


were 


volume of new orders re- 


work put in place by the construc- 
tion industry, up 7% from the same 
quarter of 1953. Private residential, 
commercial buildings, and state and 
local public construction were all at 
high levels. 


More Highway Spending? . . 
Though the administration hopes 
to make a further cut in the federal 
budget next year, in an effort to 
move closer to its goal of a balanced 
budget, there’s widespread feeling 
here that the economy line will be 
bent a bit in order to accommodate 
increased spending for highway 
construction. 

President Eisenhower has pro- 
posed that various levels of govern- 
ment . . local, state and federal . . 
get together on an emergency road 
program which will increase annual 
construction spending by about $5 
billion. This would be on top of 
about $6.1 billion currently spent 
for these purposes. 

While this road program certain- 
ly won't get under way in 1955, pre- 
liminary planning has gone rapidly 
ahead. A token appropriation in the 
next federal budget would be taken 
as a sign that the president is de- 
termined to push ahead on the 
project. 


Mergers Watched Closely .. 
Justice Department’s refusal to ap- 
merger of Bethlehem 
Steel Corp. and Youngstown Sheet 
and Tube has been followed by 
further statements from anti-trust 
officials to the effect that the ad- 
ministration is keeping a close eye 
on “the continuing trend toward 
mergers.” 

Attorney General Herbert Brown- 
ell says each industry, and each 
merger within an industry, must be 
individually studied. In some cases, 
such as the merger of small auto- 
mobile firms, the mergers may lead 

Continued on page 22 
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PRESSED FOR TIME? 


Wh Y Not Rep eat 


OUR BEST ADVERTISEMENT? 





EFFECT OF REPEATING ADVERTISEMENTS 


NEW NEW NEW 
READERS READERS READERS 


BASE 100% = Readership of 
Original Insertion 





READERS WHO RECALL 
PREVIOUS INSERTION 


PEOPLE WHO SAW 
AND READ THE 
ADVERTISEMENT 
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A REPEATED ADVERTISEMENT SAVES TIME... 
IMPROVES READERSHIP...LOWERS PRODUCTION COST 


TO DETERMINE how readership stands up 


when a business publication advertisement is 


peat good advertisements. Such repetition also 
enables advertisers to effect economies in pro- 


repeated, McGraw-Hill Research analyzed thir- 
teen surveys, each averaging 220 completed 
field interviews among a total of 2,865 readers 
of two leading business publications. 


THE RESULTS demonstrated that when an 
advertisement is repeated, it attracts as many 
“‘new”’ readers as when originally inserted. 


CONCLUSION: This study (summarized in 
Data Sheet 3041) indicates that from the stand- 
point of visibility and readership it pays to re- 


duction costs. Another McGraw-Hill study 
(Data Sheet 3049) showed that the number of 
advertisers adopting this practice increased 94% 
between 1946 and 1952. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to adver- 
tising performance and effectiveness, ask your 
McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


“ND 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


os tk Ss 1N FOR MATION 


WAIL ELA 7 
, 4 BUSINESS 


HEADQUARTERS FOR 
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WATER & SEWAGE 


Leads the 
Field... 








1. Highest ABC Paid Circulation 


Better than 74% of WATER & SEWAGE 
WORKS subscribers are in the first 5 
ABC classifications. These are the men 
who do the buying, recommending or 
specifying of equipment and materials. 


2. Highest ABC Renewals 


High reader interest year after year is 
evidenced by the highest percentage of 
renewals (ABC) in the field—well over 
79% during the past 9 years. 


3. More Advertising Pages 

WATER & SEWAGE WORKS carried 
more advertising than any ABC pub- 
lication in the field during 1953, and is 
considered to be the “bible” of the in- 
dustry. 


4. Editorial Excellence 

Headed by Linn H. Enslow (water and 
sewage engineer, chemist, plant op- 
erator, research engineer and inventor) 
the editorial staff of W&SW provides 
factual, practical guidance to the men 
in the field and keeps them abreast of 
all worthwhile news and developments. 


5. Consulting Engineers 
WATER & SEWAGE WORKS has the 


largest circulation among the foremost 
consulting engineers in the field. The con- 
sulting engineer is the man who serves 
many communities and is responsible for 
recommendations and specifications. 


Write for factual 24-page folder 
“A BLUEPRINT of the Market"’ 


WATER & SEWAGE WORKS 


185 N. Wabash Ave., Chicago 1}, Ill. 


EAST 44ST. NEW YORK 1'7,N.¥ 


Industrial Marketing 


Washington .. 


to more effective competition. In the 
steel case, he felt the merger of 
Bethlehem and Youngstown would 
eliminate competition, and it might 
force other large steel firms to con- 
solidate in an effort to offset the 
great strength of the newly-merged 
firm. 

In merger situations, Justice De- 
partment says it will consider such 
factors as the size and location of 
the merging companies, the struc- 
ture of the industry, the position of 
the two companies individually and 
combined, the ease with which new 
competitors can enter the industry, 
the number of companies active in 
the industry, sales of the two com- 
panies and their competitors in de- 
finable market areas and whether 
the merged company will get a 
substantial advantage over its com- 
petitors. 


Price Fixers Beware . . Federal 
Trade Commission has discarded 
many of the inflexible policies that 
developed during New Deal days, 
but it continues to take a dim view 
of businesses that are called in to 
explain alleged price conspiracies. 

Under policies instituted by the 
commission’s new majority, most 
cases can be settled through nego- 
tiated agreement. But the com- 
mission has just issued a decision 
reaffirming the policy statement 
adopted in 1947 barring informal 
settlement of cases involving “sup- 
pression or restraint of competition 
through conspiracy or monopolistic 
practices.” 

U. S. Steel and four other 
manufacturers of steel drums had 
argued that an alleged price con- 
spiracy for steel drums was not 
really a deliberate violation of the 
law. The firms said expense and de- 
lay would be avoided if FTC per- 
mitted its staff to enter into nego- 
tiations looking toward settlement. 

FTC said it does not feel this 
type of offense should be settled in- 
formally. “Conspiracies and monop- 
olistic practices are, with few ex- 
ceptions, deliberately engaged in 
for the purpose of restraining com- 
petition and ordinarily with knowl- 
edge of their illegality,” FTC said. 


Foreign Trade Fairs Pushed . . 
U.S. officials are embarrassed over 
serious damage that has been done 
to our cause in the Far East re- 
cently because of the failure of this 
country or its industries to partici- 
pate in trade fairs. In several in- 
stances where U.S. was not repre- 
sented, Russians moved in elabo- 
rate exhibits, walked off with much 
undeserved goodwill . . by default. 


With the arrival of Roy F. Wil- 
liams, Boston industrialist on loan 
to the Bureau of Foreign Com- 
merce, Commerce Department 
hopes to create new interest in 
foreign trade fairs. Mr. Williams 
stresses the fact that participation 
yields a double advantage. Fairs 
provide an excellent show place for 
American products, but they also 
offer a great opportunity to drama- 
tize the American way of life. 


In line with this thinking, the 
Commerce Department has an- 
nounced it will spend $100,000 on 
U. S. government participation in 
30 foreign trade fairs between now 
and July 1, 1955. 

The department also says it will 
help individual companies plan 
trade fair exhibits. Commerce sec- 
retary Sinclair Weeks says “this 
great drive to promote American 
industry participation in interna- 
tional trade fairs is one of the most 
effective ways to expand trade and 
stimulate employment.” He adds, “it 
will result in American firms selling 
more goods to foreign customers.” 


Helps Government Suppliers . . 
If you sell to goverment, you ought 
to know about “U.S. Government 
Specifications Directory” just pub- 
lished by Small Business Adminis- 
tration as a companion to the al- 
ready published “U.S. Government 
Purchasing Directory.” 


The new directory indicates the 
point in or near your own commu- 
nity, where business men may lo- 
cate quickly specifications and in- 
dexes needed in deciding whether 
to bid on government purchases, or 
in preparing bids. Specifications Di- 
rectory is 25c; Purchasing Direc- 
tory 50c, from Superintendent of 
Documents, U.S. Government 
Printing Office, Washington 25, 
DX. cy 











Se en ee 


200 
MILLION 
OF ’EM 


Working night & day <~in the Diesel industry 


54 diesel companies have manufactured 112 million 
engines currently in use — Their annual fuel bill is 
1% billion dollars. 

600,000 diesels are completely overhauled each year 
making a parts and service bill of 540 million dollars. 
If your product is designed for the engine manufac- 
turer or the engine user and maintenance man, it 
should be advertised in a diesel magazine. You will 
find DIESEL POWER read in every industry where 
diesels are used. 


Write Diesel Publications, Inc., 192 Lexington Avenue, 
New York 16, N. Y. 
For: 1. Replacement market study. — 
2. 5 year study of engine pro- diesel f ower 

duction broken down by 

industry and average h. p. 

—including 1955 production 

forecast. 


diesel power 





Sell the 


INSTRUMENTATION 


AND 


AUTOMATION MARKET 


IN THE 


ISA JOURNAL 


It Reaches the Buyers 





Application Engineers 
Design Engineers 
Maintenance Superintendents 
Top Management 
Consultants 

Technicians 


Equipment Manufacturers 


Purchasing Agents 


Our Readers Are Key Personnel 


who specify purchases, because they are 
active members of the ISA whose pri- 
mary objective is instrumentation and 
automation 


WRITE FOR MARKET DATA AND 
FACTS PREPARED TO NIAA 
STANDARDS 


Charles Covey, Publisher 


ISA JOURNAL 


Published by the Instrument Society of Ameri 
1319 Allegheny Avenue 
Pittsburgh 33, Pa. 
Phone Cedar 1-4694 


Instrumentation Paces Automation 
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Industrial admen pinpoint 
weaknesses, ways to do better 


Do you have a question bothering you in 
your marketing work? If so, send it to 
the editors of IM and, if it is of general 
interest, we will seek some answers from 
leading industrial admen, for publication. 
Write to Problems Editor, Industrial Mar- 
keting, 200 E. Illinois, Chicago 11. 


One such question, and answers obtained: 
How do you think industrial advertising 
can be improved .. or to put it negative- 
ly, what is wrong with today’s industrial 


advertising? ‘ 


By Arthur R. Tofte 


® THE SALES departments of most 
industrial organizations today are 
having increased competitive 
. and they need 


pres- 
sure put on them 
direct help. there is a weakness 
in present day industrial advertis- 
ing, it is that the help we give our 
salesmen is far too indirect. 

Good 


sales literature 


trade ads, well-planned 
these old stand- 
bys are no longer enough for the ad 
Without neg- 
must 


manager to provide. 
lecting these essentials, he 
learn how to take on a whole new 
area of activity. He must provide 
sales training material for the sales- 
men, invent sales aids of all kinds 
that will help salesmen do their 
job faster and better. 

The old-time definition of adver- 
tising that it is a form of “mass sell- 
ing” may be all right for consumer 
advertising. But it is poison for in- 
dustrial advertising. Ours is rarely 


Hee NR annem ia 


a mass market. Instead, our job 
done best when it helps the individ- 
ual salesman do his job better. 


By Don Poor 
Manager, Adver 
tising & Sales 
Promotion 

Ceco Steel Prod 


ucts Corp. 


“Don’t 


confess 


® A WISE MAN once said, 
confess the sins of others . . 
your own.” So in explaining how 
industrial advertising can be im- 
proved, I would like to tell how I 
can improve my own: 

1. I can make more trips to the 
customer . . find out what he wants 
to know sboetat my product. 

2. Next, I can gather 
formation about that part of my 
and for- 


specific in- 


product’s performance 
get the rest. 

3. I can write down the wanted 
information in simple language 
so my wife can understand it. 

4. Then I can put it aside in a 
cool place to jell. 

5. After a few days, I can pick 
up and look for an imaginative ap- 
proach. Or better still, I can give 
the facts to my agency people 

6. I can demand the most excit- 
ing art direction and photography. 


By Howard G. 
Sawyer 
Vice-President 
James Thomas 
Chirurg ¢ 


Boston, Mass. 


® PROBABLY most faults of indus- 
trial advertising stem from the fail- 
Continued on page 26 











(Advertisement) 


in selling the 
process industries 


by HARRY MARTIN 


How to make your sales 


literature budget work 


overtime, all the time 


ff there’s a risk of waste in industrial 
advertising, it’s in the circulation 
— “distribution” is a better word — 
of sales literature. And when you con- 
sider today’s high cost of preparation, 
maintenance of lists and mailing ex- 
penses, waste in distribution can run 
into real money. 


In the process industries there's a 
proved way of putting your detailed 
product data before all the right men in 
all the right process industries plants. 
Reinhold Catalogs have been doing this 
job for leading manufacturers since 
1916. Exclusive in the process indus- 
tries, they assure no waste circulation 
. .. 0 important plants overlooked. 


Chemical Engineering Catalog and 
Chemical Materials Catalog are referred 
to, and worked with, by process in- 
dustries specifying teams—the men who 
decide if and when your products or 
services will be used. 


Reinhold Catalogs give your promotion 
penny old-time value. For instance, as 
part of Chemical Engineering Catalog, 


Reinhold will distribute and promote 
21,500 copies of your eight-page two- 
color catalog in key process industries 
plants for one full year... for only 9c 
each. Comparable low rates hold true 
for larger or smaller units in CEC. You 
enjoy similar value in CMC. 


To make your sales literature work over- 
time all the time, call in your Reinhold 
Catalog representative now. He can give 
you some interesting facts! 


Available — 


If you are engaged in marketing activ- 
ities that concern any of the following 
products or services, you will want a 
copy of the specific report involved: 


, No. 1—Glycols « Esters + Plasticizers 
* Silicones * Fatty Acids * Se- 
questering Agents + Resins * 
Surface Active Agents * Tin 
Chemicals * Carbon Blacks 


, No. 2—Fine Chemicals * Waxes * 
Cellulose Derivatives * Clays ¢ 
Filter Aids * Flavors * Odorants 
* Textile Chemicals * Catalysts * 
Agricultural Chemicals & In- 
secticides * Stabilizers * Alumi- 
num Chemicals 


, Process Industries Survey 

Report’’— Electrical Equipment + Heat 
Exchangers * Kettles * Materi- 
als of Construction * Control 
Equipment * Fabricating Serv- 
ices * Power Transmission * 
Dust Collecting Systems * In- 
strumentation Systems 


Process industries 
specifying teams in over 
14,000 Dun & Bradstreet 
company-rated plants 
turn to 


cee 


| CHEMICAL ENGINEERING CATALOG 


For your free copy of one of the reports | 


mentioned above, please address your letter- 
head request to Reinhold Catalog Division 
Research Dept. 


| 


for detailed, 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


Wh 


PROCESS INDUSTRIES 
PICTURE! 


REINHOLD CATALOGS 
PUBLISHED FOR 

INSIDE PLANT USE 

BY ALL TITLE 

GROUPS 


SOOO SCORE ARSPIVRSOHRESCE ORL OE SSOP EH RE. 
Pe eeeeresreeeoeeereeseeseeeseseeeeeeeee® 


Process 

industries specifying teams 

in over 10,000 Dun & Bradstreet 
company-rated plants 

turn to 


<q? rah €® 


CHEMICAL MATERIALS CATALOG 
AND DIRECTORY OF PRODUCERS 


for detailed, 

up-to-date data on 

properties, specifications 
and applications of 
chemicals and raw materials. 


REINHOLD 


Publishing Corporation 
430 Park Avenue, New York 22, N. Y. 
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There's one sure way 
to sell the whole of the 
FOUNDRY MARKET! 


merical 


OUD 


combines .. . 





PRESTIGE 
COVERAGE 
ECONOMY © 


RESULTS 


PRESTIGE — AMERICAN FOUNDRYMAN is the only magazine 
published by the American Foundrymen's Society, world's largest 
foundry organization. Its editorial pages feature technical articles 
by the top authorities of the industry — covering both the technical 
and practical viewpoints. 


COVERAGE — AMERICAN FOUNDRYMAN augments its ex 
tensive paid circulation with additional controlled distribution to 
assure coverage of every foundry in the United States and Canada. 
This provides the broadest circulation in the field! 

ECONOMY — AMERICAN FOUNDRYMAN'S advertising page 
rate is the lowest of any magazine directed to foundries — 24°, 
lower cost-per-page-per thousand! 

RESULTS — AMERICAN FOUNDRYMAN, the technica! publica 
tion of the industry, is read by more operating personnel (foundry 
managers, superintendents, engineers, etc.) than any other publica- 
tion in the field. These are the men who specify — these are the 
men who BUY! 


AMERICAN FOUNDRYMAN 


Golf & Wolf Roads, Des Plaines, Illinois VAnderbilt 4-018! 
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problems .. 


ure to think of selling in terms of 
buying. 

This is manifested when manage- 
ment bases appropriations on his- 
tory rather than objectives; when 
the advertising manager thinks of 
units of space rather than units of 
effective readership; when the agen- 
cy resists getting into the market 
(and is timid about billing for it); 
when the copywriter gets trapped 
in technique; when the art direc- 
tor’s fascination with ink blinds him 
to the task of communication; when 
the publisher lets his customers run 
advertising he knows doesn’t serve 
his readers; when no measurements 
are applied to performance. 

Probably those who have made 
industrial advertising work best 
know instinctively the importance 
of putting yourself in the other 
guy’s shoes. 


By Ray M. Wall 
Advertising 
Manager 
Illinois Tool 
(Shakeproof 
Chicago, I1] 


® COMPLACENCY and smugness 
among’ advertising management 
is a thing to fear. Unless we hon- 
estly think and operate as part of 
the marketing team .. market re- 
search, sales and advertising . . we 
will not give our employers full 
value for their advertising dollar. 

Unless we stress user-benefits in 
the market-places where our cus- 
tomers and prospects congregate, we 
will not carry our share of the sales 
load. Unless we think of the prod- 
ucts of the graphic arts . . four- 
color process plates and double- 
truck ads . . as tools to create sales 
instead of beautiful accomplish- 
ments of our artistic souls, we shall 
be held for an accounting to those 
whose dollars we spend. 

Industrial advertising quality to- 
day is very high. It will improve as 
we close ranks with our market 
research and_ sales department 
brothers. 8 








The Leading Gas Industry Publication 


More circulation... 
More editorial pages per issue... 
More advertising pages per issue... 
Lowest advertising cost per M — 
28.7% less than the 2nd publication fo 
and 39.4% less than the 3rd. / a 


GAS gives you : GAS carries more advertising 
pages per issue than the next 
Fl RST Be ee eS eee FIRST two gas publications combined. 


53.3% more in gas companies 
: 133.3% more to men in charge : Since 1945, GAS has gained 381 
in of operations ... in 

iis the i advertising pages (66.3%), while 


‘ ° ietions ats. the second publication has lost 
Circulation |. mblicstion. Advertising | 60 advertising pages (5.2%). 





TOTAL CIRCULATION OF GAS INDUSTRY PUBLICATIONS { AVERAGE ADVERTISING PAGES PER ISSUE 
9000 ' ‘ 4 ++ ——— + 4 
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A JENKINS PUBLICATION 
198 South Alvarado Street ~ Los Angeles 57, California 


idvertising Offices 
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644 pages of editorial material including dozens of exclusive finish features were beamed to 
the fabricated metal products field during the past year* with appliances as the focal point. 


at. tn Peduertiong Pages 


728 pages of advertising carried the sales stories of leading suppliers of materials, equipment, com- 
ponents and services to the field during the past 12 months*. . This total is 205 pages ahead of 
the second publication in the field. *(October 1953 to September 1954 inclusive). 


f’ : was first (1944) to beam an industrial trade magazine direct to the key personnel of plants manufactur- 
e inish ing home appliances. . 


was first (1949) to offer a complete editorial service “from raw metal to finished product” to this fast 


1 nish moving section of the ‘metals’’ field. 


. . was first to build a complete publishing organization focused exclusively on the interests of appliance 
inish and allied metal products manufacturers — an organization experienced in the field. 


e e ® 
* AM addtttou + « «to blanket coverage of key personnel in the home appliance industry, finish 


offers a circulation bonus of a broad group of fabricated metal products manufacturing plants — plants with 
similar production problems and similar buying interests. 


MBSR Oy MO PNCI.VAGND mena 
us 
Lpplianc AND SU es 





Metal Products MANUFACTURING 
YORK ST. at PARK AVE. 





This list of typical advertisers in finish shows the 
advertising balance between materials, equipment, components 
and services — backed by editorial balance. 
MATERIALS MACHINE CORP. 
STEEL & ALUMINUM 


METAL eae AND METAL PREP- 


ARATION MATERIALS 
ICAN CHEMICAL PAINT CO. JE TES. INC. co. 


DETREX CORPORATIO: 
LINK- BELT COMPANY 
ESSAK STEEL & CHEM THE R. C. MAHON CO. 


KLEM M) . . 
, NARACO 
MACCO PR st CHEMI C AL NEWCOMB-DETROIT 


co. 








NU-MATIC GRINDERS, INC 

WYANDOTTE CHEMICALS CORP. PETERS DALTON. 1 FOUNDRY & MACHINE CO. 

OTHER MATERIALS QUINN-ROGERS MF 

AMERICAN NICKELOID CO. RANGSBURG ELECTRO“ COATING CORP. 
ARNO ADHESIVE TAPES, INC. . CO. 





co. 
& STAMPING CO. 


THE CARBORUNDUM CO. 
CERAMIC COLOR & CHEMICAL MFG. CO. 
COORS PORCELAIN COMPANY 


L CO. 

McDANEL REFRACTORY PORCELAIN CO. 
MINNESOTA MINING & MANUFACTURING CO. 
OWENS CORNING J FIBERGLAS CORP. AND OR 
THE PATTERSON FOUNDRY & MACHINE CO. | (CERAMIC 
PEMCO CORPORATION " -.. SAFE TRANSIT 

YY oe —_— CENTURY VITREOUS ENAMEL CO. 
ODUCTS, INC. —_ ae ae CORP. 
co. a PONT de MOURS & CO. YWOOD CORP. 
PIGMENT. EORPORATION FERBERT.- SCHORNDORFER co. BI GELOW- GARVEY LUMBER CO. 
THE VITRO MFG. C FERRO CORPORATIO: ad CAR BLOCKING, IN 
THE GLI oon COMPANY CHICAGO MILL & LUMBER co. 
SERVICES GRAND RAPIDS Wa CORP. CONTAINER CORP. OF AMERICA 
CITY AUTO STAMPING CO. THE O. HOMMEL COMPANY CORNELL PAPERBOARD. PRODUCTS CO. 
See eRe ERT co CEE Se TON errruTE GAYLORD CONTAINER CORP. 
THE EFFICIENT TOOL & DIE Co. RINSHED-MASON CO. GAYNES ENGINEERING CO. 
HUYCK CONSTRUCTION a SHELL CHEMICAL CORP 
INGERSOLL PRODUCTS D THE SHERWIN-WILLIAMS CO. 
MULLINS | MEG. MAR A TTON COMPONENTS : 
ACME ALUMINUM FOUNDRY CO. KI BOX & LUMBER CO. 

NEW MONARCH MACHINE & STAMPING CO. AMERICAN EMBLEM CO. KIMBERLY-CLARK CORPORATION 
SOCIETY OF INDUSTRIAL PACKAGING is AMERICAN NAMEPLATE & MFG. CO. L.A.B. CORPORATION 
MATE NG ENGINE AMOS MOLDED PLASTICS LINK-BELT CO. 

E aOuTER OR $8 SANS stints se, ~ MWSsOrA' Sonne MECC. 
VITREOUS. STEEL PRODUCTS CO. CUYAHOGA SPRING CO. PERMACEL TAPE C 
. DANIELSON MFG. CO. RATHBORNE, HAIR x RIDGWAY BOX CO. 

ALLEAB MFG. CO. 





EQUI 
ACME STEEL DETROIT BRASS M 
oe PRODUCTS, INC, DOVER STAMPING CO. 

THE CYRIL BATH COMPANY peg | a co. 

= ag ee co. > ne PRODUCTS, INC. UN 

URDETT MFG. CO. FERROD co. WATKINS CONTAINER 

CINCINNATI CLEANING & FINISHING MA- O ELE ECTRIC PRODUCTS. INC WEYERHAEUSER c 
Y CO. FIRESTONE INDUSTRIAL PRODUCTS CO. WIREBOUND BAY MFRS. ASSN. 


Vos PUBLICATIONS 
ELMHURST, ILL. © telephones TErrace 4-5280—TErrace 4-528] 
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news 


of industrial sales and advertising 


Poliak battles rival show 
with record drive in business 


Papers, newspapers, mail 


® NEW YorRK . . The 1955 National 
Materials Handling Exposition, with 
a $100,000 promotion budget, will be 
the most heavily advertised single 
industry show in U. S. history, ac- 
cording to its producer, Clapp & 
Poliak. 

The show will be held at Chi- 
cago’s International Amphitheatre 
next May 16-20. The budget will 
be used for newspapers, business 
papers, news magazines, direct mail 
and public relations activities de- 
signed to attract record attendance 
and volume of exhibits by manu- 
facturers in the $1.25 billion indus- 
try. 

The campaign is being waged by 
Clapp & Poliak to make their show 
bigger than the rival exposition to 
be sponsored by the Material Han- 
dling Institute in Cleveland June 4- 
7, 1956 (IM, July). J. R. Flanagan 
Advertising Agency and Banner & 
Grief, both of New York, have been 
appointed to handle advertising and 
public relations, respectively. 

The big point at issue between 
the sponsors of the two expositions 
is the frequency with which it 
should be held. Since 1947, when 
the exposition was first held, it has 
been managed by Clapp & Poliak, 
with the participation of many of 
MHI’s 71 members. Following the 
1949 exhibit, the show went on a 
biennial basis, but a survey of in- 
stitute members last year indicated 
that almost all of them were in fa- 
vor of a once-in-three-year sched- 
ule. Clapp & Poliak decided to con- 
tinue its previously set alternate- 
year program, while the institute, 
following its survey results, earlier 
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New Format. . Redesigned Western 
Electronic News, Los Angeles, has name 
-ublication has gone 

f new pul 

Thompson, head of In 
ratories Publishing Co., Chi 


sago. Publication covers product news 


lisher, Frank 


dustrial Lak 


ther developments in 11 western states 


electr 


this year announced that it would 
wait until 1956 to sponsor its own 
show. 

Mr. Poliak told IM that, as origi- 
nator and producer of the exposition 
since its inception, he felt justified 
in continuing it on a schedule which 
in his opinion met the best interests 
of both the industry and his own 
organization. He has invited insti- 
tute members to participate in the 
1955 show and some of them, he 
said, have already signed up. 

Prior to the Institute’s announce- 
ment that it would sponsor its own 
show in 1956, attempts were made 
to hold meetings at which the two 
organizations might patch up their 
differences, but these fell through. 

Five ads will run in the Wall 
Street Journal during the closing 
months of 1954, to be supplemented 
by space in Business Week, Dun’s 
Review, Time, Newsweek and U. S. 


News & World Report, in such busi- 
ness papers as Flow and Modern 
Materials Handling, and in the Chi- 
cago Tribune and the New York 
Times. 

Advertising copy will be written 
by Don Knowlton, of Hill & Knowl- 
ton. It will stress the theme of the 
show, “the concept of obsolescence,” 
which means, Clapp & Poliak says, 
“that a good deal of the equipment 
and techniques now in use is al- 
ready obsolete.” 

Direct mail will include at least 
three mailings to management and 
production executives of 125,000 
pieces each. More than 1,500,000 ad- 
mission tickets will be distributed. 


Westinghouse uses transparent 
inserts in business papers 

® PITTSBURGH .. Westinghouse Elec- 
tric Corp., Pittsburgh, is “dissect- 
ing” its products in its business pa- 
per advertising. 

Westinghouse inserts in Electrical 
World, Electric Light & Power and 
Electrical West during October and 
November are making use of a 
transparent acetate called “Trans- 
Vision.” 

The transparent pages make it 
possible to show progressive slices 
of the product, exposing integral 
parts and simulating disassembly as 
the reader turns the pages. 

Until recently, the Post Office 
Department had not allowed such 
imprinted acetate material to be in- 
cluded in publications with second 
class mailing privileges. But a re- 
vised ruling gives the process the 
blessing of the postmaster general. 


Fuller & Smith & Ross head, 
Allen Billingsley, dies at 64 

® CLEVELAND .. Allen L. Billingsley, 
who rose from a $6-a-week news- 
paper job to head an advertising 
agency billing $33,000,000 a year, 
died of a heart attack Oct. 7. He had 
celebrated his 64th birthday three 
days before his death. 

Mr. Billingsley had been president 
of Fuller & Smith & Ross, Cleveland, 
since 1928. He joined the agency in 
1923 as an account executive. 

Death came unexpectedly. Ap- 
parently in sound health, Mr. Bill- 
ingsley had gone on with his duties 
at the agency until the day before 

Continued on page 32 








reach a bigger market 


through this door 


There’s an open door to industry's biggest market . . . metalworking . . . in MODERN 
MACHINE SHOP. Over 44,000 circulation, the largest and most effective in the field, 
is directed personally to men who have the authority to specify and buy. 


Whatever you sell . . . set screws, engineering services, machinery, tooling or thou- 
sands of other products... you'll find a ready audience in MODERN MACHINE SHOP 
—ready to read, ready to buy! You'll find, as have hundreds of advertisers large 
and small, that when MODERN MACHINE SHOP carries your sales message . . . you 
get results! pyr Your Money Where Your Market Is ...in MODERN MACHINE SHOP. 


Eye-Opening Media Data Write for Your Copies Today. 
“Editorial Story” reader preference .. . how and why 
"Sub-Zero Success Story” . . . . . Putman Award winning advertising case history 
“Highways to Metalworking”. . . basic reference file of facts and figures 
*"Flexopress Success Story” .. . . 700% sales increase case history study 
“Chicago 3-Plant Study”’ desk-to-desk study of readership in typical plants 
“Circulation Excellence” .... . . facts behind the industry's largest circulation. 


NB P MODERN MACHINE SHOP e A Gardner Publication « 431 MAIN STREET e CINCINNATI 2, OHIO 








ELECTRICAL 
ENGINEERING 


Has 
The Largest 
Circulation 


of any technical 
Publication 

in the electrical 
field. 


more than 


595,000 


Circulation 


At the lowest page rate 
per thousand 


Published for more than 
70 years, Electrical Engi- 
neering has the prestige to 
deliver your story direct to 
Key Executives and top 
flight Engineers. 


Write or wire for 
Complete information 


£249 tee 8. Ak 
NGINEERING 
Suite 13, Lower Level 


500 FIFTH AVENUE 
NEW YORK 36, N. Y. 
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he suffered the fatai heart attack. 

Under his guidance Fuller & 
Smith & Ross ranked third among 
the nation’s agencies last year for 
the number of pages of business 
paper advertising placed, with 17,- 
485 pages. It was ranked 22nd in 
the nation in billings, with $33,000,- 
000 in all types of media. 

Mr. Billingsley began his business 
career, while still in high school, as 
business manager of the newspaper 
in his home town, Shelbyville, Ind. 
He went on to graduate, in 1913, 
from DePauw University, where he 
earned a Phi Beta Kappa key. 

After graduation, Mr. Billingsley 
went immediately into advertising, 
and from 1913 to 1918 he was secre- 
tary of the Sidener & Van Riper 
Agency, Indianapolis. 

Mr. Billingsley joined National 
City Bank of New York in 1918 as 
educational director. Three years 
later he was named president of the 
American Chamber of Economics, a 
bankers’ service organization. While 
seeking to promote this organization, 
he met Harry Smith, one of the 
original partners in Fuller & Smith 
& Ross, who brought him into the 
agency. 

Four of the agency’s executives 
now have stepped up to bigger jobs: 
Eugene Allen to president; John C. 
Maddox to executive vice-presi- 
dent; Edward J. Lauesen to chair- 
man of the executive committee, 
new policy-making unit, and Edwin 
L. Andrew to chairman of the 
board. Mr. Andrew formerly was 
executive vice-president. The three 
others were vice-presidents. 


AMA conference hears 

how toe meet competition 

® cHIcaco .. “Everyone must get 
in on the pitch.” 

That’s the most important thing 
in meeting competition, according 
to Ray R. Eppert, executive vice- 
president, Burroughs Corp., Detroit. 

He told a special marketing con- 
ference of the American Manage- 
ment Association that too often 
everyone in a company feels that 
only the sales force is in compe- 
tition. 


“Everyone in every department 
of the business should feel he is in 
direct competition with his counter- 
part in competing companies,’ Mr. 
Eppert said. 

Mr. Eppert and eight other con- 
ference speakers discussed commu- 
nication among various members of 
sales departments. They said com- 
plete and detailed information must 
flow both ways . . from the field to 
the sales manager and from sales 
manager tc field . . in order for the 
saies force to function effectively. 


fun 


John P. Cunningham Ivan Hill 
Ivan Hill, Inc., merges 

with Cunningham & Walsh 

@ NEW YORK Cunningham & 
Walsh, New York, and Ivan Hill, 
Inc., Chicago, have merged under 
the name Cunningham & Walsh. 

John P. Cunningham will con- 
tinue as president of the enlarged 
agency, and Ivan Hill, formerly 
president of the agency bearing his 
name, will be executive vice-presi- 
dent in charge of the Chicago office 
of the new agency. 

Last year, Cunningham & Walsh 
was the 44th agency in the nation 
in the number of pages of business 
paper advertising placed, with 3,207 
pages. 


Reserve bank says ‘54 capital 
outlay down 6%, still a boom 

® cHIcaco . . American industry’s 
outlay for new plant and equipment 
during 1954 is expected to total $26.7 
billion, according to the Federal Re- 
serve Bank of Chicago’s October 
report on business conditions. 

That projected figure is 6% below 
the record total of 1953 . . which 
means 1954 will go down as the sec- 
ond best year in history for capital 
expenditures. 

“The absolute level of capital 
spending, therefore, is still high,” 


Continued on page 33 





This is 


MASS 


In one mass production plant, $52,000,000 was recently spent, 
solely to increase the mechanization of its finishing system— 
integrating it better into the complex mass production opera- 
tion. Whether it’s conveyors, lift trucks, or other tools of 
materials handling, the basic idea is the same—integration. 
Whether the plant turns out 100 products a day, or an hour, 
production must keep moving ahead at the established rate. 


When you mass produce—machines, processes, departments, 
and even entire plants operate at a rate which establishes a 
fixed relationship between them all. That rate is “frozen” for 
today, tomorrow, next month, and, sometimes, next year. Main 
tenance of that production rate is essential. Stop one machine, 
and a whole line stops. Soon, it’s a whole plant. ‘‘Down time” 
is far more costly in lost production than is the expense of 
machinery repair. It is typical of a mass production plant to 
find one “stand-by” electric motor on hand for every three 
on the production line. 


Thousands of dollars in quality output ride on a mass production 
“tool”—a gauge, a welder, a cutting tool, a press, etc. Contrary to 
the practice in general metal working, where the operator’s tool 
preferences are heeded, mass producers tend to set up preferences 
based on plant wide experience. Advertisers to mass production, 
and their salesmen, find that mass producers buy on considerations 
which are not clouded by human whims. 


Whatever the mass production process, it is always distinguishable 
from that of all other types of metal working by three unfailing 
characteristics—(1) continuous operation, (2) repetitive operation, 
(3) volume output. In these, is also found the gauge of mass pro- 
duction’s purchasing volume. For a mass production plant has a 
never satisfied hunger for more efficient machinery, materials, tools, 
and handling equipment. Mass production uses up more. Therefore, 
it buys more. Today, it is the only really active buyer in metal 
working. 


ONLY ONE MAGAZINE DEVOTES 
ITSELF ENTIRELY TO MASS 
PRODUCTION ALONE! 


Please turn the page for more facts on PRODUCTION magazine 
and how it serves this market.. 





CIRCULATION in Mass Production only 





General Metal Working 


MASS PRODUCTION 
METAL WORKING 


METALS PRODUCING 





Cameras 


Oil burners 
Tractors 








PRODUCTION magazine goes 
into the plants making— 
Cars and trucks 
Home appliances 
Radios and TV receivers 
Aircraft and components 


Electric motors 
Business machines 


Electronic control devices 


Internal combustion engines 
—and hundreds more 











EDITED for Mass 


Production only 


In every step of mass production, the problems, 
processes, and the methods are very different 
from those in other forms of metal working. So, 
PRODUCTION’s editors confine every issue to 
those matters only. Since no other publication 
serves mass production, entirely and exclusively, 
it is no wonder that PRODUCTION is widely 
read by mass production people. 


CIRCULATION par- 


allels “buying influence” 


The men who keep mass production producing 
are charged with heavy responsibility. Conse- 
quently, they have controlling influence in pur- 


chases. This is manifestly an unavoidable situa- 
tion. 


So, when you advertise in PRODUCTION, you 
can be confident that its readers are the people 
who will say “‘yes,” or “no,” to your sales appeal. 


deep PENETRATION 


The value of product turned out each year by 


mass production runs into billions of dollars! 
The number of mass production plants is small, 
compared to all of metal working. Yet, PRO- 
DUCTION magazine directs 24,687 copies into 
those mass production plants, every month. 


The reason is penetration. In the huge mass pro- 
duction plants, the men who “make” mass pro- 
duction are many. PRODUCTION seeks them 
out, constantly and continuously. And _ their 


copies are mailed to the man, not his firm. 





PRODUCTION 





BOX ONE, BIRMINGHAM, MICHIGAN 


THE GREAT ANNUAL 
AUTOMOTIVE NUMBER 


IN JANUARY 
Closes Dec. 1, 1954 


BUDGET NOW! WRITE FOR RESERVATIONS 
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the bank reports, “but the slowing 
pace has been persistent.” 

“There is no convincing evidence 
that the downswing will be reversed 
in foreseeable future,” the report 
adds. 

Other highlights of the report: 

1. Three years ago, machine tool 
builders’ order backlogs were equal 
to 23 months production. In July, 
shipments were 24% below 1953 and 
order backlogs had fallen to less 
than four months of the production 
rate. 

2. Lagging freight volume and a 
sharp drop in railroad earnings have 
contributed to a 50% drop in freight 
car deliveries since last year and 
a virtual disappearance of order 
backlogs. Passenger car business 
has been maintained, partly on the 
strength of Canadian buying. 

3. Some capital goods producers 
hope to reverse the downtrend in 
output through more vigorous sales 
campaigns and improved equipment 
which will pay for itself rapidly 
through lower costs. 


Rangno of Jaffe Publications 
heads business paper group 

™® LOS ANGELES . . Louis Rangno, 
general manager, Jaffe Publications, 
Los Angeles, has been elected presi- 
dent of the Western Society of Busi- 
ness Publications. 

Other officers elected were: vice- 
president, Nat Wood, editor, West- 
ern Metals; treasurer, Louise Si- 
monson. editor, Lab World, and sec- 
retary, Janet Marshall, publisher, 
The Rangefinder. 


Employe magazines must stress 
management view more.. Clark 
™® SYRACUSE, N. Y... Employe mag- 
azines must cover management’s 
views more thoroughly, Dean Wes- 
ley C. Clark, director, Syracuse 
University Communications Re- 
search Center, believes. 

He cited a study of 23 employe 
magazines at the center. He said 
that because of “insufficient dis- 
cussion of management views,” the 
editors could be charged with wast- 
ing their companies’ money. Only 
five of the 23 publications studied, 


Yontinued on page 34 








A Short Course 


in Big Business... 


yours for Mee asking 


Market and Media Data 


on the 15 billion Dollar 


MEAT PACKING : 


and ALLIED INDUSTRIES Just released! 


Data right up-to-date 
for 1955 Planning 


here’s why this industry 
is important to you! 


@ It is a basic and stable industry. 











@ Meat Packing and Allied Industries can use your product or serv- 
ice. It uses almost any product or service used by any ordinary 
industry plus many highly profitable specialty items. 

Uses tremendous quantities of many expendable items; employs 
most capital equipment to the limit of its productive capacity; 
creates frequent resale possibilities. 

Orders on a volume basis—you get more profits per unit sale, 
more sales per contact. 

Is easily developed—through NATIONAL PROVISIONER. The 
PROVISIONER is the only magazine servicing this industry ex- 
clusively for more than 60 years. Voluntary paid subscriptions go 
into plants doing 97% of the entire industry buying (established 
by independent survey). 

The PROVISIONER is truly an established necessity in the Meat 
Packing & Allied Industries. Without special inducements, paid 
subscriptions have been renewed over 80% for years (currently 
85.32%). 


Write NOW! Investigate your sales possibilities and how the PRO- 
V ISIONER can help you get these sales! Ask for your copy of Market 
and Media Data—Meat Packing and Allied Industries. 


PUBLISHED ANNUALLY—The Guide is a valuable adjunct to 
MEAT your regular high impact promotion schedule . . . the perfect spot 
for your detailed catalog-type advertising. The GUIDE is the in- 
PACKERS dustry's only reference and buying aid. Two sections—Reference 
and Data . . . and Buyers Guide Sections—enabling you to tailor 
GUIDE your advertising to suit the buyers specific information needs. 
Regularly used by 99.2% of the industry. 
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INDUSTRIA 
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INDUSTRIA— 


The Magazine 
For All 
Industry ! 


= 


INDUSTRIA isa 
magazine for all in- 
dustry... from 
metal products to 
foods and beverages 
— from lumber to 
petroleum. 


INDUSTRIA is the 
business magazine 
that serves the na- 
tionals of Latin 
American industry 
... 15,000 key men 
of 20 major market 
areas of Latin Amer- 
ican industry—men 
who pay to read 
INDUSTRIA! 


INDUSTRIA pro- 
vides the advertiser 
with complete cov- 
erage and penetra- 
tion of the rapidly 


growing Latin 


® 


“ 


> ‘ > 4 ! 
American market! a 


? 
és 
it 
a | 
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ol A McGRAW-HILL ©. 
INTERNATIONAL PUBLICATION 


330 West 42nd St.,. New York 36,N_Y 
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he said, carried editorials or com- 
pany ads explaining company pol- 
icy. 

He made the statements at a 
three-day conference sponsored 
the Upstate New York 
Editors and 
Journalism 


jointly by 
Council of 


Syracuse 


Industrial 
School | of 
visitors included edi- 
from Crucible Steel, Alcoa, 
Crouse-Hinds, Carrier Corp., Con- 
tinental Can, Canadair, Eastman 
Kodak, Kordite Revere Cop- 
per & Brass. 

Dean Clark said that the publica- 
tions studied were submitted to the 


Conference 


tors 


and 


center for appraisal of content and 
typography and that in these re- 
spects they were above the national 
average. 
Criticizing readability, he said 
that most of the publications scored 
at the Harper’s and Atlantic read- 
ing level, and appeared written 
for management than for em- 


But the 


“interesting” or 


more 


ployes. majority scored 


“very interesting” 
in human interest. 

William K. 
Associated 
told the 


Beard, Jr., president, 
Publications, 
that the 


person's reading ability does 


Business 
conference ordi- 
nary 
not improve much after grade 
school, so the company editor must 
edit and illustrate material with 
special care to “get it off the page” 


and into the reader's consciousness. 


Yale & Towne man says foreign 
competition is good for all 
® CHICAGO 


American manufac- 


turers who export their products 
should look upon foreign competi- 
tion in markets abroad not as a 
menace but as a blessing. 

That’s the view of Philip B. Niles, 
vice-president, Yale & Towne Mfg. 
Co., New York. 

He told members of the Export 
Club of Chicago, ‘The 


competition expanding is a 


Managers 
now 
good thing for us and good for our 
friends abroad. Out of it will come 
better products, better methods of 
production and better methods of 
distribution.” 
“Promotion of 


American com- 


panies abroad has improved greatly 


influence of European 
competition,’ Mr. Niles said. “This 
is the sort of competition that keeps 
markets stirring, and with that ac- 


under the 


tivity there must come an elevation 
of economic levels.” 

Mr. Niles described his company’s 
overseas operations, telling how it 
had established plants in England, 
Germany and Canada and worked 
successfully under licensing agree- 
ments in other 

He attributed the success of the 
to the 


division is 


countries. 


company’s foreign operation 
that 
self-sustaining, 


foreign 
that 


parts 


fact each 


each division 


makes its own and finished 
products, and that each employs a 
completely native work force except 
for some top level personnel. This 
goes for advertising, publicity and 
market research, too, he said. 
“Since we are, in a sense, as much 
a British or German or Canadian or 
French 
American 
around the world shouting 


company aS Wwe are an 


company, we don't run 
Amer- 
ica’s industrial and business superi- 
others,’ Mr. Niles 
this mutual 


people within and 


over all 
“Out of 


respect for all 


ority 


said. comes 


beyond the company.” 
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Monthly newsletter launched 
by ‘Materials & Methods’ 

™® NEW YORK 
business paper sales promotion is 
a monthly newsletter that will pre- 


. . Something new in 


view articles in upcoming issues of 
Materials & Methods. 
The newsletter, titled “Materials 
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One of a continuing series entitled — “The Reader is the Most Important Man to Both of Us.” 


Broad Perspective 


The president of a large gas company wrote an article 
for us the other day. It was one of those all encompass- 
ing articles about all the factors in our industry which 
influence and which are influenced by the big gas lines. 


What did he talk about in this article? What are the 
things that influence gas developments? — He talked 
about metallurgy, drilling practices, producing practices, 
processing along the pipelines, economics, geography, 
legislation, and underground storage. 


Seems a bit unrelated, but the important thing to note 
is that he just could not talk about gas in our industry 
without talking about almost all of the other operations, 
because they are all so closely related. 


In a very tangible way he pointed out why oil men must 
read a broad base publication to equip themselves for 
the major considerations which confront them daily. Ir- 
respective of what specific job they might be in at the 
moment, decisions about their jobs are based upon fac- 
tors and circumstances in all the other supporting seg- 


ments of the industry. 


With over three-fourths of our industry “integrated” — 
both Journal readers and advertisers always benefit by 
the Journal’s “integrated” policy of reporting news and 
technical development. We intend to continue this pol- 
icy because it builds readership for your advertising, 
and remember . . . the reader is the most important man 
to both of us. 


The PETROLEUM PUBLISHING COMPANY 


211 SOUTH CHEYENNE, TULSA, OKLA. 


IN SPANISH 
AND ENGLISH FOR THE 
LATIN AMERICAN OIL 
INDUSTRY 


THE MAGAZINE 
OF PETROCHANICS AND 
NEW EQUIPMENT FOR THE 
OIL & GAS INDUSTRY 





the Consulting Engineer is 
often the key to a long-continued 
and profitable business relationship 


We ‘ead 
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“_ Professional Magazine 


WRITE FOR THE NEW 
CONSULTING ENGINEER DATA BOOK 


a 








Have you considered how 
much replacement and expan- 
sion business will be received 
from an industrial plant where 
your (or your client’s) prod- 
ucts are originally specified? 
This varies, of course, depending 
on the product. But take the 
case of 

Valves 

or Bus Duct 

or Steam Traps 

or Motors 

or Protective Coatings 

or Pumps 

or other industrial products. 


ONE specification can mean 
FIFTY YEARS of orders! 


SELL the MEN who 
WRITE the SPECIFICATIONS 


A GROWING MARKET — 
A GROWING PUBLICATION 


Consulting engineers represent a huge and 
growing market, larger than any one in- 
dustrial market, because they are influ- 
ential in ALL industries. 


CONSULTING ENGINEER covers this mar- 
ket. The readers of CONSULTING ENGI- 
NEER handle more than 90% of the Na- 
tion’s entire industrial and utilities projects 
for new plants, expansions, modernizations. 


The magazine is growing swiftly. In the 
first half of 1954, CONSULTING ENGINEER 
advertising was up 72% above the same 
period of 1953. A large number of new 
advertisers will further swell the total at 
commencement of 1955 contracts. 
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Ceramic Bulletin... ~ 


HEN ceramists gather for 


the more than 85 American Ceramic 
Society meetings each year the re 
sults of actual experiences, expressed 
in Ceramic Bulletin, very often are 
mentioned to add authoritatively to 
the conversation. Ceramists, in every 
phase of the multi-billion-dollar ceram- 
ic industry, know that The Bulletin’s 
editorial material is accepted as the 
most accurate, timely information 
available. 

Because The Bulletin holds such a 
high position throughout the indus- 
try, back issues are kept for months 
and months as a_ readily accessible 
source of ‘text book” data. It is this 
strong staying power and constant 
reference to back issues that enables 
The Bulletin’s advertisers to make 
multiple-sales contacts an oppor 
tunity to have their sales message 
scen time and time again! 

Through no other medium can manu- 
facturers of ceramic materials and 
processing equipment reach their mar- 
ket so completely, yet so inexpensively 
as in The Ceramic Bulletin. 

ONLY C. B. Gives Its Advertisers 
Such Complete Market Coverage! 
Find ont specifically how Ceramic 
Bulletin can make your advertising 
pay bigger dividends through concen- 

trated, continuous readership. 


Write TODAY For Descriptive Liter 


alure 
eramic 


ulletin 
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Engineering News,” will be mailed 
to subscribers between regular is- 
sues of the publication. In addition 
to previewing articles, the news- 
letter will give biographical sketches 
of the writers and contributers, will 
carry news items of the materials 
engineering and engineering mate- 
rials field and will show trends 
through statements of authorities 
in the field 


Clothing firm vice-president 
becomes industrial ad manager 
® LOS ANGELES Ross Barrett. a 
former clothing firm vice-president. 
has become a sales and advertising 
executive of Byron Jackson Co., Los 
Angeles manu- 
facturer of in- 
dustrial pumps 
and rubbe: 
products, elec- 
tronic instru- 
ments and. oil 
field equipment. 
Mr. Barrett 

Barrett 

will head an ex- 
panded department responsible fo: 
public relations, advertising, sales 
promotion and market research for 
Byron Jackson. Mr. Barrett former- 
ly was a vice-president and directo 
of Foreman & Clark, west coast 
clothing chain, with whom he had 


been associated since 1947. 


ARF head scores industry for 
niggardliness in ad research 
® LOUISVILLE, KY. Industry is 
spending “millions of dollars” to 
develop new products but “only 
pennies” on advertising and mar- 
keting research to sell these prod- 
ucts more economically, according 
to one advertising research expert 

He is Edgar Kobak, president of 
the Advertising Research Founda- 
tion, New York, who told the Louis- 
ville Advertising Club, “industry 
needs reliable and believable ad- 
vertising research to help move the 
steadily mounting output of goods.” 

He said that when industry and 
business buy equipment, that equip- 
ment has to meet certain standards 
developed by technical experts of 
both buyers and sellers. 


He said those standards, which 
apply to the purchase of motors, 
control equipment, cement, metals, 
lamps, wire, electronic tubes, paper 
and many other items, are set only 
after long and thorough research 
and testing. 

“But when business and industry 
buy advertising, which runs into 
billions of dollars, very few buyers 
depend on or even seem to care 
very much about gathering any real 
facts which will help them make 
proper use of their advertising, im- 
prove their selling techniques, or 
help them in purchases of time and 
space,’ Mr. Kobak said. 


Plant maintenance show first 
to use enlarged Amphitheatre 
® cHicaco .. The first industrial 
exposition to use the new $2,000,000 
addition to the International Am- 
phitheatre will be the sixth Plant 
Maintenance & Engineering Show 
next Jan. 24-27 

The enlarged Amphitheatre, 
world’s largest exposition hall (IM, 
May), will permit some of the na- 
tion’s biggest industrial expositions 
to become even bigger. Railroad 
sidings go directly into the new hall 
and accommodate ten freight cars 
simultaneously. 

Clapp & Poliak, New York pro- 
ducer of the show, predicts a record 
in exhibits and attendance. 


12.7% of business papers raise 
rates, publishers tell why 
® cHicaco .. A study shows 12.7°, 
of the nation’s 2,187 business pub- 
lications scheduled rate increases 
averaging 15.8, during 1954. 

Jean Ingram, research director, 
Standard Rate & Data Service, Chi- 
cago, told the results of her survey 
at a meeting of the Chicago Busi- 
ness Publications Association. 

Of the business papers checked, 
287 scheduled rate changes this 
year. Of these, only nine cut their 
rates, Miss Ingram said. 

Her breakdown of rate changes 
in all advertising media showed: 
12.7‘, of the business papers raised 
their rates an average of 15.8%; 
19.5°° of the general magazines 
raised their rates an average of 
18.1°,; 19.9°° of the newspapers 
raised their rates an average of 
12.2°,; 33.6% of the television sta- 
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power operation from 1000 to 100,000 Ibs. 


“WHERE TO BUY THEM” 
SALES OFFICE 
Yale & Towne Mig Co 
2534 N Broad -BAidwn 9-6797 
PLANT & GENERAL OFFICES 


Yale & Towne Mfg Co Roosevelt Bivd & 
Haldemann. -ORchrd 3-1200 





















































Come on in... 
the selling’s fine! 











When you put your trade-mark or brand name in the ‘yellow 
pages’ of telephone directories, you’re directing sales leads to your 
authorized distributors or outlets listed below it. 


Advertising sells buyers on the brand but more times than 
not they just don’t know where to buy it. That’s how sales are lost. 


Trade Mark Service in the ‘yellow pages’ takes care of that 
easily ... economically. It gives prospective buyers the names, 
addresses and, of course, the telephone numbers (should they 
want to call for information) of your local outlets. 


A Trade Mark Service representative can tell you how you can 
get sectional, regional or national coverage to fit your needs. 
When purchasing agents are ready to buy, why not make it easy 
for them? 


For further information see Standard Rate and Data (Consumer Edition) or call your local telephone business office. 








FOOD PROCESSING offers a challenge... and 
$100.00 U. S. GOVERNMENT BOND’ 


laims and counter-claims are easy to make. But performance can be proved. 
And performance, alone, is what counts in advertising values. 
Claims are heard that “Magazine B outperforms Foop Processinc.” And so Foop PRocEssING 
makes this offer .. . issues this challenge 
As there is no known instance where, on a direct comparative basis, Foop Processtnc has 
not outperformed the next magazine in quality response ... 
Foop Processinc offers $100.00 U.S. Government Bond for proof of any 
situation where, on a direct comparative basis, any other horizontal food processing 
magazine has outperformed Foop ProcessInc in producing quality "esponse—i.e., response 
from desired prospects among the “men who manage” food processing plants and operations. 


WHAT IS NECESSARY TO WIN THE $100.00 BOND? * 


If you think you have, or can fird, factual evidence Obviously, performance must be judged on the 
that another horizontal food magazine has outper- basis of quantity of quality response to comparable 
formed Foop Processin¢, tabulate your evidence and advertising appearing at the same, or approximately 
contact the publishers at address below. same, time in the different magazines. 


WHY CAN FOOD PROCESSING MAKE SUCH AN OFFER? 
Simply because it proves greater readership of quality prospects ... proves it issue after issue ... has been 
doing it for years. 
Such readership is the logical result of a new kind of editing and publishing 
® Editorial is practical, “post-graduate” reporting of latest developments in food 
processing ...in terse, easy-to-read style ...to attract and hold the reading interest of these 
busiest-of-all technical executives. There’s no need to carry “theoretical articles on basic 
fundamentals” to help build student and or beginner, or non-industry, 
circulation. It is all for “the men who manage.” 
® Circulation is “hand-picked,” controlled (BPA Audit) ...goes to the key “men who 
manage” and their close associates ... no dilution with students, beginners, foreign agents of 
questionable value, etc. That’s why effective coverage is greater. 
® Format .. . high-visibility, “square” format ...no buried advertising. Editorial 
content alongside every advertisement. Thus, greater readership is achieved. 


The logical result?... UNDEFEATED PERFORMANCE 
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CHEMICAL PROCESSING offers a challenge...and 





$100.00 U. S. GOVERNMENT BOND* 


Claims and counter-claims are easy to make. But performance can be proved. 
And performance, alone, is what counts in advertising values. 

Claims are heard that “Magazine B outperforms CHEMICAL ProcessING.” And so CHEMICAL PROCESSING 
makes this offer .. . issues this challenge 


As there is no known instance where, on a direct comparative basis, CHEMICAL ProcessinG has 
not outperformed the next magazine in quality response .. . 

CHEMICAL PRocEsSING offers $100.00 U.S. Government Bond for proof of any situation 
where, on a direct comparative basis, any other horizontal chemical processing magazine 
has outperformed CHEMICAL PRocEsSSING in producing quality response—i.e., response from 
desired prospects among the “men who manag'e” chemical processing plants and operations. 


WHAT IS NECESSARY, TO WIN THE $100.00 BOND? * 


If you think you have, or can find, factual evidence Obviously, performance must be judged on the 


that another horizontal chemical magazine has out- basis of quantity of quality response to comparable 
performed CuHemicaL ProcessinG, tabulate your evi- advertising appearing at the same, or approximately 
dence and contact the publishers at address below. same, time in the different magazines. 


WHY CAN CHEMICAL PROCESSING MAKE SUCH AN OFFER? 
Simply because it proves greater readership of quality prospects ... proves it issue after issue ... has been 
doing it for years. 

Such readership is the logical result of a new kind of editing and publishing—** 


*Why only a $100.00 bond? 
Obviously this is merely a to- 
ken of sincerity not an 
attempt to pay anyone for 
their time and effort. Every 
advertising buyer needs such 
comparative information as 
a basic quide in his selection 
of media 


**See identical offer on Foon 
PROCESSING (opposite page) 
another PuTMAN Publication, 
edited and published under 
the same policies. 


@ Editorial is practical, “post-graduate” reporting of latest developments in chemical 
processing ...in terse, easy-to-read style ...to attract and hold the reading interest of these 
busiest-of-all technical executives. There’s no need to carry “theoretical articles on basic 
fundamentals” to help build student and/or beginner, or non-industry, 
circulation. It is all for “the men who manage.” 


@ Circulation is “hand-picked,” controlled (BPA Audit) ... goes to the key “men who 
manage” and their close associates ...no dilution with students, beginners, foreign agents of 
questionable value, etc. That’s why effective coverage is greater. 

© Format .. . high-visibility, “square” format ... no buried advertising. Editorial 
content alongside every advertisement. Thus, greater readership is achieved. 


The logical result?... UNDEFEATED PERFORMANCE 
PUTMAN PUBLISHING COMPANY 


Publishers of: FOOD PROCESSING * CHEMICAL PROCESSING * FOOD BUSINESS 
111 East Delaware Place, Chicago 11, Illinois 
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SEND FOR YOUR 
COPY TODAY! 


THE $4 BILLION 
WESTERN 
METALWORKING 
INDUSTRY 


and how 
WESTERN 
MSTALS 


can help yow sell it! 


e 

An 8-page guide for sales executives 
who want to capture the fast-growing 
western metalworking industry which 
in five years has gained $2', billion in 
value of manufacture, has doubled its 
production workers since 1947. 


Includes complete sales presentation 
conforming with the NIAA Outline. 


Describes WESTERN METALS’ 3- 
Way VERIFIED CIRCULATION 


1. VERIFIED BY BPA with 98.62% 
verification by “communications 
direct to publisher.” 

2. VERIFIED FOR BUYING INFLUENCE 
through confidential customer 
lists furnished by more than 50 
firms who seli the industry. 

3. VERIFIED FOR READERSHIP by 
limiting circulation to readers 
who regularly signify they read 
WM, find it useful and wish to 


continue receiving it. 


ge 
Get the FULL story on how the 
West’s fastest growing industrial 
publication can serve YOU — 





‘Advertising Pages (Increase or Decrease) 
Jan. to July 1954 compared with 1953 


WESTERN UP 48 PAGES 


METALS 





Other western 
metalworking 
publication 


DOWN 
28 PAGES 











*Source: August 
1954 Industrial 
Marketing 


WESTERN METALS 


A JENKINS PUBLICATION 


198 SOUTH ALVARADO ST 
LOS ANGELES 57, CALIF 
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(im) NEWS 


tions raised their rates an average 


of 23.4. 

Miss Ingram also reported that 
55 business papers have announced 
rate increases (ranging from 4.3- 
36°, ) to take effect in 1955, tnat 27 
consumer magazines have scheduled 
increases (from 4-50°,) for next 
vear, and that 23 daily newspapers 
have announced rate raises (from 
4.8-20°, ) for 1955 

Othe 


told the “why” of rate increases. 


speakers at the meeting 


Kingsley L. Rice, president, Tech- 
nieal Publishing Co., Chicago, said 
many publishers find their rates 
“dangerously low’ because of in- 
creasing demands from both readers 
and advertisers for more service and 
broader, more expensive editorial 
coverage. He said “fair advertisers” 
will not balk at rate increases be- 
cause they “don’t want cheap pub- 
lications at bargain rates.” 

Maurice P. 


dent and publishing director, In- 


Driscoll, vice-presi- 


dustrial Publications, Inc., Chicago, 
urged publishers to give at least six 
months’ notice before a rate in- 
crease. “Publishers should be as 
good business men as anyone else,” 
he said. “Then they won't have to 
‘suddenly’ discover that a rate raise 
is necessary.” 

Mr. Driscoll said rate raises have 
resulted from steadily rising costs. 
He said that in many cases the rate 
increases did not keep pace with 
the rising costs. As an example, he 
said his company’s costs have in- 
creased 36-37°; since its last rate 
increase, yet a new rate raise, 
scheduled to go into effect next 
year, will be only 13° above the 
old rate. 


‘Tooling & Production’ adopts 
S.1.C. code . . ‘one of three’ 

® CLEVELAND . . Tooling & Produc- 
tion, Cleveland, has announced it 
has broken down its circulation ac- 
cording to the U. S. standard indus- 
trial classification system. 

The publication said it is “one of 
the first three metalworking maga- 
zines” to adopt the S. I. C. code. 

The media practices committee of 
the National Industrial Advertisers 
Association has recommended that 


all business publications in the met- 
alworking field adopt the code. 
Members of Business Publications 
Audit may or may not adopt the 
code, as they see fit. The Audit Bu- 
reau of Circulations has not taken 
tinal action on the NIAA recom- 


mendation. 





Carroll Daily Times Herald 
Automatic Water Controls to Be Demonstrated Dec. 2 
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Skilled industrial design will 
insure sales, scys publisher 
® CHICAGO “The best insurance 
for a healthy sales picture” is in de- 
signs created by “skilled and imagi- 
native industrial designers,” accord- 
ing to Charles E. Whitney, presi- 
dent, Whitney Publications, New 
York. 

Mr. Whitney, company 
publishes Industrial Design and In- 
teriors, spoke at the first Chicago 
Area Industrial Design exhibit. 

He said industrial designers must 
find new uses for productive ca- 
pacity. “What matter that our pro- 
ductive capacity is at an all-time 


whose 


high unless we invent and create 
new products to tax the capacity 
to its fullest extent?” he said. 

Thirty-two Chicago area design- 
ers displayed 250 newly-marketed 
products at the exhibit. The display 
included both consumer and indus- 
trial products. 

Exhibit officials said they hoped 
the show would become an annual 
affair. * 





One of a series illustrating the wide use of plastics...in everything from autos to 
ay toys, building materials to costume jewelry, office equipment to home appliances. 


IN HOUSEWARES, the news 
is in plastics . . . in 1953 every family 
in the U. S. carried home 1!» pounds 
of all-plastics housewares —diaper 
hampers, dishes, bread boxes, waste 
baskets and 1001 other products for 
40,400,000 families! 


PLASTICS THE MAGAZINE IS...MODERN PLASTICS 


MODERN PLASTICS gets top readership 
from top management in the plastics 
field, according to a recent Starch 
survey made at the National Plastics 
Exposition. Among men who “per- 
sonally select the plastics materials, 
parts, components, or processing ma- 
chinery’’. . . three out of four said they 
regularly read MODERN PLASTICS. The 
figures: 


MODERN PLASTICS 
MAGAZINE B 
MAGAZINE C 
MAGAZINE D 
MAGAZINE EE. 
MAGAZINE F 


For more information about the survey, 
the magazine or the market, write: 


MODERN PLASTICS 
A Breskin Publication 
575 Madison Avenue 
New York 22,N. Y. ABC-ABP 
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NAME IT .. . THEY BUY IT: Brush salesmen cleaned up in the food industry, last year, 
selling $2,493,000 worth. Then, for instance, there was $13,032,000 worth of pipe, tube, 
and fittings — all sizes and types. And, of course, food plants bought a lot of scales — 
$6,471,000 worth. Food plants buy almost everything. Ask us for figures on your products. 


...attd you, too, can clean up 


Have you heard our latest story about the 
brush salesman? This is it: Food plants spent 
$2,493,000 for maintenance and processing 
brushes last year. We also know a hot one 
about some chaps who travel in hose—sold 
$4,229,000 worth to food plants. And then 
there’s the one about packings and gaskets — 
$2,350,000 worth. These stories may not frac- 
ture you, but they could profit you. 


For food plants buy almost everything. They 
are manufacturers. They buy what all manu- 
facturers buy. They buy more than most — 
spending 20 billion dollars a year. 


They have to spend it. Here the seller finds a 
minimum of roller-coaster sales cycles. These 
food boys just grab the soaring population 


curve and hang onto their hats—nearly 3 mil- 
lion more mouths to feed every year! 


And part of their steady spending goes for your 
product. How much? Ask us. We have a lot of 
market figures, and we’ll be glad to go over 
them with you. Of course, you’ll have to put up 
with little asides, such as: FOOD ENGINEERING 
carries far more advertising than other food- 
industry-wide magazines . . . because it has 
the most subscribers . . . because it wins every 
industry-wide readership poll... because many 
advertisers who want inquiries find Foop 
ENGINEERING pulls best. 


Check the food industry. You’ll find a good, big 
market ... and a first-rate magazine to bring 
you the benefits of good advertising. 


food’s hot... one of your 


hottest industrial markets 


ARD ABC) A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N. Y. 


READ BY THE MEN WHO BUY THE PRODUCTS TO RUN THE PLANTS THAT FEED THE WORLD 


Plants producing Baked Goods * Beer, Wine * Milk, Milk Products * Meat, Fish, Poultry * Processed Fruits, Vegetables * Grain Products * Confections * Sugar ® Soft Drinks * and all other Processed Foods 





‘So You Want 
to Do 


— 


© we went tp 


Business 


in Canada’ 





This folder is yours for the asking, 
and it can be of help to you 

in opening new markets north of the 
border. It contains helpful sources 
for all the information about trading 
with Canada that you should have. 


We'd like to send you a copy, along 
with the new CIEN NIAA report. 
And remember . . . . if there is any 
specific information which you re- 
quire about Canada . . . ask us. 
We'll do our best to get the facts 

for you . . . quickly! 


(CAB 


CANADIAN 
INDUSTRIAL 
EQUIPMENT 
AE ws 


CIEN, with the largest coverage of 
the industrial equipment market, offers 
you the most economical means of 
developing sales in a country that is 
easy to trade with, easy to ship to, 
easy to talk to! A market that buys 
more from the United States than the 
entire continent of South America! 


Se a ae 
Head Office: Gardenvale, Que. 





Atlanta 
Birmingham, Mich. 
Boston 

Chicago 
Cleveland 

Detroit 
Indianapolis 
Kalamazoo 

Los Angeles 
Maywood 
Minneapolis 

New York 
Philadelphia 
Pittsburgh 
Richmond 
Rochester 
Western Springs, Ill. 


VErnon 2969 
Midwest 4-1072 
LAfayette 3-4688 
HArrison 7-3730 
CHerry 1-222! 
-EMpire 3-2087 
BRoadway 4422 
..KAlamazoo 4-2868 
LAfayette 5525 
Fillmore 3-8298 
ORchard 5-845! 
OXford 5-0500 
GRanite 2-6500 
EXpress 1-0244 
FAirfield 2925 
CUlver 0346 
CHestnut 6-3180 
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trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


See good long-range future 
for the textile industry 


By John C. Fonville, Textile Industries; James H. Kennedy, Textile World: W. A. B. David- 
son, Textile Age; Seton Ross, Cotton Trade Journal: William King, Canadian Textile Jour- 


nal and L. J. Miron, America’s Textile Reporter. 


® AN ESTIMATE of over-all textile 
activity for 1955 runs between 7 
and 10°, 
for 1954. The mill profit situation 
will be improved. 


increase over the figures 


The activity figure is based on 
estimates of cotton spinning activity 
and spindle hours: of woolen and 
vorsted fiber consumption; of syn- 
thetic broad woven fabric produc- 
tion; and of hosiery shipments. 

Textile activity figures slumped 
slightly this year under 1953, but 
now the activity curve is on the way 
up and manufacturers of operating 
supplies indicate a definite pick up 
in orders. Suppliers to the mills are 
greatly encouraged . . one manufac- 
turer indicates that his orders in 
the past six weeks are greater than 
they have been for the past. six 
months. Machinery o*ders under 
consideration for months previously 
are also beginning to materialize. 


Although the 


consolidations and mergers, leaving 


trend is toward 
top management decisions to fewer 
individuals, the plant superintend- 
ents and operating personnel now 
assume greater responsibility. With 
consolidations has come the tend- 
ency to discourage direct sales con- 
tact with operating plant personnel, 
thereby 
responsibility on 
JOHN C. FONVILLE, edi- 


placing an even heavier 
advertising and 
promotion. . . 


tor. Textile Industries, Atlanta, Ga. 


New Demands... The textile busi- 
ness is good, and 1955 promises to 
be a banner year. Why? 


textile output has been decreasing 


Because 


while population has been increas- 
ing, and mill production must be 
stepped up now to meet demand. 

Add to this the coming of age of 


synthetic fibers, and you have two 
excellent reasons for the improved 
textile picture. New fibers, blends, 
and improved dyeing and finishing 
techniques are multiplying consum- 
er demand. 

In an industry long plagued by 
overcapacity, it is indeed refresh- 
ing to see facts and figures showing 
that the pleasant threat is now un- 
dercapacity. A recent Traffic World 
survey states that overcapacity is 
only 7.8, now and will be erased 
by population growth within two 
With no cushion of idle 
equipment to fall back on 


years. 
in good 
times, textiles will become a growth 
industry . . and one in which cyclic 
extremes will be considerably 
dampened. 

Another bright spot for sellers to 
the textile industry is the fact that 
the industry’s equipment is 70°, 
unmodernized 
$3 billion improvement 
since World War II! 

Here’s a quick look at the textile 
picture, by fibers: 

Cotton: The 1954 crop is almost 
as big as 1953, so prices may drop 
slightly. Cotton is still our most im- 
portant fiber by far. 

Wool: Belatedly, the wool peo- 
ple are getting around to fiber pro- 


. and this despite a 
program 


motion. The campaign is top-notch 
and should boost wool sales. 
Rayon and acetate: Spun-dyed 
fibers that have remarkable color 
properties have opened new fields 
for these fibers. And 
stolen the 
market 


rayon has 
tufted-carpet 
under cotton’s feet. 


growing 
from 
A new acetate fiber from Celanese 
boasts wonder-fiber qualities at a 
price between cotton and nylon. 
Nylon: Competition is helping 





Wherever your new 1955 markets develop 


(f}) will find them...and help sell them! 


Every new, improved and diversified product .. . 
yours and your prospects’ . . . creates new sales 
opportunities. 

A recent survey of 1,500 plants reveals that: 

63% have made design changes in standard prod- 
ucts within six months; 

30% will make further changes in the next six 
months; 

‘ 40% of those who have not made changes plan to 
0 so. 

New specifications will be used by 45% of the 
plants making design changes. . . calling for new 
equipment, new parts, new materials. Will they 
specify yours? 

Like a radar installation with a 3,000 mile radius, 
Industrial Equipment News will put you in touch 
with the 40,000 establishments in all 452 industries 
which make 80% of the national product . . . and 
spot your product story before their 64,000 product 
selecting officials. 

At the average cost of $18 per call it would cost 
you $1,152,000 to have your salesmen make one call 
on these 64,000 specifiers and buyers. 


IEN will do it for $150 to $160! . . . $1,800 for 12 
months of continuous finding and pre-selling of pros- 
pects ... NEW and old. 

And IEN’s new and exclusive SPECIFIC IN- 
FORMATION inquiry form will reveal to you the 
names, addresses and particular product needs of 
your best prospects wherever located. 

If you want your products more widely specified 
in ’55, specify IEN as your most effective finder and 
pre-seller of new markets. 


Details? . .. Send for complete DATA FILE 








PY AYA 261 Bight Avenue, New York 1,N.Y.... Affiliated with Thomas Register 
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eye-opener 


tonew markets! 





Get little-known 
facts on 


HOW TO CREATE MORE SALES 
IN AMERICA’S BIGGEST BUSINESS 


DO YOU SELL office machines, 
building materials, insurance, or 
farm equipment? Are you handling 
real estate, promoting an industrial 


site, or seeking new investors? 


Point is: WHATEVER YOU'RE 
SELLING OR PROMOTING, “The 
Banking Story’ may open an un- 
tapped market for direct sales. Too, it 
may help enlist for you the support 
of today’s most influential audience 
—the nation’s bankers. 


Here’s the factual, straight-to-the- 
point market and media analysis of 
the $200 billion banking industry. 


Write for your free copy 
of “The Banking Story” today 


BANKING 


Journal of the American Bankers Association 
12 East 36 Street 33 South Clark Street 
New York 16, N.Y. Chicago 3, Illinois 
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nylon. Chemstrand is already in 
production under Du Pont license, 
and three or four others will be pro- 
ducing by early 1955. 

Other synthetics: Acrilan, which 
started out with a black eye, is 
opening eyes all around. Some say 
it’s the best synthetic fiber yet. 
Watch for it in blends with wool 
next season. Orlon (and Acrilan, 
another acrylic) is cleaning up with 
special bulking effects that make 
sweaters lighter and more durable 
than ever before. Dacron is said to 
have licked the pilling problem in 
the test tube and by special finish- 
ing techniques. Vicara is booming 
along, largely in blends with strong- 
er synthetics and wool. 

The textile industry, headed for 
undercapacity as production and 
population increase, is responding 
to consumer demand for wash-and- 
wear fabrics, comfortable styling, 
and better quality at a lower price. 

JAMES H. KENNEDY, managing 
editor, Textile World, New York. 


Population Helps .. A bright fu- 
ture for the textile industry in the 
long range is assured through pro- 
jected population trends and the na- 
tion’s rate of economic growth, plus 
the industry’s ever-increasing ap- 
plication of scientific principles to 
every possible aspect of production. 

The textile industry, although one 
of the country’s oldest, has become 
one of its most dynamic through 
the adoption of modern methods of 
manufacturing and top flight man- 
agement. Also, it has used a 
great variety of new chemical fin- 
ishes and treatments for raw ma- 
terial, yarns and fabrics which re- 
search is making possible for cotton, 
wool and the man-made fibers such 
as nylon, orlon, dacron, acrilan and 
vicara. 

While we have no crystal ball in- 
to which to gaze, there are these 
basic trends which are bound to 
help the textile industry: 

1. The population of the United 
States is increasing each year and a 
growing population needs more wool 
goods, more cotton goods and more 
of the man-made fibers. It is esti- 
mated that by 1975 the population 
will be around 200,000,000 or higher. 


2. Economic productivity of all 
types in this country is increasing 
at the rate of around 3% each year 
and it is believed that in another 
20 years or so, the purchasing power 
of the average worker will have al- 
most doubled . . w. A. B. DAVIDSON, 
editor and vice-president, Textile 
Age, Greenwich, Conn. 


Cotton Market Slow . . The cloth 
market has turned very quiet since 
the government released its higher 
cotton estimate. Buyers are reluc- 
tant to increase their commitments, 
fearing some decline in prices. Sec- 
ond-hand sales were more numerous 
and were made at slight conces- 
sions. Mills decided they had about 
enough cotton for the time being. 
Exporters who were working 
against FOA funds found business 
good but otherwise foreign business 
was bad. 

Cloth buyers who feared a de- 
cline in the market do not have 
many figures to back up their con- 
tentions. It is true that cloth prices 
have made a little progress on the 
upside ‘in the past few months. It is 
also true that in some cases the ad- 
vance in raw cotton prices during 
the same period has been greater. 

The mill 
lower in September; in fact, it was 
the lowest for any month since July, 
1952. It was the lowest September 
figure since 1945. Note the sharp 
decline from a year ago. It would 
appear therefore, that cloth pur- 
chases around current levels are a 
pretty good investment. 


margin was actually 


Cotton buyers who stepped aside 
have a stronger case. Last season’s 
disappearance was around 12,300,- 
000 bales. The total this season will 
not vary much from that figure. The 
September cotton estimate was far 
below 12,300,000 bales, indicating 
that some cotton would have to be 
redeemed from previous loans. That 
assured higher prices. The October 
estimate, however, was above that 
figure and there are indications that 
the November figure will be larger. 
Thus it may be that we will have 
more than enough free cotton to 
meet our needs. If that is the case, 
then prices should stay near the 
loan level. . . SETON ROSS, managing 
editor, Cotton Trade Journal, Mem- 
phis, Tenn. 





trends .. 


begins on p. 46 


Imports Hurt Canadian Goods 
+ « Production in Canada’s primary 
textile industry is severely curtailed 
and operations are unprofitable be- 
cause of imports of large quantities 
of low-priced cotton and synthetic 
fabrics from the United States and 
wool goods from Britain. 

The aggregate market for textiles 
in Canada has increased because of 
a rise in population to more than 
15,000,000. It is true to say that be- 
cause of intense import competition, 
not only from U. S. and Britain, but 
from India and other countries, Ca- 
nadian mills do not enjoy more 
than about 50% of their domestic 
market. The Canadian government 
has, in the post-war years, con- 
sistently followed a “free trade” 
policy and is decidedly reluctant to 
impose any curbs on imports of 
primary textiles. 

Canadian mills are embarking on 
extensive merchandising and adver- 
tising programs in an effort to in- 
duce Canadians to buy more home 
products. More attention is being 
given to fabric designing and stvling 
and there is closer co-operation be- 
tween domestic couturiers and the 
mills. Steps are being taken to 
advance technological progress and 
some basic research work on tex- 
tiles is being carried out. 

The Canadian Tariff Board is now 
investigating the situation created 
by imports of large quantities of 
wool goods from Britain. The in- 
dustry is anxious to see action by 
the Canadian government to curb 
imports of cotton and_ synthetic 
fabrics from the United States. It 
is possible that in the not too dis- 
tant future .. mainly because Cana- 
da has a very adverse balance on 
commodity trade . . that something 
will be done to curtail imports. Un- 
til they are reduced to reasonable 
proportions domestic producers will 
not be able to count on serving a 
greater proportion of the domestic 
market. In spite of the difficulties 
they are fighting strenuously to 
maintain their position and _ this 
fight will no doubt continue into 
1955. . . WILLIAM KING, editor, Ca- 
nadian Textile Journal, Montreal, 


Quebec. 


Gain in Textile Sales .. Textile 
industry leaders and _ economists 
have been optimistic in recent 
weeks with regard to the outlook 
for business during the remainder of 
this year and for the first half of 
1955. Much of this confidence is 
based on a gain in textile sales that 
began in August and has developed 
sufficient momentum to convince 
these usually cautious textile exec- 
utives to be reasonably hopeful 
concerning the near-term outlook 
for their industry. There seems no 
question but that the low point in 
prices and sales has been past. In- 
ventories have been largely liqui- 
dated and distribution pipe lines 
from fabric manufacturers to re- 
tailers seem once again on a normal 
basis. For the first time in several 
years some staple fabrics have been 
short in supply. 

In recent years, textiles have not 
been receiving their fair share of 
the consumer’s dollar because of 
changes in the pattern of living and 
shifts in buying habits. Of late, 
there has been a concerted effort 
on the part of all divisions of the 
textile industry to change this sit- 
uation. More thought than former- 
ly is being given to long range proj- 
ects into consumer research and 
other spheres which should enhance 
the future of the industry. 

Textile mills are spending money 
to strengthen their manufacturing 
position through the installation of 
modern textile machinery. And, in 
many instances where large capital 
outlay is not desirable, sizable ex- 
penditures are being made for mod- 
ernization of existing machinery. 
Suppliers to the industry at the re- 
cent Greenville machinery exhibi- 
tion noted a considerable increase 
in interest in their equipment and 
machines with many signed orders 
or firm commitments, which was be- 
yond their expectations. 

The textiles industry is a grow- 
ing one, and on the basis of popula- 
tion trends, greater re- 
turn and per capita use of goods, 
the industry should be at least 70% 
larger 20 years from now, accord- 
ing to the head of a large Southern 
textile mill. The outlook is bright. 

L. J. MIRON, executive editor, 
America’s Textile Reporter, Bos- 
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WATER WORKS 
ENGINEERING 


say WE mE merem Seater maou eae Sect pat} 


WATER WORKS 
ENGINEERING 


NLY independent journal wholly 

devoted to the major market of 
water supply, a 24-hour-a-day industry 
with annual construction expenditures 
over $300,000,000 and with annual main- 
tenance costs of another $300,000,000; 
present construction back-log, $1.4 bil- 
lion. 


Because of its specialization and top ed- 
itorial standing, WATER WORKS EN- 
GINEFRING is read regularly by more 
key water works buying factors — Super- 
intendents, Managers, and Engineers, than 
any other publication. 


A.B.C. audits and periodic readership 
surveys are available to prove it the #1 
paper of this highly essential, specialized 
field. 


Written by Water Works men for Water 
Works men. All water works, cover to 
cover. 


Write for new Market Data Sheet, NIAA 
form, just published; also recent surveys 
proving actual leadership in this basic 
field which we have served since 1877! 


CASE-SHEPPERD-MANN 
Publishing Corporation 


24 W. 40th St., New York 18, N.Y. 


8 So. Dearborn, Chicago 3 
Also — WASTES ENGINEERING, ABC-ABP; 
FIRE ENGINEERING, ABC-ABP; and ELEC- 
TRICITY ON THE FARM Magazine, reaching 
780,000 electrified farms! 
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— 78,234 subscribers, more than twice as 
many as any other magazine serving the 
85 billion dollar chemical and process 


industries. 


BIGGEST COVERAGE 

—of all titles and functions in the cpi 
“buying team”: company officials, works 
executives, supervisors, foremen, engineers, 
research directors, chemists and consultants. 
THE COMPLETE MAGAZINI 

—complete general news coverage, complete 
cpé technical information (the only place 
industry men can find the full industry 

story ) and complete buyer service. 
BROADEST SCOPE... 

DEEPEST PENETRATION 

—reaching all buying titles and functions, 
and reaching deep within them with a big 


circulation in each category. 


© Pe aan 


E W S : An American 


Chemical Society 
Publication 


Advertising Management: 

REINHOLD PUBLISHING CORPORATION 

430 Park Avenue, New York 22, N.Y. 

The Compiete Newsmagazine of the Chemical World 


Chicago Cleveland San Francisco Los Angeles 
Seattle Dallas Denver 
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Making Friends . vompany 


zuide” (left) offers authoritativ 


and 


Molding 


shows how to invade new field 


Makes haste slowly with solid promotion to build success 


By H. S. Spencer 
tising Manager 


z Plastics & 


= “WHO EVER heard of Durez?” 
Eight years ago, that’s what prac- 
tically any foundryman would have 
replied had you asked him what 
Durez Plastics & Chemicals, Inc., 
had to do with the foundry business. 
Today, it’s a different story. The 
same foundryman who might have 
asked that scornful question prob- 
ably is a good Durez customer. 
The reason our company was un- 
known to the foundryman before 
1946 was that we had nothing to 
sell him. The reason we're known 
now is that we do have something 
to sell him and because, we believe, 


we've sold it well. 

We make phenolic resin for use 
in the shell molding method of cast- 
ing, a new process in 1946. We 
were convinced that our knowledge 
of these materials was second to 
Our problem was to give 
this same conviction to a group of 


none. 


strangers who knew nothing of us 

the men who run the 5,900 
foundries in the United States and 
Canada. 


Into the Foundry . . We did this 
slowly and carefully, so that we 
wouldn't appear to be an _ upstart 
talking about something of which 
he knew nothing. And, because 
the field was so new and unfamiliar 
to us, we wanted to be sure to 
bring to it no unperfected product 
which might beget unfortunate re- 
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percussions. 
Before we even started to sell 
we decided we should know some- 
thing of foundry practices and _ the 
problems We 


started learning right in the found- 


foundrymen’s 


ry .. sent our men who were to 
sell the 


something of the 


resins into foundries to 


learn business 
We didn’t want to make them into 
foundrymen. But we did want 
them to learn about the product 
they were to sell and to become 


familiar with foundry practices 


Into the Trade Show . . Before 
we sent our salesmen into the 
foundries, we made one venture in- 
to promoting ourselves as makers 
of resins for use in shell molding 
That was in 1950, when after sev- 
eral years of study and experimen- 
tation, we exhibited conservatively 
at the national foundryman’s show 
in Cleveland. 
the show, we prepared our first 


In conjunction with 


brochure on the use of our phenolic 
resins in shell molding. 

Other than the work on the bro- 
chure and the show, our promotion 
division had, until 1951, concerned 
itself basically with assembling 
data on the foundry industry. 

After the Cleveland show, man- 
agement began to ask the promo- 
tion division for suggestions on 
stepping up promotion. By that 
time we were ready our spade- 
work had paid off. 

Late in 1951, we decided to par- 
ticipate more actively in the 1952 
American Foundry Show, to open 
a campaign in Foundry and to re- 
vise our original pamphlet on shell 
molding. This was to be followed 
in 1953 by a stepped up ad schedule 


and a direct mail campaign to be- 
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We also decided that 
a good way to make new friends 


gin that fall. 
and new customers was to 
perform a real, tangible service. 


Service Makes Friends . . Shel! 
molding is a new method, devel- 
oped in Germany in 1944, of making 
foundry sand molds and cores out 
heat-fused mixture of sand 
and phenolic resin. Our research 
that the offered 
advantages, such as lower- 
dimensional 


of a 
showed process 
many 
castings, greater 
accuracy, fewer machining opera- 
tions, faster mold production and 
It appeared 


cost 


long mold storage life. 
to offer a vast potential market for 
our phenolic resins. (Other manu- 
facturers of phenolic resins saw the 
same possibilities, so we were not 
without competition.) 

Our 


there 


also showed that 
little worth while 
material available on the 
shell process. It seemed to us that 
one of the major services we could 
and by it obtain greater 
recognition would be to prepare 
a really complete technical treatise. 

This became our major project 
for “53, and after five months of 
cooperative effort . . by our tech- 
nicians, our promotion department, 
and experienced foundrymen . . we 
prepared a 40-page (36 and cover) 
booklet, 8x11’, entitled “Durez 
Guide to Shell Molding.” This 
guide has been rated as the most 
authentic and complete treatise on 
the process so far published. 

One of the problems confronting 
us was the proper distribution of 
the book. We knew, in view of the 
broad interest in the subject, that 
there would be a demand beyond 
the foundrymen to whom we wished 
to confine the distribution. 

The “Guide” mailed to a 
selected list of individuals and com- 


research 
was very 


written 


render 


was 


ment requested. It also was intro- 
duced through two-thirds page, 
two-color ads in Foundry, through 
our newsletter, “Durez Shell Mold- 
ing News,” and, of course, through 
publicity releases to various busi- 
ness publications. 


The Opening Gun .. The news- 
letter was the opening gun in our 
The “News” tells 
includes re- 


direct mail effort. 


of our materials and 
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ports of successful jobs done with 
our resins. 
The “News” 


size and 


is 54% inches by 11 
inches in varies in the 
number of sheets, stapled at the top. 
It is 


irregular intervals 


After a few 


mailed at 
of four to six weeks. 
preliminary mailings, it is sent only 
return an ac- 
One object 
work 


to individuals who 
companying post card. 
in our direct mail was to 
build a list of 


foundries, and this method of build- 


individuals in the 


ing the list has succeeded beyond 


our anticipation. 


Publicity’s Influence . . Another 


phase of our effort to encourage 





shell molding was the need to in- 
fluence those who buy castings. 
We do this through publicity arti- 
publication, 
which 


general 

News,” 
individuals in a 
many 


and our 
Plastics 
20,000 

broad range of industries 
industries that will buy 
castings. We also slightly alter an 
occasional ad prepared for Foundry 
and use it in various other business 


cles 
“Durez 


reaches 


of them 


publications on our list. 

All these promotional efforts have 
certainly been successful, if we 
measure results by volume of busi- 
and by recognition of our 
organization as an_ authoritative 
source of information on_ shell 
molding. & 


ness 





abadazs 


vty 


place in the sun 


Shag 
dele 








Drama. . Half! 


Technical material . . 


® A HALF-BURNED MATCH, TV star 
William Bendix, a bit of history 
all help make light reading out of 
ordinarily heavy, technical material. 

“Kaiser Aluminum News,” exter- 
nal publication of Kaiser Aluminum 
& Chemical Corp., Oakland, Cal., 
makes use of such devices to dram- 
atize its technical articles. 

A picture of a half-burned match 
leads the reader into an article on 


the use of aluminum 
solar energy. A picture of William 
Bendix in his role as TV’s Chester 
A. Riley illustrates an article pro- 
moting aluminum lunch boxes. And 
the part of aluminum in the screw 
machine industry is dramatized in 
an article telling the history of that 
industry from the time of the inven- 
tion of the first automatic 
machine up to the present. « 


to produce 


screw 





Tomorrow’s Technicians? .. 


kit lures youngsters 


P. R... Bauer & Black tapes are among first aid tools in kit 


that includes ‘X-Ray Eddie 


Hobby kits teach small fry, 


push industrial firms, products 


Companies try new p. r. idea . . recruit tomorrow's engineers 


® A UNIQUE public relations, sales 
promotion and _ indirect 
recruiting idea is being tried by 
four large companies that sell in- 


personnel 


dustrial as well as consumer prod- 
ucts. 

Each company is producing a do- 
it-yourself kind of “hobby kit” that 
includes some of the company’s own 
products or materials or things 
closely related to the company’s in- 
dustry. With the things in each dif- 
ferent kit, a child or youth learns 
some scientific fundamentals and 
something about the industry in- 
volved and he gets to do some 
remarkable things like building a 
microscope or forecasting weather 
wiih equipment he puts together 
from the kit. 

He or his parents can buy the 
kits at the local department store 


at prices ranging from $14 to $28 
apiece. 

The companies are Radio Corp. 
of America, Taylor Instrument 
Companies, Bauer & Black and 
Optical Co. The Gem- 
ological Institute of America also 
makes kits. 


American 


The companies have prepared the 
kits in cooperation with their origi- 
“Industrial America,” Inc., 
Chicago, which is also the distribu- 
tor. In the preparation, this organi- 
zation has obtained the assistance 
whose _ skills were 
combined with the technical knowl- 
edge of the manufacturers. The ed- 
ucational help came from the Mu- 
seum of Science & Industry and 
Encyclopedia Britannica. Each kit 
contains a booklet explaining the 
use of the instruments included. 


nator, 


of educators, 


Ss 


nt 


erest In in 


Electronics, Too .. RCA kit 


made 


parts, it ictions f home 


The idea of the kits from 
Millard B. Deutsch, Jr., president 
of “Industrial America,’ who 


thought of it while trying to answer 


came 


his small son’s questions like “What 
“What 


makes it rain?” and makes 
television?” 

RCA’s kit, for example, contains 
for 


radio 


materials and instructions 


transmitting and _ receiving 
home-built 
(broadcasting range, eight feet 

to avoid FCC violations). 

What do industrial companies get 
out of it? They help get youngsters 
interested, so the reasoning goes, in 
the and the 
panies involved an interest that 


messages on a set 


technical fields com- 
produce engineers 
and scientists to alleviate the cur- 
rent shortage. And it’s good public 
relations. a 


may some day 
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ESTIMATE $100,000 DAMAGE 


IN HOLMESBURG PLANT FIRE 
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How to sell the safety 


factor in your products 


Headlines help Houghton, but it takes fast work, too 


By D. C. Miner 


® SELLING SAFETY is a pretty tough 
job. But E. F. Houghton & Co., Phil- 
adelphia, set out to do it . . and 
then got a tremendous assist from 
nation wide headlines telling of 
disaster. 

Effects of these headlines were 
multiplied, so far as Houghton was 
concerned, by fast action that gave 
added emphasis to the safety ele- 
ment in the company’s products. 

In 1948, Houghton had been de- 


veloping a hydraulic fluid, “Hough- 
to-Safe,” that would not burn o: 
explode. 

Besides being non-flammable, the 
fluid had to have other qualities to 


assure its operating efficiency. It 


had to be free from toxicity. It 
must not cause corrosion. It must 
not cause undue wear on pump 
parts. It must lubricate properly. 

It took five years to develop, but 
early in 1953, research and testing 
on the new fluid were finished, and 
an advertising campaign to promote 
it was being formulated. 

Then in August, newspaper head- 
lines across the nation suddenly 
shouted the news of industrial fire 
disasters. One fire at an automotive 
transmission plant in Livonia, Mich., 
rocked the entire auto industry 
Weeks later a blaze aboard a Navy 
aircraft carrier took the lives of 
caused 


several men and severe 


damage 





Reduce This Hazard! 


use HIGH PLASM POINT BUST PREVENTIVE 
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Soothing ‘Package’ . . 


€ sal 


Is It Safe? . . Both thes: 


were attributed to processing prod- 


ttsasters 
ucts that caught fire. Naturally, this 
thought flashed into the minds of 
manufacturers across the nation: 
“Are the processing products used 
in my plant safe?” 

A rush to investigate plant safety 
followed. This inspired Houghton’s 
management to extend its promo- 
tion beyond that of the non-flam- 
mable hydraulic fluid and to offer 
a complete “safety package.” 

Management decided to review 
the company’s line of more than 
1,000 processing maintenance prod- 
ucts to select a few outstanding ones 
that would help reduce fire hazards 

From each of three standard 
product groups the company picked 
the most fire-resistant and widely 
used items. Most of these nad been 
sold successfully before on the basis 
of their efficiency alone. But now 
the performance story on each was 
subordinated temporarily to the fire 
Then these 
products were tied together with 


safety angle. three 


the new non-flammable hydraulic 


fluid and offered in a special fire 


“safety package.” 


A New Peak... Even before the 


safety package was completed. sev- 











5 years in the Lab 
-now proved in the field! 





New Hydraulic Fluid Wont Burn or Explode! 
Houghton 
HOUGHTO- SAFE 


1S SAFE 7 WAYS! 
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More Piay on ‘Safe’ . . Of the | 


IcKage 1US 


eral automotive manufacturers had 
Houghton for help in 
fighting the danger of fire in their 
production plants. The die casting 
industry. which had been making 
test runs of the new Houghton hy- 
draulic fluid, responded with even 
more interest and enthusiasm than 
anticipated. The demand for fire 
protection was at a new peak when 
Houghton announced its fire safety 
package. 

Along with its non-flammable hy- 
draulic fluid, the company offered 
its “Antisep” water-soluble cutting 
base: a water-soluble, room-tem- 
perature metal cleaner; and _ rust 
preventives from its “Rust Veto” 
line with minimum flash points 
above 150 F. All had posted excel- 
lent sales records on the basis of 
efficiency, and the safety feature 
boosted their stock even more after 
the dramatic series of fires focused 
attention on this phase of plant 
operation. 


turnea to 


Hot or Cool? . . From the copy 
angle, two divergent points of view 
arose. One was that the fire scare 
should be accented, for attention 
value: the other, that plant safety 
should be the theme and green ink 
used rather than red. Keep cool and 


“go” toward safety, rather than get 
hot and 
argued. The green won, although 


“stop” on the red, they 


some of the fire scare was used to 
dramatize the mail pieces, such as 
a charred letter. But the main de- 
scriptive folder and the salesman’s 
selling brochure were kept on the 
conservative side. 


Plenty of Promotion . . Plans had 
been started back in July for pro- 
motion of the non-flammable hy- 
draulic fluid, which was scheduled 
for release Oct. 1. These promotion 
plans included a press conference, 
articles in technical publications, 
announcement in the company pub- 
lication, direct mail pieces, bulletins 
to the sales force, a brochure for 
salesmen, a hydraulic service bulle- 
tin for customers, a display at the 
National Metal show, and ads _ in 
metalworking business publications 
through October, November and 
December. 

These publications included Ap- 
plied Hydraulics, Modern Industrial 
Press, New Equipment Digest and 
Precision Metal Molding. 


Ads Push ‘Safety Package’. . 
Promotion of the safety package 
of four non-flammable products be- 


Charred .. 


gan in November. Ads promoting 
the “package” ran in plant mainte- 
nance and safety publications, in- 
cluding Management & 
Maintenance, Mill & Factory and 
Hazards. The 


age also was promoted in an insti- 


Factory 


Occupational pack- 
tutional tvpe ad in Business Week 
The company made up a special 
booklet, offered in these ads, built 
around the safety angle. In addition, 
a letter was sent to safety directors 
telling 
package and 


of prospective customers, 
about the safety 
suggesting that the safety direc- 
tors “may wish to bring it to the 
attention of your plant operating 
officials.” 


Sales Soar . . Houghton manage- 
ment believes the entire plant safety 
idea will hold public interest longer 
than will a single product; conse- 
quently the 1954 advertising budget 
included more for promotion of the 
“package” than for the non-flam- 
mable hydraulic fluid alone. 
Another reason for this is the 
soaring sales curve on the fluid, 
which already has taxed production 
capacity. As inquiries and orders 
pour in, Houghton has had to speed 
up production again and again. And 
interest is still mounting. * 
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‘Bunched’ 


Says Roy O. Eastman 
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Should ads be ‘bunched’ or spread 


Mr. Eastman says. . 


® “THE PUBLIC be damned!” This 
expression is attributed by Bartlett 
to William H. Vanderbilt in an in- 
terview with a reporter some gen- 
erations back. It was characteristic 
of the times 

The great change in the attitude 
of the leaders of industry toward 
their public is well reflected in the 
statement by one of them not long 
ago that, “whatever is good for Gen- 
eral Motors is good for America.” 

Then isn’t it quite amazing tha‘ 
in this enlightened age, advertisers, 
who are supposed to have a keen 
understanding of people, should be- 
tray in their actions a “public be 
damned” disposition? 

Wouldn't you imagine that almost 
without exception they would sub- 
scribe to the principle that “what- 
ever is good for the reader (or the 
listener or the viewer, for that mat- 
ter) is good for the advertiser’? 
Well, they don’t. 

Here’s a case in point. One of our 
client publications is being besieged 
by a very articulate group of adver- 
tisers to “modernize” its makeup. 
We will not further identify either 
the publication or the advertisers 
because we wish to discuss the 
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Two different opinions 


What kind of business paper format is better for readers and advertisers? A “‘solid’”’ 


editorial section and a solid advertising section? Or a fairly even mixture of ads and 


editorial throughout? In a general letter to advertisers and publishers, Roy O. Eastman 


deplored the urging of some advertisers for a fairly even mixture. The letter, and the an- 


swer it drew from one advertiser who disagreed, are reproduced here. What do you think? 





principles involved rather than the 
controversy. 

By “modernizing’ the makeup 
they mean more interspersion of the 
editorial content through the ad- 
vertising 

We have been working with this 
publication since its inception. It has 
been very successful. It is doing a 
splendid job for both its readers and 
its advertisers. We're really hard 
put to it to find ways to improve 
that job. 

Partly on our advice, the pub- 
lisher has stubbornly resisted the 
“modern” tendency to mix up the 
editorial and the advertising. The 
readers like it that way. But the 
advertisers want “a better break.” 
What better break can they get? 

What should an advertiser want 
in a publication, anyway? We con- 
ceive that he should want these 
things: That the book is read by 


the people who get it. That it is read 
by the right people. That it is re- 
spected. That it is easy enough to 
read that the reader has time for 
the advertising. (An important point 
too often overlooked.) And that the 
advertising is welcomed rather than 
resented. 

All these things the advertiser in 
this particular publication is now 
getting, and in a gratifying degree. 

Now what will happen if these 
advertisers have their way and the 
publisher succumbs to their plea 
for “modernized” makeup? 

First of all, the readers will resent 
it . . that we know. The readership 
of the book will decline . 
know. How can_ the 
benefit from diminished readership? 
Respect for the book will be im- 
paired. With more confused make- 
up it will be harder to read, and 
that goes for the advertising as well 


that we 
advertisers 





as the editorial. And the advertising 
itself will be 
readers. 

Now if the advertiser is complete- 
ly blind to the interests of the read- 
er he may still argue that he doesn’t 


less welcome to the 


care how much the readership of 
the book suffers if his ad gets read 
by more people. Not an enlightened 
point of view; but in answer to it 
we can say that in all our experi- 
ence we have found nothing to re- 
motely indicate that such a _ thing 
would ever happen. 

We can assert a principle. That 
advertisers can never benefit them- 
selves at the expense of the readers. 

Say it or think it as you will, the 
public just won’t submit to being 
damned. 

For years now our work has re- 
volved around the objective of im- 
proving the service to the readers 
of the publications that employ us. 
Next to the readers, the advertisers 
are the chief beneficiaries. 

In the face of that, the 
handicap that confronts us, 
the editors we serve, is imposed by 
those advertisers who fail to recog- 
nize the cardinal principle that the 
publisher who serves his advertisers 
best is the one who serves his read- 
ers first. 5 


chief 
and 


Spread Out .. 


Says James W. Brown 
Advertising Manager 


Detroit Diesel Engine Div. 


publications? 


Mr. Brown says. . 


Dear Mr. Eastman: 

Your general letter, to say the 
least, that is, it 
provokes me to point out that I 
think you are wrong, although I 
don’t happen to be one of those who 
criticized client’s book for 
jamming all the advertising together 
and keeping the editorial matter un- 
tarnished by segregation. 

In your letter you even inferred 
that there was a parallel in the 
radio and_ television field; that 
“what’s good for the reader is good 
for the applied 


was provocative; 


your 


advertiser” there 


also. 

Nasty Old Advertisements? . . 
If radio 
subscribe to your theory, all adver- 


and television were to 
tising would be omitted except be- 
tween the hours of 11:30 p.m. and 
1 a.m. I’m sure the listeners would 
appreciate that. They could go 
blithely off to bed at 11:30, having 
enjoyed a fulsome repast of enter- 
tainment, without having to look at 
(and listen to) that nasty old ad- 
vertising. 

I think we'll all agree all we 
advertisers . . that we want a pub- 
lication to be read. But as adver- 
tisers the principal reason we want 


the publication read is so our ad- 
vertising will be read. If the only 
way to get the publication read is 
to jam all the advertising into one 
section, whether front, 
way back or in the middle, the pur- 


this be up 


pose of our having advertised is 
negated, as it’s very doubtful that 
the advertising will receive the 
readership we want for it. 

The only publications in which 
we can expect the reader to look 
for and purposely read advertising 
are the catalogs which are printed 
for that specific purpose. Attention 
to advertising is largely non-volun- 
tary, so to a degree it must be thrust 
upon the reader. Then it will get 
read only if the illustration, head- 
line and content are of sufficient 
interest. 

In answer to your fears that “the 
“the 


readership of the book will decline 


readers will resent it” and 


that we know,” we «wonder if 


you have considered how 


Life Collier's The 
Saturday Evening Post manage to 


ever 
magazine, and 
struggle along with their (as you 
would put it) mixed up make-up”? 
From their readership and advertis- 
ing wouldn’t you say they seem to 
do rather well? 
Thank you. 
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Six steps to picking an agency .. process of elimination 


> We take 85 agencies 
from McKittrick’s 


Agencies with 
competing accounts, 
etc.. eliminated . . 

37 agencies remaining 


24 out of 37 agencies 
agree to let us visit them 


12 eliminated for lack 
of true enthusiasm, 
creativeness or manpower 


5 major “types” 
of agency selected 


This is it! .. 




















THE AGENCY 


an agency .. 


five-man team screens field 


Ansul does it the hard way, tours agencies, likes result 


By Dick Baker 


@ “CHOOSING a new advertising 
agency is like getting married,” one 
agency principal told us. “You have 
to live together before you know 
how you'll get along.” 

Another agency executive vol- 
unteered, “Selecting an advertising 
agency is about as scientific as a 
popularity contest. You vote for the 
people you like best.” 

A New York group told us, “Why 
fool around investigating dozens of 
We'll tell you what to 
look for. Then you can narrow you 
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agencies? 


choice down right away.” 

We heard a lot of comments like 
these in our search for a new adver- 
tising agency last winter. In visiting 
24 Midwest agencies, we met both 
praise and violent disapproval of 
our selection system, but no one 
was indifferent. 

Our decision to switch agencies 
grew out of the realization that our 
former one-man agency was _ not 
able to provide the variety of serv- 
ices our marketing problems re- 
quired. We have four sales divisions 


The unusual way that o ndus- 


trial advertiser went abou: tinding 
an agency is told here from the ad- 
vertising managers viewport. Last 
month, an agency executive gave 


al ad- 


hoice. 


his view on how an indust 


vertiser can best make thé 


with four different markets i foun 


sets of marketing problems 


What It Takes .. We de 


agency should have: 


-d our 


* Creativity . . as evidencec by the 
agency’s final product. 
search. 


staff. 


* Facilities for advertising re 
* An expert media selection 
* A pattern of success with other 
companies like us. 

* Talent and resources. We «anted 
an account team with a technical 





The Team .. 


When Ansul Chemical Co. went after a 
new agency, its methods had agencies 
buzzing in the industrial field. Some agen- 
cymen downright disapproved. Others 
wondered if the company’s methods were 


worth aj) the time and trouble. 


After preliminary screening, five men of 
the customer relations department visited 
24 agencies to help make up their minds. 
Their tour was characteristic of a company 
that has proved a bug on group decisions 
in company management. Ansul is medi- 
um-sized: annual sales are $12,500,000. 
The compeny .. and the five men (right) 
. . believe they used a good way and got 
the agency for their needs. 


backg: ound and wide experience in 
the marketing of industrial products. 
We also wanted to know what help 
the agency could bring in if it 
wasn't staffed to do a specific job. 
+ An enthusiasm for Ansul’s future. 
. which would 
presume good personnel morale. 


* A desire to serve . 


These criteria were determined 
by the five men of our customer 
relations department. They were the 
departmental director, the adver- 
tising and sales promotion manager 
and three others dealing with ad- 
vertising, sales promotion, publicity 
and publications. All of us were 
trained in advertising or allied 
fields. We had been serving as an 
advertising planning board 
severe. vears before the selection 


informa! 


plan was evolved. 

Our whole approach to the prob- 
lem was in line with the company’s 
philosophy of participative manage- 
ment (IM, June ‘53, Nov. '52). We 
were ¢.ven the opportunity to studv 


J. A. Bowman 


mpany 


the problem and submit our con- 
clusions to the company’s executive 
committee. 


The First Four Steps . . Our se- 
lection plan developed like this: 

1. From McKittrick’s Directory of 
Advertising Agencies for July of 
1953, our assistant ad manager 
picked 85 agencies. The other 1,000 
or so were unsuitable because of 
location, type of accounts and size. 

2. We got the 85 agencies down 
to 37, eliminating on the basis of 
competitive accounts, our knowl- 
edge of their work and their lack 
of industrial accounts. 

3. Then we wrote these 37 asking 
if they were interested in our ac- 
count. Twenty-four said “yes.” Two 
didn't 
either because we were too small, 


answer. Eleven said “no” 
they had competitive accounts which 
we had not known about, or they 
didn't want to hire specialists in our 
field. 

4. We visited these 24 agencies to 


Jerry Friedman 


Brad Sebstad 


select between three and six to 
make formal presentations in Mari- 
nette. 

Our five-man selection staff was 
broken up into “teams” of two ot 
three for visits to the 24 agencies. 
Either the advertising manager or 
our department director was a 
member of each team. At least two 
men went to each agency, because 
we felt that their combined impres- 
sions would be more objective. 

Our approach to the whole plan 
was characterized by candor and a 
desire to learn. Before we visited 
any agencies, we told them all about 
the company, including our adver- 
($120,000), and we 


outlined our selection plan. 


tising budget 


Aim: to Sell Ourselves .. Ou 
visits to the agencies were made 
primarily to sell ourselves. We 
wanted the agency to catch our 
enthusiasm for Ansul and its prod- 
ucts. We tried to find out how the 
agency's advertising and creative 
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How we choose an agency . . »ecin: 


philosophies would jibe with ours 
in a working situation. One way of 
doing this was to look at the ad- 
vertisements that agency people 
themselves liked the best. 

We voted on the agencies which 
would give presentations at Mari- 
nette after our visits were finished. 
Twelve all for at 
least one of four principal reasons: 


got no votes at 

1. They didn’t seem really inter- 
ested in us. Instead of asking us 
about Ansul, they devoted all their 
time to detailing the excellent rec- 
ord of their agencies. 

2. They seemed to lack the crea- 
tive approach to marketing prob- 
lems which we were looking for. 

3. They didn’t have the technical 
manpower which we thought would 
be necessary for Ansul advertising 
and they showed reluctance to get 
it. 

4. They overemphasized the plus 
services offered to their accounts. 
They told us all about their collat- 
eral services when wanted to 
know what kind of advertising ideas 


they had for us. 


we 


Five Types of Agency . . From 
the 12 remaining agencies, we 
picked five which seemed to be the 
best of their types. We felt that we 
should present the best agency of 
each type we had visited, so our ex- 
ecutive council would have as wide 
a range as possible to choose from. 

Among the fiv® “finalists” were 
(1) a large general agency, (2) a 
large industrial with no 
consumer advertising at all, (3) a 
medium-sized general agency, (4) 
agency, 


agency 


a medium-sized industrial 
and (5) an agency which could not 
but 
which we chose because of its ex- 
tremely fresh approach to advertis- 


be classified as to accounts, 


ing problems. 

Agency no. 4 was eliminated first. 
We had been impressed because this 
agency had reworked some of our 
advertising and showed us how it 
could have been done much better. 
When we saw this agency's portfolic 
of other however, it 
didn’t seem to measure up. It was 
good, but it 
didn’t have the simplicity we were 
looking for. The agency’s approach 
to the fundamentals of advertising 


advertising, 


no-nonsense work, 
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seemed rather old-fashioned to us, 
and its presentation was dominated 
by one man. We preferred to get a 
good look at our prospective account 
team. 


Creative, But .. Agency no. 5 was 
dropped essentially because it had 
an unstable business history. Its ad- 
vertising was very creative, but it 
was unmistakably their product, no 
matter what account it represented. 
We wanted advertising which could 
be identified with Ansul. 

Agency no. 3 made an excellent 
impression on us. Its philosophy of 
business and management was simi- 
lar to ours. Its men were _ hard- 
selling but courteous. It was elimi- 
nated because our ideas began to 
crystallize during the presentation 
and we decided that we needed a 
large agency. We were afraid that 
our account would loom so big in 
agency no. 3 that we would not get 
the completely honest and some- 
times ruthless advertising guidance 
which was necessary in our case. 

Agency no. 2 was the toughest de- 
all. We 


with this agency’s survey of Ansul’s 


cision of were impressed 
position in the fire equipment field. 
high- 
powered, but the agency’s work did 
up to them. Also, 


Its presentation team was 


not seem to live 


Ansul’s future plans include a pos- 
sible consumer product. We knew 
this agency would not accept a con- 
sumer account. 


Like Getting Married . . Kenyon 
& Eckhardt, which was the large 
general list, 
chosen because it seemed to fit our 
criteria almost perfectly. Our origi- 
nal objection to the agency was the 
added expense of its guaranteed fee. 
Later we felt that having an agency 
exactly suited to our needs was 
worth the extra cost. Kenyon & 
Eckhardt had some _ industrial 
counts. Its presentation compared 
the position of Ansul to the position 
of Lincoln-Mercury in 1948 when 
K&E took over that company’s 
advertising. At that time Lincoln- 
Mercury small, but had a 
young, aggressive management with 
an ambitious goal. Ansul parallels 
that situation today. 

K&E has already laid out a series 
of advertisements which can _ be 
identified as Ansul’s at 
Our account team is enthusiastic 
about the challenge offered in plan- 
ning a successful advertising cam- 
paign with limited resources, which 
will cope with our special problems. 
We found out that picking an agen- 
cy is like getting married, but so far 
our selection plan has paid off in 


agency on our was 


ac- 


was 


a glance. 


nuptial bliss. ® 
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It Worked, Too . . Unusua 


ime 





just be won Today. / 


in the $14 Billion 
stepped-up shipbuilding program 


reasons 
why 


AN UPTurRN IN SHIPBUILDING is Coming. 


The government tanker program, Navy orders going to ee eee 
private yards and other factors are going to provide a satis- tion in the field and the highest 
in Marine Engineering’s history 
—more than 8000 (January- 
June 1954). 


fying level of activity in 1955 and beyond. 


This can mean increased business for you, but only if you 
: a ; e 2. Largest paid coverage of 
will do your spadework well and start it now. Reason for ill aialiaiee. 

this immediate action is that buying decisions are made when : : : 
=) : : ees ; : 3. Reaches more seagoing chief 
specifications are written. If you lose out at that point, you're engineers. 


usually out for good. 4, Greatest reader confidence 
and interest, as expressed 
So to sell the $114 billion shipbuilding program that looms through subscription renewals. 


ahead, you must influence the men who write or have any- 5. Leads in pages of advertis- 
ing by 59%, first 9 months of 


thing to do with ship specifications. There are many ways sau 
j o4. 


of doing this, and you cannot afford to overlook a single one! 
6. Pre-eminent in auxiliary 


O hr | - ee 7 f sales services for advertisers — 
ne direct path of contact or communication Is Dy Way O Weekly Outlook Letter for busi- 


the magazine which specifiers read. Usually, you'll find that ness tips . . . Annual Directory 
of shipbuilders, ship operators, 


is Marine Engineering—subscribed to or read by more men : 
: : ‘ naval architects, etc. 


of buying influence than is any other marine business paper. 


You will want proof of that statement, and you will find it— 
together with up-to-the-minute facts and figures about oppor- 
tunities in the marine field—in our new fact file, “1955 Market 


and Media Data.” Send for your copy today. 


Simmons-Boardman Publishing Corporation 


30 Church Street * New York 7, N. Y 
CHICAGO * SAN FRANCISCO * DALLAS 


ABD) LOS ANGELES * PORTLAND, OREGON 
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FLATFOOTS AFLOAT are tracking down fish-killing 
pollutants in the Raritan Bay, N.J. area. Chiei 
suspects were process plants but no one chemical 
could be tagged as the culprit. Waste disposal’s 
still the CPI’s biggest headache but they're gain- 

ig spending millions every year for pollu- 


tion control equipment, both stream and air 


NO FIREBUG! The Chief reversed his role when 
DuPont demolished 125 buildings at its Gibbstown, 
N.J. dynamite plant. When company built a new one, 
old premises were unsafe for abandonment. It’s atyp- 
ical example of CPI progress ...obsolescence here is 
highest in industry. So's expansion...at a $6 billion- 
a-year clip for new plants and equipment since 1951. 


oat, rutile ruckus 


RUTILE RUCKUS in Australia as 10 com- 
es plow up beaches for this valu- 
titanium raw material. With U.S. 
interest in titanium soaring, they find 
nty customers for rutile here in the 
Plenty customers for you too 
they're spending $35 billion for 
materials, fuel and power in °54. 


al 





No shortage of customers here in the Chemical 
Process Industries. The field’s packed with op- 
portunities for raw materials, pollution control, 
new plant facilities... virtually teeming with 
prospects for equipment, better methods, all 
kinds of services, And in this never-slacking, 
progress-wise market, management doubles in 
brass as boss-men and buyers. That’s why so 
many keep their eyes glued on CHEMICAL WEEK. 
It gives them the fresh trends, new slants and 
cost-saving procedures which pay off in new 


business and profits. 


Candid and coolly appraising, CHEMICALWEEK 


is boldly edited with a business acumen un- 
matched anywhere else in this brisk-striding 
market. You'll find it wherever big process 
news is breaking . . . scooping the field with 
the facts so important to planners and decision- 
makers, That’s why its authoritative pages are 
charged with pulling power for every CPI 
executive. And that’s why CHEMICAL WEEK is 
your best buy to sell the men who guide and 
direct the market. In the Chemical Process 


Industries . .. it’s management’s own magazine. 


ALERT MANAGEMENT: They're men after our own hearts 
at Wyandotte Chemicals...“*every smokestack’s a pros- 
pect.” Here’s Sales V.P. Bert Cremers (Michigan Alkali 
Div.) who believes the real tonic for selling is better 
marketing, more sales and advertising. About CW, 
Cremers says...“Good reading, newsy, thoroughly 
practical ... best book in the field for the executive.” 


alert management, and... Chemical Week 


in the chemical process industries . . . it’s management’s own magazine 


A McGRAW-HILL PUBLICATION * ABC-ABP * McGRAW-HILL BUILDING, NEW YORK 36, N. Y. 
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1. You begin with a glance 2. Distributors calmly 3. Sales makes tactful 
at trade reports. appraise their markets. suggestions. 
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5. Brilliant copy changes 6. Art assignments are 


4. Themes evolve with 
scheduled far in advance. 


businesslike precision. delight the type house. 





Your new 
campaign 


® now THAT the frost is on the 
pumpkin and that fall campaign is 
in the works, we can sit back and 
look at ourselves objectively. As 
a stimulant to our perception, these 
cartoons might help. Recognize any- 
one you know? 

The cartoons represent a maga- 





zine artist's conception of what 

goes on in the preparation of some 

campaigns. They appear in a new 

promotion piece published by Time 

and entitled, “Your New Cam- 7. The sales force 8. Comprehensives are 


e indicates its preference. jealously guarded. 


paign. 
n page 6 























CATERPILLARS 


® 
CHANGING THE FACE 


OF THE EARTH... 


All over the world giant Caterpillars, agile and 
rugged — working in forests, on deserts, in ice- 
lands —dig the foundations of cities, clear the 


way for roads, bridges, airports. 


This is the versatility that has brought world 
recognition to the Caterpillar Tractor Co. of Peoria. 
IHinois. In the minds of manufacturers of machines, 
tools, equipment and materials of virtually every 


type, the name “Caterpillar” means “big market.” 


HOW YOU CAN DIG IN TO THIS 
TYPICAL “BIG MARKET” 


You'll find the pattern of buying influence inside 


Caterpillar is the same as that of “big markets” 
everywhere. It’s the growing number of Tool Engi- 
neers who specify the many products and processes 


it takes to manufacture an end-product. 


Because there is only one magazine of Tool Engi- 
necring-— THE Too. ENGINEER — it gets inside. 
vets read, gets acted upon, by these men who are 
designating your type of product today. Tool engi- 
neers cull the pages of this —the only magazine 
especially written and edited for them — for “new 
ideas” to help them in their creative technical jobs. 
Why not put the powerful influence of THE Toor 


ENGINEER to work for you now? 


Publication of The 
American Society of 
Tool Engineers, ASTE 
Building, 10700 Puritan 
Ave., Detroit 38, Mich. 











9. The President is 
really enthusiastic. 


10. You couldn't feel 
more relaxed. 





Why not put people 


in your industrial ads? 


It’s just possible that human beings can sell, too 


By S. R. Bernstein 


® THERE are no people in industrial 
advertising . . and I wonder why. 

Sure, there are a fair sprinkling 
of punch press operators, mainte- 
nance men, fellows doing this or 
that in a number of industrial ads. 
But they are workmen rather than 
people. You have to scratch hard to 
find a real, identifiable person in an 
industrial advertisement. 

In preparation for a panel discus- 
sion on industrial advertising, I re- 
cently went through all the adver- 
tising in the Oct. 4 issue of Steel 
and the October issues of Mill & 
Factory and Power. Total pages: 
796. My guess is that, combined, 
these three issues carried more 
than 500 pages of advertising. 

I looked for people any kind 
of people, just so they were real and 
identifiable. Here’s what I found: 

In a 170-page issue of Steel there 
was only one ad with an identifiable 


person in it. And that was an ad 
for the New York State Department 
of Commerce, signed with the fac- 
simile signature of Ronald B. Peter- 
son, Director of Industrial Location 
Service. 

In the 318-page issue of Mill & 
Factory I did a little better, but not 
much. Here I found three honest- 
to-goodness live people. One was 
Chief Engineer Harold Cahn of 
General Cigar Co., giving a testi- 
monial, complete with picture, in a 
Pittsburgh Corning ad for Foam- 
glas. Another was an ad for Brain- 
ard Steel Division of Sharon Steel 
Corp., in which the Brainard serv- 
ice story is built around Bob Whit- 
aker, salesman in Brainard’s Cleve- 
land office. The third, interestingly 
enough, was a “house ad,” for 
National Business Publications, to 
which Mill & Factory belongs. It 
featured a testimonial from F. P. 


Williams, president, S.S. Kresge Co. 

In Power . . 308 pages . . I could 
find only two. Sinclair told about 
its diesel lubricant service with a 
case history featuring Sinclair Lu- 
brication Engineer Jim Holt. And 
Standard Oil of Indiana got two live 
people into one ad . . the chief cper- 
ator of a power plant and Standard’s 
lubrication specialist, R. R. Spargo. 

Pretty slim human pickings out 
of more than 500 pages of industrial 
advertising! 

In addition, of course, I found 
several score ads .. but not as 
many as you would think . . in 
which nameless people, or imagi- 
nary people, appeared, including 
Wolverine Tube ad in Steel which 
consists entirely of intimate dialog 
between two pictured (but un- 
identified) Filled with 
man-to-man talk, about how won- 
derful Wolverine 
good their service is, and all that. 
Yet the last paragraph, urging the 
reader to write for further infor- 


hunters. 


tubing is, how 


mation, goes completely imperson- 
al, as do all the other ads _ that 
urge the reader to write for some- 
thing. You don’t write to Jim, or 
Joe, or Henry Smith . . you write 
to Wolverine Tube, Division of Cal- 
umet & Hecla, Inc. 


Does It Pay to Be Human? .. 
For the ultimate in avoiding any 
feeling of human operations, I nomi- 
nate the General Electric ad in Mill 
& Factory, which advises those who 
want more information to “contact 
your G-E distributor or write for 
Bulletsan GED-2024, Sect. 411-118, 
General Electric Co., Schenectady 
5, N. Y.” Now there’s warmth and 
friendliness and personality for you! 

Aren't industrial 
ested in people at all? Don’t they 


buyers inter- 
ultimately have to deal with people? 
Wouldn’t they rather get further in- 
formation from a human being than 
from “Sect. 411-118” . . even if the 
“human being” was merely manu- 
factured for the express purpose of 
appearing in advertising? 

Seems to me that business is too 
cold, too big, and too impersonal, 
anyhow. A little humanness and 
warmth in our advertising . . and 
the occasional inclusion of a real 
name of a real person . . probably 
wouldn’t hurt a bit. It might help. = 
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Refining-Petrochemical Market 
Plant, Operating, Management 
buyer coverage, . . through 
these 2 editions. 8,970, ABC 


* Wetvolemin 


xX Aacer 





Drilling-Producing Market 
Field, Operating, Manage- 
ment buyer coverage, . . 
through these 2 editions. 


15,8477 ABC 
















All Industry Market: 
Field, Plant, Oper- 
ating, Management 
buyer coverage, . . 
through all 4 
editions. 


24,506" ABC 





Whether your products are sold in all, or just one division of 


Oil & Gas Pipeline Market 9 . ° 
ek MEG sanece. the oil and gas industry . . . contact The Petroleum Engineer 


ment buyer coverage 
— to learn how its four editions permit you to select the market 


coverage you wish .. . buy only the circulation you need. 

















Engineer 


Published For Engineering- 
Operating Men Since 1929 
The Petroleum Engineer was the first 
petroleum publication developed espec- 
ially for engineering-operating men and 
has long carried the highest percentage 
of these subscribers among all oil pub- 
lications. It is the engineering-operating 
publication of the petroleum industry 
. and the operating-engineering man 
is the buyer of products and services 
within the industry. 


PE Readers Are Buyers- 


Of PE’s total paid circulation, 87% falls 
within the all-important buying group 
—including management, contractors, 
engineers, superintendents, foremen, 
independent producers, chemists, geolo- 
gists, purchasing agents, field and plant 
men, and company subscriptions. 


Four Editions Plan 


In 1949, PE introduced its now famous 
Four Editions—a merchandising plan 
—which dovetails to fit reader needs 
and advertiser needs in a manner called 
“advance thinking” by Advertising Man- 
ager guiding one of America’s largest 
industrial programs. (Name on request.) 


*As filed with the Audit Bureau 
of Circulation, subject to audit. 


P. O. BOX 1589 
DALLAS, TEXAS 


HOW THE PETROLEUM ENGINEER SET THE STAGE 
FOR MODERN PETROLEUM INDUSTRY PUBLISHING 


PE MERCHANDISES YOUR SPACE 
TO READERS ... PAST THE POINT 
OF ALL OTHER OIL PUBLICATIONS 


Each Reader Selects 


The PE plan reduces your buyers’ 
business reading to its simplest and most 
useful form. It eliminates unrelated ma- 
terial from his magazine. Field men 
usually prefer specialized editorial cov- 
erage; whereas many management men 
prefer all-industry coverage of the entire 
oil and gas industry. PE’s four editions 
permit each reader his editorial prefer- 
ence...merchandising your advertising 
direct to that reader’s point of purchase 
interest. This eliminates all waste . 
doubles impact of editorial, and visi- 
bility of ads. 


Each Advertiser Selects 


Whether an advertiser sells Packers to 
the specialized Drilling-Producing Mar- 
ket; Cooling Towers to the Refining-Pet- 
rochemical Market; Corrosion Control 
to the Pipeline Market; or Valves to 
the entire Oil and Gas Industry.. he buys 
the exact coverage he needs through 
Petroleum Engineer ... without waste, 
pays only for the circulation he needs. 


To Point of Purchase 


In a never ending program to sharpen 
the Point of Appeal for readers ... Point 
of Purchase for advertisers ... PE edi- 
torial content is self-selected by readers 
through regular surveys... then pre- 
viewed back to them through post-card 
mailings. 


Acceptance... 


This is PE’s 25th year of progressive petrol- 
eum publishing ... and PE leads all oil papers 
in paid circulation gained since 1949 — all oil 
papers in advertising pages gained per issue 
since same date. It is the 25th year in the 
development of PE’s continuing program of 
doing a better job in terms of reader “needs, 
wants, and desires.” 


THE WORLD'S LARGEST ABC OIL-GAS MONTHLY 


Joe B. Woods, Advertising Director, ICT Building, Dallas 1, Texas, STerling 4403. NEW YORK: 

John F. Wallace, 52 Vanderbilt Avenue, New York 17, New York, MUrray Hill 4-1880. CLEVE- 

LAND: Bill Faville, 317 Citizens a gg. Sonn ag 14, Ohio, SUperior 1-7979. CHICAGO: 
' 


E. V. Perkins, 53 West Jackson Blvd., 


cago 4, Illinois, HArrison 7-6883. LOS ANGELES: 


Richard P. McKey, 465 E. Union St., RYan 1-8779, Pasadena, California. DALLAS: Abbott 
Sparks, Jess Adkins, ICT Building, Dallas 1, Texas, STerling 4403. HOUSTON: Roger Motheral, 


MOnroe 5-3039. 








an advertisement 
—_——— in which BEARDSLEY RUML interviews CONRAD N. HILTON— 


Hilton 


\ hy our Puerto Rico hotel is one 


of the most successful we’ve had Ow ue sf wv n Fr Risso 


Al ( H 








eH 











to Rico, Mr. Hilton? 


H 
Q What made you decide t operate in Puerto Rico 
Al 
Puerto R 


Ca H 
Q Would you tell us about tax exemption 


A Asal ca USF k 


rom the mainland 


s share of the growing tourist 


Q How do you rate your Puert 
A We 





| 


We hear a lot about lower wages in Puerto Rico. 


How are wage rates in relation to performance 


visory staff from 


our food and supplies locally 


tation service and cost on bringing 


Is government agencies 


With your experience, what advice would you offer 
to other hotel or restaurant executives thinking of 


setting up in Puerto Rico? 


i] 


Economic Development Administration 


Commonwealth of Puerto Rico 
600 Fifth Avenve, Dept A-2, New York 20,N. Y 


6 








Names in the News. . Ad 


Ad borrows editorial technique 


. . questions, answers pull well 


Puerto Rico's novel campaign attracts notice to industrial sites 


mechanism used by U. S. News & 
World Report in its editorial col- 


® A CAMPAIGN that sells an indus- 
trial area, using only one publica- 
tion for which it has been specifi- umns. The campaign runs exclu- 
cally tailored, is currently being run 
for the Economic Development Cor- 


sively in that publication. 
While making use of the question- 


poration of the Commonwealth of 
Puerto Rico, through Ogilvy, Ben- 
son & Mather, New York. 
Objective of the ad series is to 
convince American business man- 
agement of the advantages of the 
island as a site for industrial enter- 
prises. Technique employed is an 
adaptation of the famous interview 
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and-answer method for presenting 
its case, the advertiser has been 
careful to make sufficient alterations 
in the physical appearance of the 
campaign so that the reader will 
clearly distinguish it from U. S. 
News editorial matter. Each of the 
series of spreads opens with the 
display phrase “an advertisement 


in which Beardsley Ruml inter- 
views,” followed by the name of a 
prominent U. S. 
who has already begun operations 
in Puerto Rico and whose answers 
to Mr. Ruml’s questions testify to 
the benefits he has enjoyed there- 
from. Each spread, too, closes with 


business leader 


an inquiry coupon, designed less to 
pull results than to help establish 
identity of the material as an ad- 
vertisement. 

Despite this, account 
Frank Johnson says that “surpris- 
ingly, the coupon has pulled very 


executive 


well, indeed.” 

Mr. Ruml, who is associated with 
the government of Puerto Rico as 
advisor on fiscal matters, approves 
the subject matter of each inter- 
view, advises on the choice of in- 
terviewee and edits the final tape 
recorded transcript of the actual 
interview. So far, the series has in- 
cluded his interviews with Herbert 


ntinued on page 72 








How well do they like it? ASK ’EM! 


IF YOU ARE A MANUFACTURER, or represent one, you have doubtless found 

that market surveys are an accepted tool for testing the market 

for your product, Going direct to the users produces results that are 

factual and helpful regarding your market status. Surveys of user preferences 

often furnish data for further improvement of your product. 
A publication is similar in important respects to an 

industrial product. It is designed, manufactured, and distributed. 

Its users either like it or they do not — if they like it, 

they continue buying. A publisher, like the manufacturer of a product, 

wants to know just how well his magazine is received, whether it is 

fulfilling the need for which it was planned, and how it ranks 

alongside its competition. So, he is interested in impartial 

preference surveys among men who read, or should read, his publication. 
The chart herewith shows the over-all results of four such surveys 

in the textile-mill publication field. Each survey embraced 

a complete cross-section of the textile industry, but was addressed 

only to men with purchasing power. Note that the relative standings 

of all the publications show a remarkable consistency through all of the surveys. 





OVER-ALL READER PREFERENCE AMONG TEXTILE MILL EXECUTIVES IN FOUR SURVEYS 
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FIRST in circulation... FIRST in buying-power penetration... FIRST in readership... FIRST in advertising volume 


TEXTILE WORLD @ @ 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


MA CHW?LW ESE IN 





how to leap-trog your way 


They fly mighty high! Economists get dizzy trying to catch up with the Chemical Process Industries. 
New products! More volume! New markets! Expansion and change! 


But what a king-size opportunity it builds up for the seller. 


Your competition’s jumping! Literally swarming all over the field as CPI operators stretch 
for an eye-popping $70 billion-a-year output by 1960. Chemicals, conveyors, containers! 
Motors, mixers, instruments! Makers of equipment, raw materials producers, servicers! 
They're bustin’ their brief cases to give the chemical engineer extra attention 


here in industry's fastest-moving market. 
°  ) 


CE’s esa Buyer and seller both got a boost last month when CHEMICAL ENGINEERING 
launched its Annual Inventory Issue. This brand-new bench mark for CPI publishers ns Sar 
was a smash-hit first trip out, Timely, unduplicated, SW SRemiQ mcs asian” 
wholly practical... it’s a 12-months source book ot salient process 

developments, cut to the reader’s own spegifitations, 

And it’s got all the makin’s ... as a iv : a oh 
customer-stopping supermarket. that'll pusheYour product 


in his plant all year round, 


rr il - 


fiiien can it miss? juga added service, 
id so long-wé he “eral in format and content. 


And CE’s editors make it easy 


g matter easy to scan, easy to digest . . . ads 


easy to sggt, a cinch to follow up for more information. 


Say 


mf : ; ae 
Le Bingo! Rig} at your fingertips is the permanent showroom 


AF for your full line e@@ry heads-up CPI advertiser has been looking for. 
eo We meant it! It'll add impetus to your selling 
that'll keep those CPI orders hopping. 
But don’t wait'll next September 
it - Inventory Issue on your CE schedule right now! 
ke making sure of that extra surge of high-readership, 


fou can’t buy it anywhere .. . but CHEMICAL ENGINEERING. 
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| you ase there CPI selling tools ? 


" CONSULTING ENGINEERS is just off the press with a 
bi Sy eagharne close-up of these important CPI buying influences. 16 page 

Se i aad booklet details areas of operation, volume, purchasing 
ee ibaa power ... based on a comprehensive survey among top- 


tip 
4 


flight engineering firms. 


HOW TO BEEF UP RAW MATERIALS SALES is another 
16-pager built around a 1954 study of chemicals salesmen. 
Covers market size—selling methods—what the chemical 
engineer buys—how to appeal to him in your ads, 


THe CHEMICAL PROCESS INDUSTRIES: Here’s the 
breakdown every CPI marketer needs to set quotas and 
potentials . . . distribution by industry, size, states, metro- 
politan areas... from the latest McGraw-Hill Census. 


ASK YOUR CE MAN to show you a copy of this year’s 
more engineering-minded Annual Inventory Issue. Ask him, too, for specific facts on 
process applications for your product. Or, for the complete 


production men read it... CPI Data File, just write to CE’s Research Dept. 


more advertisers 


invest more pages in it... 
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Ad borrows editorial method. . 


Lee, vice-president, Shoe Corp. of 
America; J. E. Mossman, president, 
Phillips Control Corp.; and Conrad 
N. Hilton, president, Hilton Hotels 
Corp. & Hilton International Hotels 
Inc. A fourth ad soon to appear will 
feature an interview with another 
prominent industrialist who will 
discuss his tax experiences in 


Puerto Rico 


Recognizing that the sales job to 
be done involved an appeal to a 
limited top management group, and 
that the relatively large amount of 
type needed in each ad could best 
be handled with the “Q & A” tech- 
nique, the agency and its client had 
no difficulty in deciding upon U. S. 
News, which has used the technique 
prominently and consistently in its 
editorial content. 

What they have undertaken, Mr. 
Johnson says, represents a_ long- 
range task € 
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A Salute .. 


How to pay a compliment 


to your customer convincingly 


Free enterprise series gives the buyer a glow of pride 


® COMBINING SUBTLE compliments 
with inspiration and promotion is 
not an easy task. But Hoover Ball 
& Bearing Co., Ann Arbor, Mich., 
has done it with a series of 12 ar- 
ticles on American free enterprise 
in the company publication, the 
“Hoover Sphere.” 


Hoover uses a different approach 


72 / industrial 


from the stereotyped free enter- 
prise story. Each article in the 
series is on a different industry. 
Each tells how an industry became 
great under American free enter- 
prise. 

The 12 industries are the electri- 
cal industry, machine tool industry, 
agricultural 


automobile industry, 


equipment industry, railroad indus- 
try, aviation industry, iron and steel 
industry, maritime industry, mate- 
rials handling industry, petroleum 
industry, textile industry and the 
mining industry. 

It’s no accident that companies in 
all of these industries are Hoover 
customers. 

“The series enabled us to compli- 
ment the many industries that are 
users of Hoover balls and ball bear- 
ings,” said Hoover Sales Manager 
Frank H. Lennox. 

The series was prepared with the 
aid of Hoover's advertising agency, 
the Jaqua Co., Grand Rapids, Mich. 
Jaqua Co. Vice-President Wilferd 
A. Peterson, who has edited the 
“Sphere” for 15 


production of the series. 


years, oversaw 

Each issue in the series was im- 
pressively printed on high quality 
Artwork, by Jaqua 
artists, was symbolic of the indus- 


antique stock. 


tries treated. 

“Each 
prepared to trace, in an inspiration- 
al way, the growth and develop- 
ment of each of the industries,” Mr. 
Lennox said. “Business publications 


issue was painstakingly 


and associations in the various fields 
were contacted for authentic basic 
information. 

“The response to the first issue 
in the series (on the electrical in- 
dustry) proved we were on the 
right track,’ Mr. Lennox said. “Ex- 
ecutives and engineers in the elec- 
trical industry read the issue with a 
sense of pride, asked for extra 
copies.” 

Succeeding issues on different in- 
dustries were greeted with equal 
“Associations of the 
were high in 


enthusiasm. 
several industries 
their praise of the series,’ Mr. Len- 
“Some asked for extra 
copies for mailing to their entire 


nox said. 


memberships.” 
The series was mailed to top ex- 
ecutives in each of the industries. 
“Because we were not talking 
about 
confined to a four-page insert in 


ourselves (advertising was 
each issue), but about other indus- 
tries, the interest in the series was 
high,’ Mr. Lennox said. 

“It enabled us to show these in- 
dustries how they have all worked 
together to make America a great 
nation,” he said. ® 





QUESTION: ‘‘... how many hours per month 
reading and consulting MACHINERY’S 
advertising pages?”’ 


“T read it about ten hours a month. I take it home to 
read.” 

—Machine Shop Superintendent, 

Machire Tool Manufacturer 


“I glance through it and check off items of particular 
interest to key people. Magazine then goes to a special 
assignments technician. He studies it from cover to 
cover, then routes it through the organization so that 
all advertising and articles of particular interest reach 
the proper people.” 
—Manufacturing Superintendent, 
Farm Equipment Manufacturer 


“MACHINERY is too important a magazine for me to 

read at the office. I therefore have mine sent home. How- 

ever, we do have a copy circulated through the Engi- 
neering Department.” 

—Vice Pres. in Chg. Production, 

Engine Parts Manufacturer 


Published by 
THE INDUSTRIAL PRESS 


148 Lafayette Street, New York 13, N. Y 





QUESTION: ‘‘...how many men see your 
personal copy of MACHINERY?”’ 


“Twelve. It is then routed to several divisions, where 
subordinates also have an opportunity to read it.” 

—Manufacturing Superintendent, 

Elevator & Escalator Plant 

“Five department heads, who recirculate tagged details 

of the copy.” 
—Production Manager, 
Tractor & Farm Equipment Builder 


“Seven men read my copy, then the Foremen’s Club 
gets it.” 
—Works Manager, Sewing Machine Manufacturer 


“Eight men. It is then forwarded to the Shop Foreman’s 
office, where 12 more men see it.” 

—Manufacturing Research Engineer, 

Special-Industry Machinery 

“Twelve men, plus several apprentices of all crafts in the 

school room.” 
—Su perintendent of Shops, 
Locomotive Rebuilding Plant 


QUESTION: ‘‘...how many years have you 
been a reader of MACHINERY?” 


“Fifty-nine or sixty—ever since it was first printed, back 
in the nineties.” 


—Chief Development Engineer, 
Tool and Gage Manufacturing Firm 


“Twenty years? It’s been a long time, so I’m guessing.” 
—Su perintendent of Equipment & Methods, 
Aviation Engines 
“Have worked here 45 years and have read it as far back 
as I can remember.” 
—Superintendent, Food Processing Machinery Builder 
“Ever since 1904 when I started business life.” 
—Chief Tool Designer, Electrical Instrument Firm 
“If MACHINERY was published 46 years ago, I read 
ed 
—Works Manager, Milling Machine Manufacturer 


Here is impressive proof of the value of 


MACHINERY 


as a market place for metalworking 

products. It reaches the right. people... 

it is thoroughly read...it is read by ex- 

ecutives who have been using it for 
an average of 14 years! 
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BECAUSE The Business Publications that 
readers buy must give them what they want. 


AND When you give the reader what he wants 
..and is willing to pay for... he has a greater in- 
terest in the editorial and advertising contents. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


App : 330 WEST 42nd STREET, NEW YORK 36, N. Y. ABE) 


HEADQUARTERS FOR BUSINESS INFORMATION 


nen} 





What do you need most 


to be an advertising manager’? 


No.. 


e Writing ability? 
e Art skills? 


e Production knowledge? 


By Robert G. Hill 


® One of the liabilities that the 
advertising manager must overcome 
is the conception many people have 
of him 

There seems to be a current im- 
pression that the effective advertis- 
ing manager is an artistic, emotion- 
al man who is constantly dreaming 
up somethin¥ sensational, that he is 
only happy when drawing, writing, 
or holding nebulous conferences 
This is about as valid an impres- 
sion as is the film version of a 
newspaper man who, when he is 
not at the corner saloon, supposed- 
ly runs around with his hat tilted 
back, screaming, “Scoop . . stop the 
press!” 

The advertising manager today, 
as a business man, represents a 
personal balance sheet of assets and 
liabilities. He succeeds to the degree 
that he recognizes and uses his as- 
sets and is aware of his liabilities. 

Last week a friend of mine took 
to the couch in a prominent psy- 
chiatrist’s office. In answer to the 
doctor’s query as to why he was 
friend replied, “Doctor, 


I'm confused. I’m in the advertising 


there, my 


business and realize that I don't 


Yes... 


e Ability to recognize and 


apply skills of others? 


e Skill as business manager? 


write particularly good copy. I am 
weak on art work and layout and 
not too strong on production.” 
The doctor asked, “Why don’t you 
quit your job in advertising?” 
There was a Then my 
friend answered, “Frankly, I can't. 


pause. 


I'm the manager!” 
Now, the 
may or may not be an artist. He 


advertising manager 
may or may not be a top copywriter. 
He may or may not be an outstand- 
ing layout man. But two things he 
must be. He must be a man able to 
recognize and apply these skills on 
the part of others and, above all, 
he must be a skilled business man- 


ager. 


Six Steps to Success . . There is, 
within every business, an area 
where advertising plays a role. It 
is that part of the sales manage- 
ment function responsible for bring- 
ing fresh customer money into the 
business on a regular basis. If ad- 
vertising fails to perform its part in 
that function, or tries to go beyond 
its capabilities, it fails its purpose 
Within this broad area in the field 


of sales, six steps are necessary to 


insure a successful marketing oper- 
ation: 


® Identify the market and under- 
stand its needs and limitations. 


e Determine the company’s ability 
to service that market profitably 
product by product and area by 


area. 
e Influence that market, to build 
preference for the company’s prod- 
uct. 

@ Build sufficient sales volume to 


assure profitable continuation of the 


enterprise. 

e Evaluate the results. 

© Plgn ahead for tomorrow's sales. 
Where is advertising in these re- 


quirements? It is in all of them. 


Identify the Market .. Let us 
look at the 
market and at the understanding 
of its needs and limitations. The ad- 


identification of the 


vertising manager depends on this 
knowledge as surely as a navigator 
depends on his compass and charts. 
The very fact that he needs this 
precise information to do an effec- 
tive job requires that the market be 
defined. His normal ‘questions 
where is the product used? . . what 
industries offer the greatest poten- 
tial? . . who influences the buying? 
make it absolutely essential for 
his fellow management to define the 
market closely and precisely. By 
evaluation on_ his 
through first-hand field contacts, 
the advertising should 
make continual additions to the to- 
tal market knowledge of his com- 


constant part, 


manager 


pany. 

Now certainly he does not hold 
primary responsibility for this fact- 
finding function. In our company, 
the primary responsibility for mar- 
ket analysis is that of the Commer- 
cial Research Division. But since 
this information is indispensable to 
the success of the sales management 
team, the advertising manager must 
do everything in his power to help 
build that market knowledge and to 
use it effectively. 

One example of how we partici- 
pate in this area of market identi- 
fication is a comprehensive market 
analysis and survey we conducted 
of the farm market, product by 





product, area by area. It is related 
to demand, supply and the various 
marketing and economic factors 
that affect this market, and it forms 
a foundation on which the sales and 
advertising programs are based. 


Can You Serve Profitably?. . 
For a moment, let’s look at a bak- 
ery. It sells bread, pastries, and the 
usual line of bakery goods. Now, on 
some items the bakery makes a very 
good profit. On others, it doesn’t 
do quite so well. On fig bars, for in- 
stance, the bakery is lucky to break 
even .. no matter how large the fig 
bars sales volume might be. A suc- 
cessful advertising campaign to in- 
crease the sales of fig bars, on which 
it makes no profit, could very well 
break the bakery. 


An advertising manager is faced 
with similar decisions all the time. 
Again, he does not hold primary 
responsibility in this field. But, as 
his main objective is to help the 
company make a profit, he is vitally 
concerned that his work be concen- 
trated on products that will bring 
a maximum return. This means that 
the advertising manager must be a 
partner in the total sales manage- 
ment job. By his questions and his 
personal observations, he assists in 
which products can 
merchandised 


determining 
be most profitably 
through advertising. 


Influence the Market .. Now we 
come to the function with which 
some people feel that advertising 
begins and ends: the job of influ- 
encing the market, of helping to 


create a favorable atmosphere in 
which sales can be made. It is at 
this point that the advertising man- 
ager makes his most specific con- 
tribution; that he assumes his pri- 
mary responsibility in the sales 
function. 

It is also at this point that his 
place in management, his part in 
the other decisions mentioned 
above, his participation in the total 
sales process become the very key-~ 
stone of his success. Only with this 
background knowledge, 
understanding of what 
human beings to buy, can he bring 
into use the full force of advertis- 
ing’s tools. He then uses these tools 


plus his 
motivates 


selectively in the various media so 
familiar to all of you. 

Now the creative and production 
job begins. Success in this part of 


the job is dependent upon his skill 
in recognizing and directing the in- 
dividual talents, knowledge and ex- 
periences of his own staff and those 
of his agencies. He continues his 
consultive approach agreeing or 
disagreeing with the steps of the 
pattern that is beginning to take 
shape, keeping the whole in focus. 
Here, to put it mildly, the specialist 
on the staff or in the agency may 
question the intelligence or the ca- 
pabilities of the advertising man- 
ager. The artist, writer, or produc- 
tion man_ is interested 
mainly in his specific assignment, 
whereas the advertising manager 
must be concerned with its effect 


naturally 


on the total campaign, 
policy, budget limitations, or any 
one of a dozen other considerations. 


This is perhaps best illustrated 


company 


by the fact that each year the ad- 
vertising manager is required to 
forecast a budget. For example, in 
my division of U. S. Steel, I am re- 
quired to submit a_ budget. This 
budget relates items of production, 
such as art, copy or printing to the 
ultimate job of accomplishing sales 
in the desired market. It seems a 
long way from a small photograph 
for an ad to a market of so many 
thousand tons of steel, but in the 
sound advertising budget these two 
items become next-door neighbors. 

It looks simple. doesn’t it? And it 
is. For it is a simple recap of costs 
that is easily understood. But it is, 
in fact, an illustration of the broad 
aspect of this phase of the man- 
Each 


represents a plan of action using se- 


ager’s responsibility. figure 
lected tools and media boiled down 
to the common yardstick of dollars 
to produce a specific desired result. 
It is, in fact, a commitment to his 
company that a sound plan, based 
on sound facts, can be translated 
into profitable action by the use of 
these dollars. 

Certainly we could spend hours 
discussing each step in the trans- 
lating of those dollars into action, 
but I am talking about the man- 
ager’s total job, and again I repeat, 
while some believe that advertising 
begins and ends at creation and 
production, I believe it is only a 
segment of the total job. 


Build Volume .. You must help 
build sufficient sales volume to in- 
sure the continued existence of the 
enterprise. I recognize that in the 
case of mail order houses, advertis- 
ing may be called upon to do the 
actual job of selling. In my com- 
pany, however, and in the majority 
of companies, this cannot be the 
case. The final selling job is per- 
formed by the salesmen. But they 
are aided by advertising in the 
earlier stages of the sale. 

We put out a host of sales aids, 
ranging from business paper ads to 
advertising novelties, which we pro- 
duce, in collaboration with the men 
who will use them. 


Measure Results . . One of the 
most challenging of the advertising 
manager's jobs is evaluating the re- 
sults. Did this campaign, did those 
plans, did those dollars create an 
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How to be an ad manager. . 


atmosphere in which profitable sales 
could be made? Did responses to 
the ads that offered free catalogs, 
brochures, folders, hold up? Did 
they gain entry for the salesmen? 
Did they turn into profitable sales 
leads? Were they the plus value 
that made our product or our serv- 
ice more acceptable to the cus- 
tomer? 

Any man who doesn’t spend 
hours on such an evaluation can 
prove only one thing that all of 
the talent, knowledge, and skill of 
his associates in the company and 
in the agencies may have produced 
an interesting exercise in the art of 
advertising, but have signified little 
or nothing that would justify its 
support by the company. He _ has 
thus failed not only his associates, 
but his company. 

Neil H. Borden, of the Harvard 
School of said: “It is 
management's responsibility to un- 
derstand that the market mix of 
price, packaging, availability, serv- 


Business, 


ice, salesmen, display, timing, ad- 
vertising, and a host of other vari- 
ables make it extremely difficult 
and intelligently impossible to say 
that one factor is responsible for 
this much money and another for 
that much money. The business of 
selling is not that simple. Yet we 
must keep trying to break down 
these variables so that we can tell 
management more about the part 
that each plays.” 

How do we break down our ad- 
vertising at Columbia-Geneva? We 
evaluate each phase in its respective 
media by product, territory, and 
customer. There are five basic steps: 


1. Customer inquiry is sought in 
all media. This means that the cus- 
tomer is urged to call upon us for 
assistance or information about our 
products. These inquiries are tabu- 
lated and passed on to the sales 
districts for follow-through. When- 
ever possible, the results of these 
inquiries are checked later. 


2. Readership and recall surveys 
are used wherever possible. 


3. Consumer surveys conducted by 
publications are used in planning 
our campaigns. A good example of 
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For industrial admen only 


.. ideas from consumer selling 


@ “THE BEST WAY to get necessary 
integration of advertising, sales 
promotion and sales training into a 
sales plan is to make these the basic 
requirements of the sales manager’s 
job. 

“In other words, he has these re- 
sponsibilities as part of his func- 
tion as sales manager. 

“In this way, coordination is al- 
most automatic, and when properly 
organized, it can be the most effec- 
tive way, we believe, in getting this 


result. 

“When sales training reports to 
one man, advertising and promo- 
tion to another, and sales to a third, 
it is almost impossible to get real 
coordination at field man or dealer 
level.” 

.. A. L. Scaife, manager, 
planning, Small Appliance 
Div., General Electric Co., speaking 
at the Annual Advertising Confer- 
ence, Ohio State University, Colum- 
bus. 


sales 





this is the Farm Quad survey on 
brand preference for farm wire and 
sheet products. 


4. Surveys we conduct occasional- 
ly among our salesmen and dis- 
tributors. Their opinions and ideas 


are invaluable. 


5. Opinions of retail dealers are 
also obtained through surveys. 


Planning Ahead .. It is the ad- 
vertising manager’s responsibility to 
see that today is served, with both 
eyes on tomorrow. On his desk are 
two calendars: 1954 and 1955, and 
sometimes he needs space for 1956. 

Don’t get me wrong; he is vitally 
interested in today this whole 
evaluation process is of today. His 
understanding of the market is of 
today. His product knowledge is of 
today, and so he will willingly dis- 
pose of any plan or revise any pro- 
gram to meet the changing needs of 
today; but he must also be building 
for tomorrow. 

No one is omniscient, and in my 
advertising office we frequently re- 
vise, throw out and revise again 
some of the most beautiful little 
plans you have ever seen. That is 
inherent in the job, because again 

we are in business to sell, and 
not in business merely to carry out 
interesting plans. But, primarily, 
keeping a foot in the door for to- 
morrow has real implications for 
the advertising man. 


Ad Skill Not Enough . . Let me 
review: The advertising manager 
has a definite place in the total sales 
effort, but not by definition, not by 
right. He earns it. He earns it to the 
degree that he is prepared to par- 
ticipate in the total process. While 
his knowledge of the tools of ad- 
vertising, and his personal capabil- 
ity to take part in advertising pro- 
duction must be high, since this is 
where he accepts a primary respon- 
sibility, his basic skill must be in 
the managerial field. And he must 
have the courage to see and admit 
failure, if he is to deserve the role 
of manager. 

The exclusive fraternity of men 
skilled in advertising alone is fast 
disappearing, and we are finding 
ourselves a part of a much larger 
group of business managers charged 
with the serious responsibility of 
keeping the company a going con- 
cern through the mass marketing 
of its products. We today, therefore, 
play an important role in the total 
sales effort. With this change, it 
becomes incumbent on an adver- 
tising man to qualify for the job, 
to prepare himself well beyond any- 
thing that was considered necessary 
in the advertising field years ago. 
He must not only earn the accept- 
ance of his management, but he 
must keep management constantly 
informed of the role advertising can 
and should play in the total sales 
picture. & 
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“EVERY PRACTITIONER of marketing, whether it be 
industrial or consumer, should become, if he not al- 
ready is, thoroughly conversant with the ramifica- 
tions of those phases of marketing with which he is 
engaged and constantly be on the alert to visualize 
new relationships, new exceptions to his previously 
accepted theories, and new approaches to his chosen 
profession.” . . AMA Review Board on Fundamental 
Differences Between Industrial & Consumer Market- 


ing 


what's the difference .. why? 


To help you grow: a definition of two kinds of marketing 


The basic differences between indus- 
trial and consumer marketing are pains- 
takingly defined and analyzed in this 
report by the American Marketing Asso- 
ciation’s review board on such differences. 
The report, first published in the AMA 
Journal of Marketing, is reproduced here 
because of its importance to the field of 
industrial marketing. 


The report, the review board said, aims 
to “clear away some very hazy ideas” 
about the existing differences held by 
many people in all ranks of business 
and to be useful to both practitioners of 
marketing and its teachers. 


Preparing the report, members of the 
board drew upon their own varied ex- 
perience in marketing and on published 
materials and source material supplied 
by AMA chapter task committees. 


The review board includes Edward C. 
Cassel, Dept. of Business & Public Ad- 
ministration, Temple University, Philadel- 
phia; John A. Grove, Apparatus Sales 
Div., General Electric, Schenectady, N.Y.; 
Frank W. Hankins, F. W. Hankins Co., 
Philadelphia: Harry Leopold, Jr., John A. 
Roebling’s Sons, Trenton, N. J.; and N. 
Dana Lovell, Davison Chemical Co., Balti- 
more. 


® THIS MONOGRAPH concerns mod- 
ern marketing with its many ramifi- 
cations, apparent cross currents, 
and obvious parallelisms. It is man- 
ifestly impossible to lay down “hard 
and fast” rules which encompass 
all of the fringe differences between 
industrial and consumer marketing. 
So many exceptions exist in most 
areas that these differences, as weli 
as similarities, can only be stated 
in general terms. 

There is, however, a definite need 
for “bench marks” to which the 
reader may return from time to 
time like a surveyor to check the 
accuracy of his work or to serve 
as a “point of departure” into other 
parts of the geography surrounding 
the bench marks. 

For us, these fixed points will be 


definitions basic to the subject. 


Marketing . . Marketing includes 
those business activities involved in 
the flow of goods and services from 

production to consumption. 


Goods and services are of two 


types; consumer and _ industrial. 
Consumer Goods . . Goods des- 
tined for use by the individual 
ultimate consumer and in such form 
that they can be used by him with- 
out further commercial processing’ 

This is a_ portion of the 
definition prepared by the commit- 
tee on definitions and the balance 
of the statement does not include 
consumer services such as_hair- 
dressing, window-washing, furnace- 
cleaning, laundry, etc., yet these 
are an integral part of the broad 
consumer marketing field. 


Industrial Goods . . Goods which 
are used in producing consumers’ 
goods, other business or industrial 
goods, and services and/or in facili- 
tating the operation of an enter- 
prise, may include land and build- 
ings for business purposes, equip- 
ment (installation and accessory), 
operating supplies, raw materials, 
fabricated Thomas A. 
Staudt of Indiana University boils 
this down to “Industrial goods are 


materials. 


commonly defined as those goods 
used in the production of other 
(This defini- 


tion seems to omit industrial serv- 


goods and services.” 


ices which are playing an increas- 
ingly important part in the opera- 
tion of a number of industries such 
as acid-treatment for oil wells and 
prospecting services, aerial surveys, 
and the like.) 

Even with these definitions there 
must be an awareness that in many 
instances a specific commodity may 
either be an industrial good or a 
consumer good, depending upon the 
use to which it is put. Two ex- 
amples will suffice to illustrate the 
points: 

1. A manufacturing company may 
buy the same kind of powdered 
soap for use in soap dispensers in 
lavoratories which the housewife 
buys in an identical package for use 

yontinued on page 82 
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© om eee from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








A $3.5 MILLION expansion program at the General Motors' Bienne, Switzerland, 
subsidiary brings the total outlay that the corporation has approved for its Euro- 
pean plants since last June to more than $182 million. Other GM expansion plans 
involve plants in Germany, England, and Belgium. 


FORD MOTOR CO. has officially confirmed that the name of the new super plush car 
which it will introduce next year will be called the Continental. The car will sell 
for about $10,000. 


THE AVERAGE AIRCRAFT manufacturer receives and ships 147.4 million pounds of 
products and materials requiring 1,164 freight cars and 14,940 trucks, according to 
Republic Aviation Corp. The company delivers about 48.3 million pounds of materials 
and products annually. Nearly three-fourths of this poundage is shipped by trucks. 


THIS YEAR, the automotive and aviation manufacturing industries will be spending 
approximately $14 billion for parts, materials, supplies, machine tools and other 
plant equipment. This vast field is your No. 1 industrial market. Your No. 1 medium 
for selling to this profitable market is AUTOMOTIVE INDUSTRIES .. . the news maga-= 
zine of automotive and aviation manufacturing. 


CHEVROLET, which has thus far spent close to $30 million to put up new plants in 
Tonawanda, N. Y., is expected to become a 10,000-ton-a-month consumer of steel pro- 
duced in the Buffalo area. Furthermore, expenditures of $1.7 million or more a month 
for basic raw materials when its new forge and foundry plants are in full-scale 
operation are anticipated. 


MORE EXPANSIONS. Electric Auto-Lite Co. has obtained a loan of $14.66 million to 
modernize manufacturing facilities, and increase working capital . . . Rochester 
Products Div. of GM expects to complete a sizable expansion program during the 
coming winter .. .. Gulf 0il Co. is undertaking a $2.4 million expansion of facili- 
ties at Harmarville, Pa. . .. Sahlin Engineering Co. has opened a new plant in 
Birmingham, Mich. 


FRONT FENDER-MOUNTED, rear-view mirrors may be the next auto accessory up for 
revival. Two large companies are looking at one as a possible dealer accessory. 
Mounted just back of headlights, it is a convex unit mounted on a spring-loaded 
Standard to give hinge action under impact. 


EIGHT MICHIGAN FIRMS will share defense contracts, amounting to more than $26 
million awarded this month by the Detroit Ordnance District. Biggest assignment, 
totaling $16.912 million, was given to AC Spark Plug Div. for production of the 
Skysweeper anti-aircraft guns. 


ACCORDING to the Department of Commerce, 10 per cent of the U. S. national income 
is spent each year for the purchase and operation of automobiles. Out of every 
retail dollar spent last year 26 cents went on automobile buying and upkeep. This 
compares with 23 cents in 1952. 


REMINDER. When setting up advertising budgets for 1955, be sure to include the 
57th Annual Statistical Issue of AUTOMOTIVE INDUSTRIES, published March 15th. 
Because the 37th Annual Statistical Issue will be more complete and more useful to 
a larger number of readers, it will set a new high in advertising impact and value 
for 1955. It is the ONE medium that enjoys year-'round reference and usefulness in 
America's largest industrial market. 





Two kinds of markets . . similar yet different. . 


in her washing machine; 

2. The typewriter used for mak- 
ing out production orders for ma- 
chine tools, wire rope, office furni- 
ture or what-have-you, may _ be 
identical with the one purchased 
at the local office equipment store 


for occasional use in the home. 


Differences owing to nature 
of the market or the buyers 

1. A part of the demand for in- 
dustrial goods is a derived demand 
from consumer goods and services 
and a part from government, de- 
fense, and war purchases. The ap- 
parent influence of the derived de- 
mand for various types of industrial 
goods is diluted rapidly as the chain 
of purchases recedes from the con- 
sumer product application. 

2. Rational 
pear to predominate in the indus- 
trial field (as 
motives in the consumer field) but 


buying motives ap- 


against emotional 
their influence declines with the 
increase in product similarity. 

3. Industrial buyers usually pur- 
chase raw materials and component 
parts on a policy formulation basis 
expressed in quantity, price, and 
specification; capital production 
equipment on a_ projected cost 
analysis; and supplies from habit 
and availability. Consumer pur- 
chasing policies and methods are 
less well-defined. 

4. The number of industrial buy- 
ers is much smaller than the num- 
ber of consumer buyers. (In 1947 
there were 240,881 manufacturing 
plants as contrasted with the 1950 
census figure totaling 
42,520,000 family units.) Some spe- 
markets may 


population 
cialized industrial 
comprise less than a dozen poten- 
tial customers. 

5. Industrial markets are likely 
to be much more concentrated geo- 
graphically. For example, the 1947 
Census of Manufactures shows that 
the 53 metropolitan areas in the U. 
S. each having over 40,000 indus- 
trial wage earners had 59° of the 
total industrial wage earners but 
only 24° of the total U. S. popula- 
tion. The disparity is much more 
pronounced if the top ten industrial 
compared 


metropolitan areas are 


. 37°, of the wage earners but on- 
ly 13°, of the population. 

6. Single unit or small volume 
purchases are characteristic in con- 
sumer marketing. Industrial buying 
covers not only single unit pur- 
chases but also a prevalence of vol- 
ume purchasing of raw materials 
and component parts and may in- 
clude volume purchasing of sup- 
plies. 

7. Multiple-buying responsibility 
is commonplace in the industrial 
field in the purchase of major items 
of equipment and in the establish- 
ment of formulas for purchases of 
raw materials end component parts. 

8. Successful development of 
“vardsticks” for industrial market 
determination from a sample de- 
pends on the individual product- 
market situation. Consumer buying 
can be measured more universally 
through sampling techniques, panels 
and inventory movement studies. 

9. In the industrial market there 
is a higher degree of sensitivity to 
satisfactory product performance 
than there is in the consumer mar- 


ket because of the time lag through 


the longer trade channels usually 
found in the latter. 

10. There is a greater fluctuation 
in the volume of industrial goods 
as a whole from the high to the 
low of the business cycle. 

11. The need for and influence of 
service both before and after the 
sale is greater in industrial market- 
ing. 

12. Leasing and renting of equip- 
ment (with or without the option 
of purchase) is important for many 
industrial products because of the 
possibility of the production cost 
savings being used to liquidate the 
first cost. In consumer marketing 
instalment selling spreads the cost 
and brings immediate physical pos- 


session. 


Differences arising out of 
characteristics of the products 

1. Industrial products are usually 
marketed by giving the purchaser 
more factual and technical data 
than are consumer products, since 
the former generally are bought on 
a basis which requires proof of 
suitability for the particular use. 

2. Prices of industrial goods are 
likely to fluctuate within narrower 


“ 


limits than consumer goods. ss 
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a new specialized magazine 





WRPE LINE 


to serve 
an $8 billion 
industry! 


how it originated—where it is going... 


A SPECIALIZED MARKET 


Phenomenal growth of the Pipe Line Industry in recent years 
has heightened the need for a specialized publication. Pipe Line 
investment in the past 23 years has jumped from $800 million 
to well over $8 billion. It is estimated that by 1975 it will have 
reached $23 billion. The operation and maintenance end of the 
industry alone offers a tremendous market, with approximately 
$12 million spent each week. 

Pirrk Line Inpustry is the natural evolution of an editorial 
service that has proven so popular that even as a section in 
Wor_p Ot, Pipe Line circulation has doubled in recent years. 


EDITORIAL APPROACH 


Pipe Line Inpustry will continue to employ the basic for- 
mula that has made Wortp O1.’s Pipe Line Section popular 
with Pipe Line men. The editors will invite opinions and help 
of industry experts. Opcrations, construction and maintenance 
will be featured. In addition, Prrp—E Line Inpustry will carry a 
monthly Construction Box Score. The popular symposium-type 
article will be used frequently. 


GULF’S PLACE IN THE INDUSTRY 


Gulf Publishing Company has been serving the petroleum 
industry since 1916. Practical, job-help, specialized Gulf publi- 
cations are utilized by oil men everywhere. WorLpD OIL, PETRO- 
LEUM REFINER and Pree Line INpustry have a combined 
circulation of over 39,000. Gulf’s experience and assets will be 
used to make the new magazine a real service to the industry. 


CIRCULATION AND ADVERTISING 


Pipe Line INpustry has a guaranteed distribution of 4,500. 
Publication date is the 5th of each month, first issue, July, 
1954. Complete, full-year coverage for a black and white page 
is priced at $220 a page. 

Space reservations are now being accepted at any of the 
offices listed below. Write today for full details and market 
data on this strong, new, specialized advertising force — PiPE 
Line INpDustTRyY. 


FIRST Chorce of Oe iccsisticctcniosiinn Fh sieve 


GULF PUBLISHING COMPANY 


c leecialized PETROLEUM SoA hications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
Cleveland (15), 1010 Euclid Avenue, Main 1-2550 
Tulsa (3), Hunt Building, 2-1844 


Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 SS dni 
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For Industrial Advertising 


and Sales Managers: 


New Study of 
Industrial Selling 
Shows Management 


the Hurdles 


Salesmen Face Today 


A decade and a half of hot and cold 
war have brought tremendous indus- 
trial growth, greatly changing indus-, 
trial habits, placing new obstacles in 
the way of salesmen to industry. 


How can the sales manager or 
the advertising manager impress 
these changes and problems on 
his management? How can he 
show them the kind of help sales- 
men on the firing line need today? 


This survey covers in specific detail 
the purchasing patterns—and specific 
major purchases—of 28 large Milwau- 


kee companies. Each was studied from 
both the buyer’s and seller’s viewpoint. 


The result is a graphic and ‘authorita- 
tive presentation of the specific prob- 
lems which are being met—today—on 
the sales firing line. 


The detailed findings are now available 
to your company in two forms: 


1 « A93-page report spelling out America’s 
industrial growth and the 28 buying- 
selling case histories. 


p 4 A strip-film dramatizing the findings of 
this most penetrating study. 


America’s Biggest Business Advertising Medium 


*Newsweek has the greatest circulation (1,000,000) of all maga- 
zines whose major volume of linage is business and industrial. 
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Companies included in this survey: 


Allen-Bradley Company 

Allis-Chalmers Mfg. Co. 

Bucyrus-Erie Company 

Chain Belt Com>any 

City of Milwaukee 

First Wisconsin National Bank 

General Electric Company 
X-Ray Division 

Globe Union, Inc. 

Harnischfeger Corporation 


Heil Company 

Kearney and Trecker Corp. 

Koehring Company 

Line Material Company 

Marquette University 

Milwaukee & Suburban Transport Cerp. 
Milwauiee Braves 

Milwaukee Gas Light Company 

L. J. Mueller Furnace Co. 


Northwestern Mutual Life Insurance Co. 


Outboard Marine and Mfg. Cv. 
Joseph Schlitz Brewing Co. 
Hotel Schroeder 

Schuster’s Depar’ment Stores 
A. 0. Smith Corporation 

Smith Engineering Works 
Square D Company 

Stearns Magnetic, Inc. 
Wisconsin Bridge and tron Co. 


Phone or write your nearest Newsweek office 


to see this important study— 


NEW YORK 
152 West 42nd Street 
Bryant 9-6700 


Charles Kinsolving, Mgr. 


BOSTON 

Statler Building 
Liberty 2-0021 
William Wolf, Mgr. 


BUFFALO 

814 Liberty Bank Bidg. 
Mohawk 2038 

Edwin Hughes, Mgr. 
CHICAGO 

360 N. Michigan Avenue 
State 2-4104 

Howard Dodge, Mgr. 
CLEVELAND 

1341 Terminal Tower 
Main 1-6917 

Baylis McKee, Mgr. 


DETROIT 

610 Stephenson Bldg. 
Trinity 2-1661 

Hoyt Metzger, Mgr. 
LOS ANGELES 

6399 Wilshire Blvd. 
Webster 8-5119 
Robert Campbell, Mgr. 


PHILADELPHIA 

1528 Walnut Street 
Pennypacker 5-1388 
Gordon Hargraves, Mgr 


PITTSBURGH 

2318-A Grant Bidg. 
Atlantic 1-8289 
Robert Saalfield, Mgr. 


ST. LOUIS 

Shell Building 

Central 1-4525 

Frank DeVine, Mgr. 

SAN FRANCISCO 

155 Montgomery Street 
Yukon 2-2645 

Nicholas Loundagin, Mgr. 
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Two kinds of markets. . similar yet different. . ». 


leaders” and “clearance mark- 


downs” are devices of consumer 
marketing. 

3. Industrial goods are usually 
bought and sold on a more com- 
usually precise 


plete and more 


description or specification — basis. 
(Mail order catalogs for consumer 
goods, although quite descriptive, 
are usually not as detailed as the 
specifications for industrial goods.) 
An important portion of industrial 
selling activity may be in influenc- 
ing the preparation of specifications 
to favor the vendors’ products. 

4. Bids may or may not be 
submitted in marketing industrial 
goods. Bids are less prevalent in 
manufacturing industries than in 


government, leasing, construction 
procurement, or wherever the com- 
parison of offers can be reduced to 
a common dollar denominator. In 
marketing to manufacturing indus- 
tries, however, quotations or con- 
tracts, evaluated in terms of pro- 
jected product performance, are 
more often the basis of purchase. 

Although there is much shopping 
in the consumer field, there is little 
formal bidding or negotiation. 

5. The descriptions, specifications 
and acceptance tests for industrial 
goods are usually more precise than 
in the case of consumer goods 
These are 


measurements, or both, rather than 


physical or chemical 
measurements of taste, flavor and 
style. (An example of the differ- 
ence in preciseness might be the 


measurement of color 


the indus- 
trial user of colors is likely to use 
the spectrophotometer to measure 
the precise shade of blue, whereas 
the consumer wants to “see it in 
daylight” to know if that shade of 
blue is suitable.) 

6. Industrial goods are subject to 
greater standardization, as the in- 
fluence of obsolescence in industrial 
goods is largely in utility, while 
consumer goods suffer from the im- 
pact of fashion, style, and utility 


Differences arising out of 
organization or operation 
1. The 


for industrial goods are likely to 


channels of distribution 


be shorter than channels for con- 
sumer goods. There are fewer mid- 
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dlemen in the industrial distribution 
chain and a much larger percent- 
age of industrial goods is sold direct 
to the buyer in industrial market- 
ing than the percentage sold direct 
to the consumer in consumer mar- 
keting. 

2. The media used and the types 
of advertising copy (used in the 
broad sense) prepared to carry the 
message vary considerably between 
the two types of products. The in- 
dustrial marketer usually reaches 
his prospects through the trade and 
business publications and the con- 
sumer marketer through the so- 


called “mass publications,” radio 
and television. 

3. Reciprocity, a factor of inde- 
terminate importance in the indus- 
trial field, appears to be less preva- 
lent in the consumer field. 


4. In 


seller commonly goes to the buyer 


industrial marketing the 

. the reverse is the situation in the 
consumer field, with the exception 
of door-to-door selling. 

5. Production for inventory is less 
widespread in the industrial field 
than in the consumer field, partially 
due to the shorter “pipe lines” of 


distribution. 


Other differences 
1. Speed and dependability of de- 


livery are important in the market- 


Oy 
“Yes, you're a triple-threat industrial ad- 
man, Jones. We could replace you with 


any Tom, Dick or Harry!” 


ing of both types of goods. Consum- 
er goods are more readily available 
to the buyer than are _ industrial 
goods (other than supplies), since 
consumers usually buy direct from 
local or nearby inventories. 

2. Longer periods of salesman 
training are generally required for 
industrial marketing as compared 
with consumer marketing, often due 
to the technical nature of products 
sold to industrial goods manufac- 
turers. 

3. Sales promotion expense (in- 
cluding advertising but excluding 
direct selling) in relation to the 
selling price is likely to be much 
lower in industrial selling than in 
consumer marketing. 

4. Industrial salesmen’s compen- 
sation on raw materials and pro- 
duction equipment is likely to be 
in the form of salary or a combina- 
tion of salary plus bonus; on small- 
er items and supplies it is more 
likely to be either salary plus a 
bonus or some form of drawing 
account plus commission to straight 
commission. 

5. Major equipment items may be 
purchased only once every 10 or 
20 years unless expansion or obso- 
lescence is an overriding factor. In 
the case of fabricated parts, ma- 
terials, and operating supplies, buy- 
ing is often done on a contract basis. 

6. The industrial marketer has a 
greater problem in keeping contact 
with customers to avoid possible 
loss of orders and yet not incur 
needless sales expense. 

7. The number of women who 
exert direct influence upon indus- 
trial purchases is very small com- 
pared to the number in buying 
positions throughout the trade 
channels for consumer goods. It is, 
of course, obvious that women exert 
a dominant influence in purchasing 
for the millions of family units in 
the country. 

8. In the field of industrial mar- 
keting a large proportion of sales 
is in raw materials, semi-finished 
products and component parts, 
while in the consumer marketing 
field the largest proportion of sales 
is in finished products. 

9. In measuring a majority of in- 
dustrial markets through marketing 


research, it is essential that well- 


trained technical people do the 


sa a : oc 
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ws You would like to increase the number of calls your salesmen make on 
ready buyers—ideally, those who have invitec. your men to call. You can 
take a step in that direction right now. s A good catalog program is 
the key, because those who specify and buy in industry almost always 
use catalogs to sift suppliers before calling in salesmen. And your cat- 
alogs can be planned specifically to induce more of them to call in your 
men. They can be placed strategically in the offices of all good potential 
customers and kept there ready for instant use. » Helping manufac- 
turers get more invitations for their men to call, through better catalog 
procedure, has been the whole business of Sweet's for nearly 50 years. A 
helpful new booklet, ‘‘Your catalogs—key to more orders,”’ is yours for 
the asking. Sweet’s Catalog Service, division of F. W. Dodge Corp., 
Dept. 81,119 W. 40 St., New York 18. Offices in all principal cities. ‘‘The 


easier you makeit for people to buy your products, the easier they are to sell?’ 
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| 


basic interview work because of! 


the technical problems involved 
and technical questions which may 
be asked during the interview. In 
the consumer field, however, inter- 
viewers with a less technical back- 
ground may often be used, and in 
the case of much consumer market- 
ing research housewives or others 
with no technical training may ob- 
tain valid answers. 

10. The packaging of industrial 
products, often in much larger units 
than is required for consumer goods 
packaging, is both functional and 
serviceable, lacking the eye appeal 
or definite advertising or promo- 
tional slant. Containers for indus- 
trial goods are often designed for 
return to the manufacturer and re- 
use for the same purpose, whereas 
consumer goods are often placed in 
an attractive package which later 
serves the consumer in an entirely 
different way. (As an example, cer- 
tain foods are packaged in glass or 
suitable for 
glasses or with jar tops usable as 


metal table use as 


coasters or ashtrays.) 


Similarities between industrial 
and consumer marketing 


1. Industrial marketing and con- 
sumer marketing are both carried 
on under the following common 


objectives: 


To result in a profitable opera- 
tion. 

To obtain a growing share of 
the market or at least to main- 
tain the present share of the 
market. 

To achieve efficiency in the 
expenditure of all monies in- 
volved in the operation. 

To develop and use advertising 
and promotional efforts which 
will both find new customers 
and maintain current custom- 
ers. 

To market at all times the right 
product or products to meet 
customer needs or desires. 

To be alert to the development 
of new products in the same or 
related fields which will affect 
the marketing operation. 

To maintain the good name of 


the produce) 
2. Where there is no distinguish- 
able product difference there are 
marked similarities in buying mo- 


tives and buying motivations. 


a. Habit, the universal resistance 
to change in buying patterns, 
is equally important in both 

industrial and consumer mar- 

keting fields. 

The personality of the sales- 

man is important in both fields 


3. The use of contracts is charac- 


teristic in the marketing of both 
industrial and consumer goods. In- 
dustrial equipment, raw materials, 
component parts and even supplies 
may be purchased on this basis, an 
infrequent occurrence in the field 
of consumer marketing. 

4. Well 


skilled purchasing groups are found 


organized and_ highly 
both among the customers of indus- 
trial marketers and the customers 


of consumer goods marketers. 


5. In measuring the market for 
either industrial goods or consumer 
goods the manufacturer can obtain 
much basic data from his internal 
sales and production records. The 
marketer of industrial products, 
however, can place more reliance 
on his sales and production record 
information due to his much closer 
relationship with his customers than 
can the manufacturer of consumer 
goods in measuring his ultimate 
consumer market, since the trade 
channels are usually longer and in 


some cases rather devious. 


Conclusions . . Few rules can be 
formulated to portray the funda- 
similarities 


mental differences or 


between industrial and consumer 
marketing. 

Although both industrial market- 
ing and consumer marketing have 
as a common goal the satisfaction 
of the wants and needs of the cus- 
tomer, the two are significantly dif- 
ferent in many important respects 
The differences can be attributed to 
a number of reasons, the most evi- 
dent of which seems to be the dif- 
ference in the products themselves. 

Industrial goods move in a series 


of steps from the mine, forest, farm, 


air or ocean in which the raw ma- 
terials originate through everything 
from a simple to a very complex 
set of manufacturing and marketing 


operations before reaching that final 


step where they are assembled into 
the end product, regardless of 
whether it be an industrial good or 
a consumer good. 

Consumer goods as they leave the 
manufacturer and head into the 
channels of distribution, regardless 
of how complex the channels may 
be, are finished goods and usually 
require no further processing. 

Every practitioner of marketing, 
whether it be industrial or consum- 
er, should become, if he not already 
is, thoroughly conversant with the 
ramifications of those phases of 
marketing with which he is engaged 
and constantly be on the alert to 
visualize new relationships, new ex- 
ceptions to his previously accepted 
theories, and new approaches to his 


chosen profession. 


Not Rules, but Ability . . Every 
teacher of marketing who does not 
already do so should visualize our 
modern marketing machine as be- 
ing at least as complex as an elec- 

Each 
teach the 


tronic computer. marketing 


teacher should funda- 


mental principles underlying the 
entire marketing setup, rather than 
the methodology by which the re- 
sults are achieved. Students of mar- 
keting would thereby obtain not 
only a head full of rules with a 
magnificent array of exceptions but 
an ability to trace the right path 
or paths through the maze of this 
distribution 


complicated system 


which will result in his finding 
the right answer to the particular 
problem at hand. 

After all, teaching is lighting a 


lamp, not filling a bucket. i] 


Editors Note .. 


The above report is published 


pursuant to the policy of the Amer- 


Association of 


ican Marketing 
printing committee reports as sub- 
mitted without editorial revision, 
after approval by the board of di- 
rectors of the American Marketing 


Association. 





As the Building Boom Continues into 55... 


— cover the 


LARGE BUILDING MARKET 
wth 


HEATING 
VENTILATING - 


—THE Magazine that 

actually molds its circu- 

lation to fit this specific 

Market 

...and gives you a bonus- 

feature of “Pinpointed” 

coverage 

... by coordinating its cir- 

culation with identified 

specifiers of equipment: engineers and engineer-type 
contractors who are known to control the bulk of the 
industry’s large-volume buying. 

Proof of HEATING AND VENTILATING’S advertising 
effectiveness is in its high inquiry-returns: better than 
20,000 from advertisements alone in the last 
12 months! 


ON YOUR ADVERTISING SCHEDULE 
FOR 1955... 


HEATING 
VENTILATING 


PUBLISHED BY THE INDUSTRIAL PRESS 
148 Lafayette Street, New York 13, N. Y. 





— couer the 


SMALL BUILDING MARKET 
wtth 


— THE Magazine that cov- 

ers this specific Market 

thoroughly 

... by (1) locating the im- 

portant buyers of the prod- 

ucts you sell: automatic 

heating, plumbing, venti- 

lating, air conditioning and 

related equipment for sys- 

tems which do not have to be individually engineered, 


..and (2) by holding the attention of these known 
buying-authorities with top-calibre, terse news that 
“majors” in subjects in which they are most inter- 
ested: new equipment. 

Proof of HPEN’s intense and responsive readership 
is in its exceptional inquiry-return record: an average 
of over 9,600 per issue! 


ON YOUR ADVERTISING SCHEDULE 
FOR 1955... 


HEATING & PLUMBING 


Egupome” News 


PUBLISHED BY THE INDUSTRIAL PRESS 


Lafayette ef New York 13, N. Y. 


°The Building Boom continues...as we approach 1955 with a 4% increase over the record for 
non-residential building...as the home-and-small-building market promises to exceed $1.5 
billion annually...as the yearly need for schools continues at the pace of $6.75 billion. 
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“THERE'S 
NEVER BEEN 
A PRICE TAG 

ON OIC 

INTEGRITY 


not in oll the 24 yeors 
we ve done busine 


with them! 


Vauves eo 








For a better understanding: of 
distributors’ problems... 








Testimonials . . 


Ohio Injector campaign 
licks distributor problems 


® IF you vE cot distributor trou- 
bles, take a tip from Ohio Injector 
Co. and lick your problem with ad- 
vertising. 

Two years ago this Wadsworth, 
O., industrial valve manufacturer 
faced a three-part problem. Ac- 
cording to advertising manager Paul 
Li. Warner, the problem was: 

1. Franchised 
utors lacked enthusiasm for OIC 
products, mainly because of lack of 


industrial distrib- 


knowledge of the company. An 


inadequate sales volume through 
dealers resulted. 


2. The addi- 


tional distributors and wanted the 


company needed 
best available. 

3. Company salesmen needed 
help in contacting and signing bet- 
ter distributors. 

The company needed an adver- 
tising campaign that would boost 
distributor morale, gain respect of 
prospective distributors, push the 
OIC brand so that distributor sales- 
men in turn would push it, and in- 
still enthusiasm in company sales- 
men. 

The specific advertising job would 
be to stress these four points: the 
company makes quality valves, its 
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products have good consumer ac- 
ceptance, the products are well ad- 
vertised and promoted and the com- 
pany backs its sales policy with 
field assistance and cooperation. 

The campaign, once finalized, was 
based on testimorials from leading 
and respected distributors. The ads 
ran monthly in Industrial Distribu- 
tion. Each set out to prove one or 
more of the four points outlined 
as the advertising job. 

The company reported these re- 
sults from the campaign: 

1. Sales through distributors in- 
creased appreciably. 

2. Leading distributors in ten ma- 
jor markets were franchised. 

3. An upsurge in inquiries from 
distributors seeking an OIC fran- 
chise more inquiries from im- 
portant distributors. 

4. The company sales force in- 
creased its selling tempo with the 
help of a booklet, “Proof That a 
Policy Pays,’ made up of reprints 
of the campaign’s ads. 

The ad manager, Mr. Warner, re- 
ports the company was so pleased 
with the campaign that it is con- 
tinuing it this year, for the third 
year. 8 


8,000-item directory helps 
a distributor’s customers 


A California machine tool distrib- 
utor has compiled a 200-page direc- 
tory that will tell customers and 
prospects just about anything they 
want to know about the distribu- 
tor’s line and tell them quickly 
and easily. 

The directory, “Tools of Our 
Time,’ was produced by Marshall 
Tool & Supply Corp., Los Angeles. 
It lists some 8,000 items and the 800 
companies that make them. About 
1,000 of the items are illustrated in 
the directory. 

The directory contains cross ref- 
erences, so that customers can find 
what they want under manufactur- 
ers’ names, trade names or products. 
The directory also lists about 200 
industries that can use the tools 
listed. It has a list of machinery, 
tools and equipment used by 15 
general industries and it contains 
sections made up of reprints of ad- 
vertising of various manufacturers. 

The directory is distributed to 
customers and prospects by distrib- 
utor salesmen. It’s designed to be 
used in conjunction with Marshall's 
catalogs, which provide more de- 
tailed information. 
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A HITCHCOCK PUBLICATION 
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602 Advertisers 


bought 562 Pages 


1954 Directory 


421% gain over 1953 Directory 
ee 


Be sure to include 


HITCHCOCK’, 
Machine and Tool Directory 
with the monthly issues of 
MACHINE and TOOL BLUE BOOK 


On your 1955 schedule, 





Machine and Too! 


HITCHCOCK PUBLISHING COMPANY 


Ou 
and Too] DIRECTORY 


ecipients, or @PProximately 
Directory mailing list 


RESPONSE: 
04 | % reported that they used the 1954 Machine and 
. Tool DIRECTORY. 


reported the tables were clear and helpful. 
1°, said no 
4°7/> did not indicate 
Teported they Purchased items listed in the 1954 
a 0 MACHINE and TOOL DIRECTORY 
(A similar Study last year revealed that 72% 
Purchased Products listed in the 1953 Directory ) 


indicated they DO Nor USE any other Direc. 

‘ 0 tory ©xcept MACHINE and TOOL DIRECTORY 
17.6%, also use Thomas Register 
9.1%, also use Sweet's Catalog 


6.9%, also use MacRae’s Blue Book 


6.0%, also use Conover-Mast Purchasing Directory 


19.3°, indicated they used “other” and “miscellq. 
neous” directories, 
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issued { 24-page 
of b i i Data File 


Ils for you all year because jt based on 
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Put the 1955 Directory on your schedule, Closing date Noy. 10. 
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salesmen must see to sell! 


This salesman knows where he’s going 


He knows whose “OK” means an order in this plant—and in every 
important plant in his territory. Titles mean little to him—buying 
power everything. Through repeated personal sales calls, he has 
learned the combination of key men he must see to sell. 


MILL & FACTORY builds and maintains its circulation by apply- 
ing this same basic local knowledge of buying patterns on a nation- 
wide scale. 

MILL & FACTORY ’s readers are hand-picked for proven buying 
authority by 1,645 sales engineers across the country—men who sell 
machinery, equipment and supplies to industry. Every copy is paid 
for under this uniquely successful Conover-Mast Franchise Circula- 
tion Method. 


MILL & FACTORY makes sure that your advertising reaches the 
key men in industry — the same pre-identified buying influences, 
regardless of title, your salesmen must see to sell. 


. 





Mills Factory} 





editorially 


Unity for Progress 

s Since the announcement a few months ago of 
the plans for enlarged service of the National In- 
dustrial Advertisers Association, the membership 
as a whole has shown keen appreciation of the 
opportunity for a more. useful organization 
through the expansion of member services. In a 
few instances there have been objections and res- 
ignations. 

We believe that this is the time to emphasize the 
fact that a united front is needed to make the 
most of cooperative effort in this field, as in all 
others. The NIAA has grown mightily through 
the years, and in fact has grown so fast that it 
has been difficult to keep pace with increasing 
demands for information and other member serv- 
ices. The new plan of operation was set up to 
remedy this deficiency. 

Now that the association has created the ma- 
chinery for expanding the work done in behalf 
of the whole membership, it seems to us that the 
correct procedure is to give the administration an 
opportunity to demonstrate what it can produce. 
With enlarged personnel and a more comprehen- 
sive program of member services, we believe that 
the NIAA will be able to show that the increased 
investment which the membership is making in 
the association will be highly profitable. 

The best results can be achieved, of course, only 
with the united and enthusiastic support of the 
chapters and individual members. 


Don’t Talk Down to Salesmen 

® We heard an interesting discussion the other 
day by a leader in the new science of behaviorism, 
which is attracting so much attention among ad- 
vertising and merchandising executives. Why do 
people act the way they do? What is the buying 
motivation which creates demand for one product 
and loss of acceptance for others? 

The speaker referred to reported the results 
of some studies of the reaction of salesmen to the 
presentations of management plans at sales meet- 
ings and conferences, and concluded, as the result 
of numerous depth interviews with the men in 
the field, that much of this effort is wasted. Most 
salesmen, he reported, return to their territories 
antagonistic, confused or merely apathetic. 

The remedy for this type of sterile sales meet- 
ing, he proposed, is to give the salesmen more di- 
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rect participation in sales meetings. Make them 
feel that their ideas are being projected, not that 
they are merely receiving directives from above. 
Engage their emotions by developing personal 
loyalties to men who are providing leadership, and 
give the obvious answer to the natural, selfish 
question of each individual, “What's in it for me?” 

These are considerations which could be highly 
important in developing the kind of sales meeting 
which will be much more productive than many 
which have been held in the past. This applies 
particularly to that phase of the conference which 
is intended to get an advertising program on the 


road. 


More Audits for Business Papers? 

® The fortieth anniversary of the Audit Bureau 
of Circulations, celebrated at the annual conven- 
tion in Chicago last month, was an appropriate 
occasion to emphasize the importance of publi- 
cation audits to everybody in the advertising and 
marketing field, including advertisers, agencies 
and, by no means least, publishers. 

The ABC pioneered in this field in 1914, and 
has made the growth of advertising and its suc- 
cessful use by business possible by providing the 
confidence in media which is so essential to the 
large-scale use of advertising in promoting sales 
and building markets. It has likewise set the 
pattern for audits of publications outside the field 
served by the ABC, as well as for media in the 
non-print field. For all of these reasons, it de- 
served the plaudits which it received from the 
advertising world at its anniversary meeting. 

The business publication field, which is of pri- 
mary interest to industrial advertisers, has lagged 
behind other media groups in the use of audited 
circulation reports. The number of business papers 
which subscribe to any kind of outside audit is 
only a little more than one third of the total. 
While they represent most of the leaders, it is 
obvious that the universal demand for audits by 
advertisers and agencies has thus far not had 
effect, as far as the majority of business publi- 
cations are concerned. 

Buyers of space in business publications can 
expedite the more general acceptance of the audit 
idea by making it plain that they expect publica- 
tions to qualify for audit within a reasonable time 
after their circulations have been stabilized. 





LOOK INTO THE FUTURE-LOOK 








INTO 


PETROLEUM PROCESSING 


the basic book in a basic industry 


Petrochemicals, the 

fast growing off- 
spring of the world’s 
fastest changing indus- 
try, is creating tremen- 
dous new markets for all 
process equipment. 
Write for up-to-date 


market information. 


PETROLEUM 
PROCESSING 





Scarcely a year after beginning 
conversion to paid circulation, 
Petroleum Processing had earned 
its Audit Bmeau of Circulation 
membership — tangible evidence 
of this publication’s importance 
to readers, dramatic proof of its 
growing value to advertisers! 
Petroleum Processing delivers 
basic readership throughout all 
aspects of petroleum processing. 
with the largest coverage in this 


basic industry. Because it saves 


time for readers and still keeps 
them well informed, Petroleum 
Processing has gained a top spot 
in the reading habits of the men 
who engineer and operate petro- 
leum and petrochemical process- 
ing plants. 

You will find Petroleum Proc- 
essing terse and timely, yet thor- 
ough—designed and produced for 
fast, efficient communications 


within a fast, efficient industry. 





PETROLEUM (4.20 @ 
PROCESSING a2 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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Charles W. Bowden, Jr. 
Chemist Turns Ad Director 


Charles W. Bowden, Jr., new manager of the 
market extension division of Minneapolis- 
Honeywell's industrial division in Philadelphia, 
was educated as a chemist and came to the 
company after doing research for Hercules 
Powder Co. and after serving five years as an 
army ordnance lieutenant colonel. He joined 
Honeywell in 1946 and rose to the top spot in 
three industrial divisions before stepping up 
to his present job, in which he directs adver- 


tising and merchandising for his division 


Tk i 


Harold G. Rowland 


An Ex-Highlander Hits the Top 


Born in England, Harold Rowland came here 
in 1923 after serving with the Seaforth High- 
landers during World War I. He sold techni- 
cal equipment for 11 years, then switched to 
space sales when New Equipment Digest was 
born. He went along when N.E.D. became a 
Penton publication in 1943 and rose to be a re- 
gional manager for Steel. Now he has been 
named Steel’s advertising director. Active in 
NIAA and the Cleveland t.f. Club, Mr. Row- 
land’s hobbies are golf, poker and gin rummy. 
“All expensive ones,” he says 





R. Calvert Haws 


You Name It, He’s Done It 


English-born R. Calvert Haws has done about 
everything there is to do in industrial market- 
ing .. and thrown in a host of other activities, 
besides. He's been a: sailor, actor, stage and 
radio show producer, writer, composer, play- 
wright, dollar-a-year man. He’s been ad man- 
ager of two companies, general manager of one, 
has headed his own agency, been account exec- 
utive at another, has held several high NIAA 
posts. Now, he’s advertising and assistant sales 
manager, Western Precipitation Corp., Los 


Angeles. 


Forrest U. Webster 
Carries out TR's precept 


“Every man owes something to the upbuilding 
of the profession to which he belongs,” said 
Teddy Roosevelt. Since his entry into the in- 
dustrial advertising field, “way back in 1913, 
Forrest Webster has followed this credo, play- 
ing active roles in local and national organiza- 
tions. President of NIAA in 1931, this Detroit 
agency head has held big posts in the Indus- 
trial Marketers of Detroit, Detroit Sales Ex- 
ecutives Club and the Refrigeration Supplies 
& Parts Mfg. Assn. He’s held top marketing 
jobs with Cutler-Hammer, Inc., and Union 
Metal Mfg. 














ry 


iy 
Bs sree 
eee at 


1 


For Medicine Men Only... 


The ceremonial mask of the American Indian was worn as a protective shield 
THESE PROTECTIVE COATING ADVERTISERS 
against evil spirits and to safeguard tribal health. Industry, however, must | REACH THEIR MAJOR PROSPECTS 
THROUGH BUSINESS WEEK 


Angier Corp. 
Barreled Sunlight Paint Co. 
Dearborn Chemical Company 


materials, many leading manufacturers rely on Business Week. For through shane = a E. 1., & Co., Inc, 
| ' en o., e 


rely on more scientific and dependable means of protection—like the tough 


protective coatings used to preserve so many products. And to sell these 


Hercules Powder Co. 
Krylon, Inc. 
- P . . Minnesota Mining & Manufacturing Co. 
concentration of management men in business and industry—at less cost— Silane: Chiao Ce. 
; : Mortell, J. W., Co. 
than through any other general-business or news magazine. The result— Nox-Rust Chemical Corp. 
' Parker Rust Proof Co. 
Business Week consistently carries more protective coat- a Tropical Paint & Oil Co.) 
Paterson Parchment Paper Co 
ing advertising than any other magazine in its field. Pennsylvania Salt Manufacturing Co. 
Pierce, F.O., Co 
Pittsburgh Plate Glass Co. 
YOU ADVERTISE IN BUSINESS WEEK WHEN os Presstite Engineering Co. 
YOU WANT TO INFLUENCE MANAGEMENT MEN . ree i agg 
% : onneborn, L., Sons, Inc 
| ’ oe Steelcote Manufacturing Co. 
| vs ; Sun Chemical Corp. 
B U S { N e Ss S W e & 4 | Thilmany Pulp & Paper Co 
| Tremco Manufacturing Co., The 
; Wallace Supplies Manufacturing Co. 
Western Waterproofing Co 
ce: Publishers Information B 


the pages of Business Week, protective coating advertisers reach a higher 
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Paul Davis, Production Manager, Chambers Corporation, Shelbyville, Indiana, says, ‘I 
keep CONOVER-MAST PURCHASING DIRECTORY in my office—within easy reach. 
This convenience obviates a trip to Purchasing for information in their bulkier directories.” 


ARE YOU REACHING THE 
ALL-IMPORTANT PLANT AND ENGINEERING GROUPS? 





As you know, to do a complete selling job, you must 
reach men like Paul Davis, Production Manager of 
Chambers Corporation, makers of the famous 
Chambers gas range. 

Through CONOVER-MAstT PURCHASING DIREC- 
TORY, you tap the great volume of buying inquiries 
coming from plant and engineering executives. 
More than half of C-MPD’s circulation—54% —is 
among this important group. It brings you right 
into the plant and the engineering department as 
well as the purchasing department. It touches all 
buying bases. 

C-MPD can get profitable business for you. Send 
for .. . “‘How to Use Directories for Best Results.” 
No charge—no obligation. 





TORY 








Conover-Mast 
PURCHASING DIRECTORY 


205 EAST 42nd ST., NEW YORK 17,N. Y. 


BRANCH OFFICES 
CHICAGO * CLEVELAND * LOS ANGELES 











employe communications 


public relations 


by Robert Newcomb 
and Marg Sammons 








+— SPECIAL SECTION ON RETIREMENT 
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THE arny YEARS- 


ODAY, THERE ARE 13,600,000 people in the United States who 
are 65 years of age or more. Because of improved health and 
living standai¥i, people are living long he 
by 1975 we can expect to have more than 
65,year or older in our population Ts of three babies born 
today can expect to celehrate their ¢ 
majority of adults, who have avoided the pitfalls of infone y and 
childhood to reach their present age, will live well beyond 65. 
it’s obvious therefore that a large part of our pe needs on is 
now and will be made up of so-called “older people.” And because 
of employment policies in business and government, most of these 
people will be retired.at or near age 65. They will be forced 
into an entirely new way of life. In most cases they will have no 


Most of ws can expect to live 


000,000 Americans 


» birthday. And a large 


on we 








Have You Workers Retiring? . . A special section on re 


tirement tells “how to do it” 


in American Brake Shoe magazine. 


Brake Shoe faces ‘old age’ .. 


offers facts on it to employes 


Company magazine does a thorough reporting job to help readers 


® WHEN employes and retired em- 
ployes of American Brake Shoe Co., 
New York, opened their copies of 
“Brake Shoe News” a month or so 
ago, they came across something 
especially interesting. 

The lead article, of which the 
first page is reproduced above, of- 


fered some impressive data about 
the growing number of “older peo- 
ple” in the nation, the special living 
problems they face and what work- 
ing people can do to help solve these 
problems when they hit retirement. 

The Brake Shoe publication, ed- 
ited by Walter Anderson at com- 


NZ 


Industry’s relations with 
Employes/Stockholders 
Distributors/Suppliers 
Neighbors 





pany headquarters, 230 Park Ave., 
New York 17, has given up about 
half of itself to a special section on 
retirement. 


What You Need to Be Happy. . 
First, however, let’s look at some 
of the factors that enter the 
retirement picture: Actually only 
a few industrial employes each year 
cross the finish line with all the es- 
sentials to a happy retirement . 
reasonably good health, an ade- 
quate and assured income, and, 
particularly, something to do. Medi- 
cine and medical research are doing 
a lot to prolong life, and it may be 
noted that the span has been en- 
couragingly extended. But the situ- 
ation with respect to the other two 
factors is not so rosy. The dwindling 
value of the dollar in recent years, 
the added bite of taxes and the fail- 
ure of Social Security to provide a 
solution have conspired to make 
retirement, for most, highly uncer- 
tain. 

Breadwinners with older people 
to support can’t dole out too gen- 
erously. They themselves are caught 
in the rise of high living costs. Yet 
the customs of the country dictate 
that a person at 65 or there- 
abouts . . must hang up his tools, 
whether he feels like it or not, 
whether he can afford it or not, or 
whether he has any future blocked 
out for himself. 


What Can Be Done. . What the 
Brake Shoe organization has done, 
in its excellently assembled special 
supplement in the employe paper, 
is to give official recognition to the 
matter of aging. There are several 
features involved in the section, 
broken down about as follows: 

1. An impressive cover. Journal- 
istically, it’s good to theme the cover 
to the issue, and Editor Anderson 
has done it well. 


vontinued on page 100 
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about the men who read... 


There are 45,000 of these POWER readers. They make up by far the 
largest audience available to you in the power field. Their jobs extend 
across all industry, because generating power, moving and applying it, is 
essentially the same operation in a sugar refinery as it is in a textile mill 
or a brewery. 

And their jobs extend throughout the plant, where steam power does 
process jobs and electric power drives production machinery. 

In a big manufacturing plant one man, with his staff, is responsible for 
power in all its forms: steam, electricity, air conditioning, refrigeration, 
heating, compressed air, water. 

In big service plants, such as colleges and hospitals, laundries and hotels, 
these same power services are essential. The bigger the building, the more 
of an engineering Job to heat it, cool it, run its elevators and water systems. 

And in consulting and construction firms, POWER readers design and 
build power plants, specifying the equipment required for all the power 


services. 


45,000 subscribers are not only the 
largest audience available. They are also the most 
intent and consistent readers, as shown by many, 
diversified, independent readership studies. 
POWER readers pay a substantial subscription 
price because they want the helpful and interest- 
ing information they find in its complete editorial 
and advertising pages. 


When a product is displayed and explained in 
POWER it is abundantly associated with the two 
most valuable qualities possible for you to buy in 
industrial advertising: readership and confidence. 

All of these primary advertising facts were 
again emphasized last year, when equipment man- 
ufacturers invested more advertising dollars in 
POWER than in the next four power-field maga- 
zines combined. 


behind it. 


MeGraw-Hill 





employe communications . . 


2. A common sense editorial by 
the company’s president, Wm. B 
Given, Jr. It is no mushmouth sen- 
timent about life’s twilight, but 
man-to-man talk about learning to 
retire. It sets the pace for what’s 
to come. 

3. A sound introduction to the 
subject. Editor Anderson calls his 
lead article, “The Later Years.” He 
discusses retirement sensibly and in 
detail, with references to saving, 
health, activity and the development 
of outside interests. 

4. Helpful supplemental material 
on retirement. The next several 
pages in the section are given over 
to specific suggestions and_ ideas. 
For example, one sub-section deals 
with post-retirement activity, and 
a list suggests several types of work 
retired employes could profitably 
do .. from animal raising to hotel 
work to manufacturer’s representa- 
tive to teaching crafts and tutoring. 

Physical fitness, of course, is an 
important phase of successful re- 
tirement, and Brake Shoe in its 
magazine has engaged its medical 
director to write about medical care. 

A large sub-section covers the 
topic of financial security. Employes 
contemplating retirement learn here 
(or are reminded here) of the fi- 
nancial factors involved in retire- 
ment. Helpful tips are given with 
regard to the need for birth certifi- 
cates, proof of citizenship, etc. Part 
of the sub-section is called, “Here’s 
What You Get from Social Secu- 
rity,’ and spells it out for the em- 
ploye reader. 


Give Them Facts . . Still another 
sub-section is what’s calléd “Suc- 
cess stories of retired Brake Shoe 
people.” Here is the documentary 
evidence some retirees need to con- 
vince them that the job of orienting 
to retirement can be accomplished 
without too much pain or incon- 
venience. Several pages are assigned 
to this theme; retired employes are 
shown at their post-retirement jobs 
or hobbies, and details are given so 
that any employe interested in pur- 
suing a similar course has sound 
guidance. 

Some concerns have gone farther, 
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of course, in the matter of retire- 
ment counseling, in talking over job 
possibilities with those planning to 
retire. 

For the more aggressive editors, 
who wish to try on the shoe, here 
are a few useful sources of added 
information: The publication “Ag- 
ing” . . 50 cents a year . . which is 


available from Superintendent of 


Documents, Government Printing 
Office, Washington, D. C.; “Selected 
References on Aging” from the 
Committee on Aging and Geriatrics, 
Federal Security Agency . . also 
available from the Government 
Printing Office, and “Encouraging 
Effective Preparation for Retire- 
ment,” published by Ebasco Serv- 
ices Inc., 2 Rector St., New York. ® 





Communications man of the month.. 


Public relations aren't easy in Hawaii, 


but it's amazing what one man can do 


Roy Leffingwell 


@ ROY LEFFINGWELL took Horace 
Greeley’s advice with a dividend. 
He went west as far as he could go, 
then took a boat and went farther. 
He landed ultimately in Hawaii, in 
the chair of the director of public 
relations of the Hawaiian Sugar 
Planters’ Association. He missed the 
beehives of public relations activity 
common to this continent, so he 
built a beehive of his own. 

Public relations people and oth- 
ers in this country hear a lot about 
Leffingwell and _ his 
staff. Over the years since 1946 he 
has tangled with some of the knot- 
tiest public relations problems in the 
world of industry. Roy and his as- 
sociates started an employe com- 


crackerjack 


munications program in that year, 
and the Islands were shortly hit by 
a paralyzing 79-day strike called by 
the Longshoremen’s union. The 
ILWU is a communications-minded 
union, with three radio programs a 


day, two newspapers and heavy 
coverage in a third, and it places 
considerable advertising. 

To reach out to management and 
employe groups uninformed and 
unconcerned about communications, 
to get the public aroused to the 
industry story, was a staggering job. 
Yet the range and quality of the 
which Mr. 
Leffingwell developed, are impres- 
sive indeed. There is a PR informa- 
tion bulletin, issued weekly. A so- 


association’s products, 


cial science research bulletin goes 
out bi-weekly. Mr. Leffingwell and 
his aides have just completed their 
fifth opinion poll in the islands, with 
excellent reactions. A press office 
turns out useful news releases and 
its weekly “Sugar Briefs” give pro- 
duction figures, personnel changes, 
price fluctuations, etc. An artistic 
external job narmed, “Sugar News,” 
heavy on pictures, goes to 7,000 
opinion-molders in the Hawaiian 
Islands. The association uses movies 
extensively, and its annual report 
last year was on film. Employe pub- 
lication editors get a special news 
service, and there is a Plantation 
Industrial Editors Association, 
sparked by Mr. Leffingwell. A “flash 
bulletin” is a rumor-killer that gets 
to every employe in less than two 
hours. In the Islands, that’s some- 
thing. 

Mr. Leffingwell 
membership in several public rela- 
tions groups, and is active in all. 
People don’t think of him as being 
many miles away. They think of 
him as being in the same room, tell- 
ing what’s right up te the minute. # 


maintains his 











I&EC gives advertisers COMPLETE REPRE- 
SENTATION in the C&PI at only $475 per 
page .. . $600 less for 12 issues than the 
next chemical and chemical engineering 
magazine. 








NEW YORK CHICAGO CLEVELAND 


The big sales 

are made to the 
Chemical and 
Process Industries 
at the 

EXACT POINT 
where research 

is translated 

into production... 


where INDUSTRIAL & ENGINEERING CHEMISTRY‘S 


high level planners in...Production, Research, 





Deve — at, Design, translate their specifications | 





into king size orders for...Plants, Equipment, Chemicals, 





Materials...AS A TEAM, because buying is a 


team operation in the C&PI...not a one man — one title — 





one function job. It’s almost impossible for salesmen 





to see every member of the buying team... but I&EC does. 


Inquire about I&EC’s exclusive ad merchandising service to 
15,000 industrial chemists and engineers. 


AL & ENGINEERING 


An American Chemical « 
Society Publication , cy, 


Advertising Management: REINHOLD PUBLISHING CORPORATION 
430 Park Avenue, New York 22, N. Y. 
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\dvertising can help you sell the PA and keep him 
sold. That's why so many leading industrial adver- 
tisers use PURCHASING Magazine. 


Salesmen sometimes neglect to sell the PA on their 
product, and their company as a supplier. What hap- 
pens then is very simple. The order goes to a com- 
petitor. That’s a “K.O.”! 

Successful salesmen, on the other hand, sell the PA 
first, last and always. They know that two buying 
groups have to be sold — not only plant executives. 
but purchasing executives, too. To get the order, 
they know they need the Purchasing Agent’s “O.K.” 


If you sell an industrial product ... 


put PURCHASING power behind it! 


Since 1915, Purcuastnc has been the PA’s own mag- 
azine —the unchallenged leader in its field. Proof 
of the value of its editorial service and its high read- 
ership is PurcHasinc’s high renewal rate — 80.9%! 
And PurcHasinc Magazine gives you the greatest 
available coverage of industrial purchasing agents. 


eC 


PURCHASING 
NB P| 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


The basic magazine on any industriat advertising schedule! SPA 


A CONOVER =+MAST 
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copy chasers 


Institutional ads . . corporate 
type .. scrape the bottom 


® AS PENANCE for our sins (and this 
will give you an idea of the enor- 
mity of our naughtiness), we have 
been investigating what some pro-- 
fessionals are pleased to call “insti- 
tutional advertising.” 

This is a term which does not 
ordinarily satisfy the people who 
have to pay for it . . probably on 
the grounds it suggests “dilettante.” 

Some people prefer “corporate 
advertising” as a designation for the 
differentiation between it and pure- 
ly “product advertising.” 

Others call it “leadership adver- 
tising,” liking to believe that such 
advertising can be afforded only by 
leaders. 

Still others favor “prestige adver- 
tising” and “reputation advertising.” 

After subjecting ourselves to sev- 
eral hundred ads of this genre, we 
can think of another word to repre- 
sent most of it, but that word would 
keep IM out of the mails. 

But upon contemplating the phil- 
osophical aspects of the subject, we 
are inclined to the proposition that 
“institutional” is the term to use to 
represent the whole class of non- 
product advertising and that it en- 
compasses two somewhat different 
types which may be called “corpo- 
rate” and “leadership” (or “pres- 
tige” or “reputation’”’). 

Corporate represents advertising 
about the company .. its physical 
structure, facilities and other assets, 
its history, its scope of product and 
market coverage. The pre-eminence 
of the institution is thus described 
explicitly, in terms which are abso- 
lute, from a viewpoint which is ob- 
jective. It is normally addressed to 
people who have indirect influence 
upon purchases (such as top man- 
agement) and thus, presumably, 


have no interest in, nor would 
understand selling copy 
product. 

Leadership represents advertising 
by the company . . statements of its 
reason for existence, position in in- 
dustry, policies and virtues, beliefs 
(religious, patriotic, philosophical, 
political and economic); reports of 
its achievements and contributions; 
messages in the public interest; and 
valentines to those whom it would 
befriend. The pre-eminence of the 
institution is thus described implic- 
itly, in terms which are relative, 
from a viewpoint which is subjec- 
tive. It normally runs in magazines 
that have a higher page rate than 
smaller companies can afford. 

Let’s take a look, together, at 
some examples; we can stand it, if 
you can, and since there’s so much 
of it, some of you must be respon- 
sible for it, so let’s see how you like 
it when somebody else does it. 


on, the 


Tapping 4,500,006 tons of pig iron @ year 
from twelve giant blast furnaces 


National Steel . . Explains ‘who we are an 


as inserted 





NY 


Now let’s talk about corporate 
advertising. 


1. Who we are 

It’s certainly basic for a company 
to issue a clear statement of who it 
is. In many cases, it suffices to say 
that “we are the people who make 
so-and-so,” having first established 
an interest in “so-and-so.” 

But with other companies, it’s 
different. Either they are complex 
organisms or they perform a new, 
peculiar or little-understood func- 
tion in industry. 

National Steel Corp., for example. 
Here’s a spread carrying a full-color 
painting by Peter Helck of a blast 
furnace. After a paragraph or two 
about blast furnaces in general and 
National Steel’s two new ones, copy 
explains: 

Increased pig iron capacity is but one 
hase of the expansion which has covered 


|{N 


f National's operations from 


finishing facilities . . 
jreat new coal and iron ore proper 
new equipment of the many kinds 
required to manufacture National's wide 
range of steel products. 

Continued on page 106 
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POWER ENGINEERING... 
Editorial Authority 1s Earned 


A strong staff of editors, each an authority in his 
own engineering specialty, is headed by Andrew W. 
Kramer. 


Andy Kramer's record of achievement, his many 
published books, and his remarkable ability to in- 
terpret technical subjects in clear understandable 
language have won national recognition. 


A member of the Advisory Board on Technical In- 
formation of the Atomic Energy Commission, he is 
a recognized authority on atomic energy and nu- 
clear physics. He is also an expert on all electrical 
subjects including electronics. 

His most recent book, “A Power Plant Primer,” has 
won wide acclaim for the clear picture it gives of 
power plant operation in non-technical language. 
Such editorial leadership must be earned and Editor 
Kramer's ideals and constant striving for perfection 
are reflected in the attitude and work of the entire 


staff. 


Power Engineering continues to build editorial 
acceptance through this kind of editorial coverage. 





“< 
5 


Power Engineering believes in these 3 important 


ingredients . . . to build this acceptance. 


1. Timely Information The power engineer needs 
his own publication specializing in his day by day 
problems. Because Power Engineering is edited 
specifically for him, it must be up to the minute... 
to give real help. Our field edited policy guarantees 
this timely information. 


2. Direct Technical Treatment Because qualified 
power engineers are the only readers, each article 
can be directly slanted to them, and can take full 
advantage of practical technical terms and formulae. 
which is the power engineer's language. 


3. Editorial Leadership Power Engineering pio- 
neered original articles on such advanced subjects 
as 

electronic theory and application 

the modern circuit breaker 

atomic power 


the gas turbine 


Important to cost conscious advertisers 


Because Power Engineering confines its circulation 
to power engineers who are responsible for the de- 
sign, construction, management, operation and 
maintenance of power services ... we can GUAR- 
ANTEE 10006 COVERAGE OF READER INTER- 
EST. 


You don’t have to buy surplus circulation directed 
to other plant operating men in order to reach the 
power engineer. Some industrial publications reach 
some of this power group, but in addition also 


cover other plant operating men. This is unneces- 
sary if ycu use Power Engineering . . . because you 
buy only the circulation you need . . . atethe lowest 
unit cost. For more information about this low cost 
coverage, write to Technical Publishing Company. 
110 South Dearborn St.. Chicago 3, Ill. 


“Power Engineering is the only magazine ex- 
clusively edited for and circulated to... the power 


engineer. 


*If you would like a complimentary copy of ‘‘A Power Plant Primer,’’ just ask for it on your letterhead. 





( POWER ENGINEERING 
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copy chasers .. 





For catalogs and folders... 














Copy is followed up by a section 
which is headed “Seven Great Di- 
visions Welded Into One Complete 
Steel-Making Structure.” Each of 
the divisions (Great Lakes Steel 
Corp., Weirton Steel Co., etc.) is 
represented by a small drawing and 
a few lines of copy. All this thus 
describes “This Is National Steel” 

. which is the headline on this and 
other ads in the series. 

Hanson-Van Winkle-Munning is 
the rather awkward name of a 
company which is making an effort, 
logically, to build up recognition for 
the initials H-VW-M and also to 
tell what it is. It is, as a footplate 
states, “Industry’s Workshop for the 
Plating and Polishing 
Equipment, 


Finest in 
Processes, Supplies.” 
Method seems to be less admirable 
than purpose. The spread before us 
shows a pair of gloves (workman’s) 
holding and pointing to a circular 
piece of material which is highly 
polished and mirrors a scene of a 
man (executive-type) watching an 
operator do a polishing job. That's 
all right, but the headline is, “We 
have just one point to make —,” 
and somehow that strikes us as such 
an aggressive statement that we're 
inclined to hurry right by. But for 
the record we'll put down the “one 
point”: 


When i 
as well as Electr 
ations, one name means most t 


r 


LTV Ms 
n-V W-N 


ues every 
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“This Is Girdler,’ says Girdler, 
having perhaps seen the National 
Steel campaign. A man is shouting, 
and cutting into him is an air view 
of “Another Chemical Plant Built 
by Girdler,” and cutting into that is 
an insert of a hydrogen plant built 
by Girdler. So you see, “This” is 
not Girdler . . it’s a B. F. Goodrich 
plant. 

The Mead Corp. meets the prob- 
lem head-on, with a long-running 
series in which the two 
“Mead Papers” 
giant size and in various forms (in 
this instance on a theater curtain). 
We've always resented this cam- 
paign on the ground that they’ve 
used money rather than appeals to 
put across the brand name. We’re 
not sure we're right in not liking 


words 


are reproduced in 


the campaign, because we're cer- 
tainly aware now that Mead makes 
paper and this is one important step 
toward a sale, but we think some 
other companies have gotten further 
at somewhat less cost. 


2. History 

What a company has done and 
how it has grown are reasonable 
arguments in favor of doing busi- 
ness with it. Trouble is, not many 
people out in the audience are in- 
terested in reading about it. 


There’s quite a bit of advertising 
of this kind, and some of the adver- 
tisers attempt to interpret the past 
in terms of the future . . or the fu- 
ture in terms of the past. 

A. O. Smith Corp. . . which cer- 
tainly has so many irons in the fire 
that it has a hard time remember- 
ing itself all that it makes . . reports 
on its history under the headline 
“Doorway to Tomorrow” which 
is the kind of headline which would 
move us on fast if we weren’t paid 
to do this work. 

Illustration is a bunch of men 
walking toward a door. Copy starts: 


Beyond this doorway hundreds of high 
ly-trained engineering specialists gather 
ily. Modern laboratories within are the 
O. Smith experimental, 


1a testing activities. 


Rest of the ad tells how “Men 
who work here have helped you to 
live better, our industries to grow 
great, and our country to remain 
strong ... through their determined 
search for a better way tomorrow” 
.. they made A. O. Smith “Ameri- 
ca’s largest manufacturer of aerial 
bombs during World War I,”’; they 
produced “the first heavy-coated, 
shielded-are electrode and the first 
all-position, extruded-coating elec- 
trode that revolutionized metal- 
working”; they “found the way to 
mass produce large-diameter pipe 
by automatic resistance welding’; 
and so on. Seems to us that West- 


Sontinued on page 110 





23 a uw FL SE aia 








Doorway to Tomorrow 


Beyond this doormey tw 


Tedduy and te the future, cons ram 


dre rae a ets te 








. the headline doesn't catch the eye 





How ‘to buy 


What qualifications should an advertising agency 
q g ag 5 


have to handle your account? 


Assuming the agency is fully staffed in all normal 
departments and has a generally good operating 
record, most people would probably answer that the 


important qualification is experience. 


In our opinion, the way an agency thinks and 
works is perhaps even more important, but that 
standard brings in some intangibles that are 
admittedly hard to judge. However, neither is experi- 


ence as easy to evaluate as it seems at first glance. 


For instance, an agency may never have had an 
account in the same product category as yours. But 
it may have people who have had highly successful 
experience on those products. Because it has those 


people, that agency therefore has experience. 


Or an agency may handle the advertising of prod- 
ucts marketed through the same channels as yours, 
in much the same manner. That agency also has 
experience to offer, and sometimes has the added 
advantage of fresh creative thinking and a broader 


viewpoint. 


Or an agency may have had an account similar to 
yours and lost it for any one of a number of reasons. 
That agency, too, has experience, but it may or may 


not be good experience. 


You also need to know how much of the agency’s 
experience will be available to you. How much will 
be tied up in people who will have little to do with 


your account? 


So, there are different kinds of experience and 
different degrees of experience. There’s a difference, 
too, between exposure and experience. 

You’ve seen people who have been exposed to 
experience without ever getting very much. You've 


seen others who have become widely experienced in 


a very short time. The difference is in the ability to 


absorb experience and put it to use. 


In considering a prospective advertising agency, 
then, you cannot measure experience in years alone, 
or in number of accounts similar to yours. You can 
be sure of getting effective experience only by getting 


effective people. 


For in the last analysis, experience és people 
people who have demonstrated the awareness to 
absorb what they see and hear, and the craftsmanship 


to put it to use effectively. 


We have built an organization of people like that. 


nOoVE FT i fine 


CHICAGO «+ PITTSBURGH + NEW YORK 
AFFILIATES 
PUBLIC RELATIONS * BURSON-MARSTELLER ASSOCIATES, INC. 
MARKETING COUNSEL * MARSTELLER RESEARCH, INC 
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Your sales story in Electric Light and Power 
reaches key men like these... 


This is the reason why Electric Light and Power can do a selling job for you. 
It reaches the key men in the nation’s leading power companies. 


For example, take the Dayton Power and Light Company. Look at the titles 
of the men in this important mid-west utility who are now receiving this mag- 
azine. These are the company’s key men. These are the men who influence 
buying. They are the men you will have to sell. And you can reach every one 
of them through the pages of Electric Light & Power. 


What is true with this company is true with every leading supplier of electric 
power in the nation. Electric Light and Power reaches their key men — the 
men who influence buying. 


It is this kind of penetrating coverage that will get your sales story to important 
buyers that your own sales people may have difficulty in reaching. And missing 
a key man may mean missing a sale. 


To reach the important buyers in the electric power industry, put your sales 
story where they will be sure to see it. Put it in the magazine they read. Put it 
in Electric Light and Power — the only magazine serving the electric power 
industry exclusively. The Haywood Publishing Company, 22 East Huron St. 
Chicago 11, Illinois. 


ELECTRIC LIGHT AND POWER 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY! 


SALES OFFICES: 

CHICAGO 11, ILLINOIS CLEVELAND 15, OHIO NEW YORK 17, N. Y. WEST COAST 

22 East Huron St. 1836 Euclid Ave. 101 Park Ave. McDONALD-THOMPSON 
WHitehall 4-0868 PRospect 1-0505 MUtrray Hill 3-0256 San Francisco Seattle 
Walter J. Stevens John E. MacArth‘tr J. H. Thomson Los Angeles Dallas 
G. E. Williams W. A. Clabault 


GN Od | 


Turbine room at the Dayton Power and Light Company’s new O. H. Hutchings Generating 
Station where the last new turbine was installed in October, 1953. 

Ground for this station was broken in November, 1946. The first 60,000-kw generator was 
put into service in July, 1948 with a new one being added each year until completion. Total 
capacity of the plant is now 360,000-kw. Combined with the Frank M. Tait station, this now 
gives the company a capacity of 580,000-kw. 

The Dayton Power and Light Company, Dayton, Ohio, is one of the mid-west’s leading elec- 
tric utilities serving an area of about 6,000 square miles in west-central Ohio. It supplies 
electric power to more than 222,000 customers and serves as a major source of electric 
energy for an important industrial area. 

Since the end of World War II, the Dayton Power and Light Company has invested more 
than $126 million in new and improved generating, transmission and distribution facilities. 
Its present reserve capacity is estimated at 100,000-kw. 











COPpy chasers e e begins on p. 103 


inghouse Air Brake, for one, does 
a better job. 

M. W. Kellogg headlines its ad 
“Engineering for Tomorrow” and 
immediately launches into a report 
of some of its achievements: “first 
fluid ‘cat-cracking’ unit, first: com- 
mercial gasoline-from-coal Synthol 
plant, first uranium-235 gaseous dif- 
fusion plant, first commercial pro- 
duction of trifluorochloroethylene 
polymers (KEL-F), first controlled 
electrical casting of specialty steel 
alloys and other pioneering 
‘firsts’ too numerous to mention.” 
Illustrative element is a drawing of 
the world surrounded by some cir- 





The text for this is composed of 
a long string of cliches, and there 
is hardly a line which a Fortune 
staff writer would be guilty of. Cer- 
tainly not: 


Turn back the clock fifty years. 
. an America just awakening to the 
potential of the forthcoming industrial age. 
Today Pangborn plays a vital role. 
. is due in no small part to... 
. . Pangborn’s contribution to our way 
of life is evidenced by... 
Now the foundation was laid... 
. ideals and dedication .. . 
steered this organization... 
Today's automatic pushbutton machine 
. is a far cry from... 


An industry leader answers 


some questions about BIGN ESS 


AMOTHER BIG PLANT AND STILL GREATER 


PRODUCTION CAPACITY FOR BATONIER 





cles representing some of the things 
the company works at. 

Both these examples have low 
reader interest, but even so they 
make absorbing reading compared 
to the four-page insert which the 
Pangborn Corp. ran to celebrate its 
golden anniversary. Page 1 is a 
reproduction of both sides of a 
medal (presumably gold), on one 
side of which appears the heads of 
Thomas W. and John C. Pangborn 
and on the other an air view of the 
plant. Inside spread is a Fortune- 
format narrative entitled “The 
Giant’s Strength” and sub-headed 
by a quote from William Cullen 
Bryant. 
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Rayonier . . 


Halfway through, the copy gets 
pretty interesting, and it’s too bad 
they had to kill the readers off back 
in the beginning. (Some day, we’d 
like to read all the way through a 
piece of commemorative copy which 
started out by telling about a couple 
of guys who began a business be- 
cause they wanted to make a lot of 
money, and did.) But the closing 
paragraph brings out the full or- 
chestration of “progressive think- 
ing,” “sound business principles,” 
“loyalty of the capable men who.” 

Back page is a sickly-sweet trib- 
ute to the two founders from “the 
Employees of the Pangborn Corpo- 
ration.” 


We bet they received congratu- 
lations by the bushel, but now that 
the birthday is over, Pangborn had 
better get back to selling its prod- 
uct . . orders are more gratifying 
than compliments. 


3. Physical assets 


It’s natural to want to do business 
with suppliers who show evidence 
of being able to fill your order. . 
so just as natural to invest some 
advertising money in _ describing 
facilities. 

National Steel does this, as we 
have shown. In another ad: 

If any one part of the vastly complex 
process of steel production can be called 


the heart, it is the open hearth furnace 


Rayonier To Moke 
oe _oands: te \ 
gover ae 


ea - aia, ¥ Ln 


RAYONLER 
* " ? eMre 


where’s the human interest? 


operation - because it is here that the 
raw materials are brought together and 
finally made into steel. 

This painting by Peter Helck shows two 
of National's 30 open hearth furnaces... 
all much larger than average, and almost 
one-half with a capacity of 550 tons per 
heat the world’s largest. 


Rayonier Inc. has been running 
a series about itself which we think 
misses the mark because of un- 
wieldy layouts and a lack of human 
interest. The sample we have before 
us, we don’t understand. 

Here’s the headline: “An Indus- 
try Leader Answers Some Questions 
About ‘Bigness’.” Well, there’s been 
some talk about the big guys getting 

Continued on page 114 








Its shop talk helps your sales talk ... with 7,500 key buyers 


You won't find any “fringe area” editorial matter in 
STEEL Processinc. Articles such as “Phosphate Coatings 
for Assisting Cold Extrusion,” “Fast Roll-Spot Technique 
Doubles Welding Speeds” and “Trends in Modern Forg- 
ing” are typical of the straight shop talk readers want 
and get in the pages of every issue. 

Because it insures intensive, cover-to-cover readership, 
this shop talk pays off for advertisers. In STEEL Process- 
ING, your sales messages go to work in good company. 


They reach industry decision-makers, 7,500 key buy- 
ing authorities who specify products and services for the 
forging, heat treating, stamping, forming and welding 
industries. What’s more, this circulation is verified and 
guaranteed through BPA audit. 

We'd like to give you more information on how STEEL 
PROCESSING provides thrifty and thorough coverage of the 
enormous industry it serves. Why not write or call now 
for the complete story? 


STEEL PROCESSING 


IS PUBLISHED BY 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh 30. Pa 
Phone COurt 1-1214 
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THICK-OR-THIN-STORY . . . Down into a liquid goes the tiny 
probe above Dr. Woodward's hand. It slices back and forth 800 
times a second, and a dial tells the viscosity of the liquid. It’s 
another RCA contribution to the stream of new instruments 
for research and testing—and to build into automatic machines. 
ELECTRICAL MANUFACTURING readers design instruments into 
products use instruments for laboratory testing. 





NEW WAY TO WORK A DRAGLINE. This is the inside of the 
new cab of a dragline. International Minerals & Chemicals has 
installed air conditioning, fluorescent lights, a microphone and 
complex electrical controls . . . a right efficient way to grab 
giant chunks of phosphate rock by pushing the right button. 
There’s no end to the machines getting new electrical controls! 


Hi, AUDREY! Tain’t 25th century fantasy, but here and now- 
a machine that listens. A Bell Laboratories’ scientist speaks 
a number through a ‘phone to a new device he calls ‘‘Audrey”’ 
.and Audrey flashes back the right number! No telling 
what twist this can give to automated machines ELECTRICAL 
MANUFACTURING’S readers are developing for the future! 


PUSH BUTTON SHAPES... Now, complicated dies, moulds and 
the contouring of irregular shapes can be run by push button 

.. asin this giant Turchan machine. Its cutter automatically 
reproduces in metal a model “‘traced"’ by a servo-valve. It’s a 
good picture of what’s happening in the design engineering of 
all kinds of metalworking machines today. 
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The wonderful 


We’ve come a long way since an electric motor 
was first hooked up to a machine. . . and the 
electrical age boomed in! 

Now we are in the middle of a new era.. . this 
one an automatic age . . . still electrical, only more 
so. There are dozens of motors designed right into 
today’s machines, with electrical drives, electronic 
controls, built-in devices of a hundred kinds mak- 
ing it a poor industrial investment to hold onto 
plain old-fashioned machines. 

That puts the readers of ELECTRICAL MANU- 
FACTURING right at the core of the whole problem. 





PRINT THAT PICTURE! Ready for late ‘55, the Fairchild 
Sean-A-Sizer automatically enlarges or reduces a picture 
and makes a plastic engraving. Shift gears and it adjusts 
the halftone screen. This is one of many new machines put- 
ting the latest electrical technology to work for printers. 


COME INTO THE KITCHEN, MOLLY! How keep a housewife out of Frigidaire’s 
electrical Kitchen-of-Tomorrow? You probably saw it on TV... working at a 
wave of the hand...using new techniques to make living automatic. It’s a 
testing ground for new ideas and new Frigidaire products... typical of a thou- 
sand exciting ideas on today’s drawing boards to build bigger sales tomorrow. 


electrical tomorrow 
is in the design stage... now! 





For the men at the design engineering level in 
industry are developing the booming market in 
electrically operated products. 

They get their ideas from ELECTRICAL MANU- 
FACTURING... their up-to-the-last-minute technol- 
ogy ... their data on materials and components 
they specify for every electrically operated product. 


Send for “THE WONDERFUL ELECTRICAL. TOMORROW” 


For sales and advertising 
executives who want a look nei 


La ey 
at developments ahead in the NG RE 0 eee 
field of electrically operated 
products, ELECTRICAL vanes" 
MANUFACTURING has a ema: 
lively new picture booklet . . . = UE. 
~ 


Your advertising in ELECTRICAL MANUFACTUR- 
ING talks to the men in charge of design engineering 
as one market—across a score of industries. And it 
sells them more—because it serves their most 
urgent interests. 

ARR 


Electrical 
Manufacturing 





an eye-opening story of 
growing markets worth fight- 
ing for—today and tomor- 
row. Write for a copy. 


TOMORROW 








Electrical Manufacturing 


The essential magazine for every engineer designing electrically operated products 


THE GAGE PUBLISHING COMPANY e 1250 Sixth Avenue, New York 20, N.Y. 
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copy chasers .-. 


How smart can 
machines be? 


lepend on people 
and use them. What 

not people. Or General 
husiastic about them. Be. 
heu hopes, desires and yobs, 


ustomers. Machines can't 


though they are, machines will 





as people. Not while people are 
hink them up, smart enough to let 


rudging work 


Progress iS our most important product 


GENERAL @@ ELECTRIC 


* Smart 





‘ 


* 
Star Ads 
of the Month 


These ads have 
been honored this 
month by the Copy 


Chasers, who stamp- There are men who know 


ed them, “OK as in- : : 
* what the wild waves are saying... 
serted. 





metal corrosion problem. ask 
* f solving 


TCO NECK ne vce tries 


The INTERNATIONAL NICKEL COMPANY, Inc 


eat Gate. tet ah of ach eater. eat or 1N0O brings you "Neue on the Haman Side mar Stason WOR Teamtaye, Thurstan snd Saturdays ai 6 p.m 








% Curiosity . . Inco Nickel ad rouses curiosity, 
then explains, relates story sales message. See 
p. 110. 


Continued on page 
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There is no “Love Interest” 
in Industrial Selling! 


The only way to know Industry is to live it—live it year after year! 
One large industrial account does not make you an expert at selling 


industrial products and the outfit that has to think “mass markets” 
today doesn’t do well thinking industrial markets tomorrow. 
Living industry daily means: — 
—a knowledge of trade language — always important to good 
industrial selling copy. 
—contacts that agencies selling to mass markets or the 
smaller agencies with incomplete organizations cannot equal. 
Russell T. Gray, Inc., knows where to go for information! 
—an understanding of the interlocking of equipment that can 
only come with handling many industrial lines, and on which 
the successful sale of any given product often depends. 
—a knowledge of media based on experience—not on surveys 
alone. 
—a saving to you in time required for the education of your 
agency. 
Russell T. Gray, Inc., handles industrial advertising exclusively. 
We bring you a complete organization —an organization that has 
lived Industry—an engineering type of organization that can talk 
to your sales or engineering department in its own language. 
Over 35 years of experience has fitted us to lift all or any part of 
your advertising problem from your shoulders. 
What we can do for you is amply demonstrated in the years 
of satisfactory service we have given a long list of well-known 
industrial accounts. 


If you do not have an agency now, or are planning a change, let us 
tell you our story in more detail. There is, of course, no obligation. 


RUSSELL T. GRAY, INC. 








Our New Address: 155 North Wacker Drive, Chicago 6, Illinois 
Central 6-7750 


ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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It’s enough to drive a man crazy. The toaster ticks away in waltz time 
. .. when the bread pops out, it’s still white. Coffee not ready yet? That automatic 
coffee maker sure is taking its time. Watch out, you'll miss the 8:02 again! 


While we’re at it — how about the other appliances in your home 
... dryer, washer, deep-freeze, ironer, broiler, mixer, vacuum? 
Are they working the way they should? 

Or do they seem to lack pep and ambition? 


Every electrical appliance man has designed was dreamed up as a convenience 

for his fellow man. Progress gets punched in the nose 

when appliances don’t do what they’re supposed to do. Flick on a few of them at once, 
and they’re hungrier for more juice than your present circuits can deliver. 

The reason they flub— inadequate wiring. 


Today, there are at least 60 appliances designed to make home living better, 

easier and less costly. Ten years ago close to half that number. 

So you see —.the appliance makers have moved ahead so fast the wiring in your home 
can’t keep up with them. Needed badly — larger cable, more circuits, 

extra switches and outlets, modernized panelboards. Not just for today either 

... but generously adequate for tomorrow’s electrical wonders. 


Experts estimate at least 90% of the homes in this country, old and new, 
suffer from inadequate wiring. Make sure yours is not one. 

See your local light and power company. Their counsel will help you. 
Or write us for your free copy of 

“Getting the Most from Your Home’s Electrical System.” 





° 
- p } 
rhis mesiage is the fir ina series sponsored | Electrical World 


hy Elec trical Horld : for eighty years the 


! 


haste relerence of the operauns and mandage- 





ment men in {mericas creat electri powel 


industry Klectrical World serves them fast 
and fatthfully each weele with the industry's 
news, plant practice and technology. Here in 
its editorial pages an industrial giant lives and 
breathes and plans ahead. Here in its advertising 


pages the leaders do business with the leaders 











A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NEW YORK © ABC — ABP 
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copy chasers .. sess 


bigger, so we’re moderately inter- 
ested. 

This line is followed by “Another 
Big Plant and Still Greater Pro- 
duction Capacity at Rayonier,’ and 
next to this is a drawing of a hand 
holding clippings of newspaper sto- 
ries reporting on Rayonier expan- 
sion. 

OK, what about those “questions” 
(and who asked them) ? 

Underneath this, five pictures, all 
in full color. The first shows a para- 
sol, a paint brush, what looks like 
a toy, and some other unidentifiable 
objects. Copy under this talks about 
chemical cellulose and leads up to 
this curious statement: 


Rayonier has 
users 
joesn't underrate 
ides some 
lauds +heir success 
producers means fur 
jreater benefits 


nsumer 


Next picture seems to be a pho- 
tograph of a plant on which have 
been superimposed some models of 
plants. Copy tells about new Ray- 
onier plants. 

Third picture is a microscope, and 
copy underneath aims to make the 
point that because Rayonier is big- 
ger and richer, it pays to do busi- 
ness with it. 

There is more, but we've had 
enough. 

Fairbanks-Morse, on a map of 
the world, plunks a picture of its 
new plant on the South Pole. “Yes, 
from our new, modern-as-tomorrow 
works at Kansas City, we serve the 
world’s needs for pumps.” 

Republic Steel has a hand holding 
a tiny bolt and inside the curve of 
the finger you can see a man hold- 
ing another bolt taller than he is. 
Headline is intriguing: “Could You 
Use Next Wednesday’s Output?” 
Copy continues: 


15,000,000 pieces. Fifteen mil 
screws and rivets is one 
rom Republic's Bolt and Nut 


every minute turns out 


for nuts. The small bolt 
is only 3/16 inch, actual 
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Pretty good. We also like the one 
2/3-page format which includes a 
column on the opposing page car- 
rying sketches of other Republic 
products. 

Kaiser Aluminum misses a chance 
to tell more readers that “Before 
year’s end we will have the capacity 
to produce close to 30% of all the 
aluminum made in this country. 
This will be two and one-half times 


vorld designed for the express } 
testing 1 
we make for jet aircraft. 

Inside this multimillion dollar proving 
ground we test Bendix turbine generators 
the size of a breadbox that are powerful 
enough to light 15 homes... a fuel pump 
that can withstand the shock of being 
iriven by an 800'F. blast of air while de 
livering 50 below-zer 
sure these and other 
jine components 
all flying conditions 


80,000 feet! 


But Cities Service, to introduce 





“Stratosphere\% 
Academy” rm.) 


Where Bendix Avistion sisvulates the world (6 miles ap NXE 
fe maintain U.S. sapremacy in jet cagi equipment! 


Gene to Get At cemabtheht we s driving ware You wat 
cer Net he bag tes ther 





ny MAR? 
Fai Bin! \ 


Bendix 


AVIATION 
emenarres 


£/ 


< 














rful and exciting talk 


as much as the whole industry 
produced prior to World War II.” 
Trouble is, the illustration .. a man 
lifting a bar and the headline 
.. “Rod and Bar” . . offer the read- 
er no inducement to get into the 
copy. 

Bendix tells about its “Strato- 
sphere Academy” in language that 
is colorful and exciting. 


Gone is the old crankshaft as a driving 
source. You use air. Not the delightful 
spring breeze that lazily turns the wind 


mill but a violent, hot blast powerful 


enough to turn a turbine wheel up t 
100,000 r.p.m.s! 
Nor can you use old metallurgical for 


mulas. If a turbine wheel disintegrates at 


“the additions to the Cities Service 
fleet” of super tankers, starts way 
back about 500 B.C. with a picture 
of an Armenian who “loaded a raft 
with stretched-hide containers of 
asphalt and bitumen, plus a_ half 
dozen asses, and floated hundreds 
of miles down the Euphrates to 
Babylon,” and thus “was taking the 
first step in the water transportation 
of petroleum products.” Seems like 
a lot of trouble to announce a new 
tanker. 


xInternational Nickel has a fine 
ad. (See page 114.) In the picture, 
two men in wet weather costume 
are doing something on a sort of 


Continued on page 120 





Recognized Sources For Reliable 
Oil Industry Market Information... 


SALES AIDS 


® 


Mt RR PURLIOMERS Sates HeRsewTaArion 


: Gara Ste: Aen Mle: Ghee eee ee Sitti: Millett na) 
hiss P ae, a - 4 4 é ; + 


Honorable Mention 
SNWS3URD 


The NIAA Publisher’s Sales Presentation Out- 
line was designed to help advertising managers, 
agencies and publishers sell space to management. 
Gulf Publishing Company recognizes the value of 
presenting the facts on the oil industry markets in 
this easy-to-read form. Buyers of advertising also 
appreciate receiving sales and market information 
in this concise, easy-to-compare manner. 


As a result, Wortp Om and PETROLEUM 
REFINER Market Data Books have fast become the 
recognized sources for reliable. usable information REACH 40,000 OIL MEN 
about the oil industry market. Wortp OIL, 
PETROLEUM REFINER and the new PIPE LINE 
InpustTRY also now provide maximum specialized 
market coverage of the ever-growing Producing— 
Pipe Line—Refining Industry. 


Both the 1954 Wortp O1 and PETROLEUM 
ReFIneER Market Data Books won awards at the 
recent annual National Industrial Advertisers 
Association convention. Industry-wide forecasts 
for 1955 are now being prepared, with new Data 


Gulf Publishing Company’s multi- 
market advertising plan offers you the 
largest oil industry circulation (40,000) 
at a low cost per thousand. Contact your 
nearest representative today for full 
details, or check our listings in Standard 
Rate and Data’s Business Publication 
section. 


Books to be released soon. 


FIRST Chotce of OCrilmen.... 


GULF PUBLISHING COMPANY 


Apecialized PEROLEUM Sictlications 


@ Houston (6), 3301 Buffalo Drive, LY-4301 

@ New York (17), 250 Park Avenue, El Dorado 5-4012 

@ Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 

® Cleveland (15), 1010 Euclid Avenue, Main 1-2550 

@ Tulsa (3), Hunt Building, 3-1844 

®@ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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copy chasers . . 


platform built by a raging sea. 
(Curiosity.) “There are men 
know what the wild waves are say- 


ing ” (More curiosity.) Then 


who 


read the copy 

It's OK by us. Written by Inter- 
national Nickel Co. and Marschalk 
& Pratt, New York. 

Another A. O. 
“How Would You 
Fields?” lists a 
search subjects (“Aeronautics” to 
“X-Ray Diffraction’) 
than 
would be expected to be expert in.” 
But “to A. O. Smith every one is of 
such importance to one or more of 


asks 
These 


series of re- 


Smith ad 
Rate in 


and 


which are 


more “you as an individual 


its major products or holds such 
possibilities for the future that it is 
subject to continual, intense study 
and experimentation by engineers 
in its Research and Development 


Laboratories.” 


*General Electric has a good ad. 
(See page 114.) It asks “How smart 
can be?” Note the lead. 

(Compare that with the Pangborn 
copy quoted a ways back.) 

Then the ad goes on to tell how 
GE is using machines with “elec- 
citing the case of an 
working on 


machines 


tronic brains,” 
electronic computer, 
problems of jet engine design; “In 
15 minutes it goes through 8 mil- 
mathematical calculations and 
that 


mathematician 7 


lion 


comes up with an answer 


would take a 
years.” 


And we like the close very much: 


Written, so LEN 
HALL, JR., vice-president and copy 
chief, Batten, Barton, Durstine & 


Osborn, Cleveland. 


very well, by 


4. Scope 


“One Dependable Source ... for 
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Every Type of Forging” 
Kropp. 
“When 
Chalmers 
You” 
A-C at work in various industries. 
Products Serve You in 


Ways” has 


says 


Cement Allis- 
Works for 
is one of a series which shows 


You Use 


Machinery 


“Crown 
So Many 
the everyday 
in Crown containers. 

“To outfit milady” and 
prove cellulose 
suitably illustrated) 
range of “How Hercules Helps.” 

And we wouldn't spend 10 sec- 


sketches of 
things which come 
“to im- 

(each 
suggests the 


polymers” 


onds with any one of these ads. Nor 
with any ad in the “whether it’s” 
series run by Hewitt-Robins 
(“Whether it’s 


conveyor belt or a complete con- 


one replacement 
veyor belt system for a coal mine”’). 
Nor the dozens of 
“from-to” campaigns. 

Nor with Chain Belt Co.’s silly 
ad “No Trip to the Moon Yer”, 
packed and 


with any of 


showing a_ salesman 


ready, standing out in space, re- 
garding the moon: 


Messages about scope, no matter 
how crucial the subject to the ad- 


vertiser, usually make deadly read- 
ing. It really takes Borg-Warner’s 
Ripley technique. You're familiar 
with it, we’re sure, but compare 
these headings with those we've 
just mentioned: 

“Global Bomber Has Power of 73 
Locomotives!” 

“20 Years Under the Sea” 

- and the Refrigerator Looks Like 
New! 
“Kick in 
Jet’s Speed! 


Here’s a copy sample: 


the Pants” Boosts New 


air raid sirens 

new speeds 

that won't wilt foods! 
skill and ingenuity touch 


Narner 


‘ + 


almost every American every 
ut of the 20 makes of 
B-W parts 


’ , 
lane and many ships 


essential 
ard vital B-W equipment. 
farms sf} 1 production 
equipped and mii 
ions enjoy the outstanding advantages of 


W home equipment and appliances. 


We've always liked this campaign 
and read a lot of it, and suspect 
we've gotten from it what B-W in- 
tended . . but we’re not sure we've 
ever given it sufficient credit. 

So much for that type of institu- 
tional advertising which we call 
corporate. 

Another month we’ll talk about 


leadership advertising. 


The Copy Chasers 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Heave, ho, matey ... with a 
Southern drawl! 


Pictured in the foreground is 
the fastest ship-unloading tower 
on the Atlantic Seaboard. express- 
ly designed for discharge of bulk 
materials. 

This recent installation by the 
Canton Company, Baltimore, is 
indicative of the tremendous and 
varied materials handling opera- 
tions required by rocketing indus- 
try in the South and Southwest. 

This vigorous market, to greater 
degree than any other in America 
today, offers rich rewards to you 
who supply industry with any of 


its myriad needs. 


SOUTHERN POWER AND INDUS- 
TRY is edited expressly for this 
big 19-state industrial region. It 
puts advertising in contact with 
top engineering and management 
in over 10,000 industrial, utility 
and large service plants of the 
South and Southwest. 

Schedule regular space in S.P.I. 
and reach millions of dollars of 
buying power untouched by gen- 
eral power and industrial publi- 


cations. 


SOUTHERN POWER and INDUSTRY 


806 Peachtree Street, N.E. 


Atlanta 5, Georgia 
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concentrate 

in 
metalworking’s 
most 


powertul 


magazine 





A CHAIN IS AS STRONG AS ITS WEAKEST LINK. That’s why 
there’s no better time than right now to look at your entire metalworking 
advertising program. Take those 6 pages you're running in Magazines “X” 
and “Y”, the 3 pages in Magazine “Z”.. . those several fractional page 
schedules you have here and there. Weld them together link by link into 
the strongest metalworking selling show you've ever put on in 

The IRON AGE. Why should you? Because The IRON AGE 

with a provable 97% of the industry's buying power 

—reaches more than enough of metalworking for any man.* 

Saturate The IRON AGE market and you'll watch 

your selling efficiency bounce up. 


* And the only weekly metalworking magazine entitled 
by the Post Office to fast newspaper delivery. 


oncentrate In... Bay xa 


IN B P| A CHILTON PUBLICATION, 100 EAST 42 STREET, NEW YORK 17. N. Y. 





What 1 


Stereatronics? | 


~~ 


General Electric Company 
The “rate-grown”’ process of ;1oducing germanium makes it possible to obtain large 
quantities of uniform transistor elements with pre-specified operating characteristics 


The ingot shown above takes only two hours to produce and will supply material for 


2000 transistors Proceedings of the IRE 


IT 1S RADIO ENGINEERING! 

Even before 1920, radio engineers worked skillfully 
with the earliest “stereatrons,” glistening galena crystals 
that captured code and music from the skies. As years 
went by they developed practical uses for more “sterea- 
trons” such as: quartz crystals engineered to vibrate 
at selected frequencies; phosphors that converted 
power to light and color on the face of video tubes; 
germanium particles captured in diodes and transistors 
that make subminiaturization and Dick Tracy’s wrist- 
watch radio practical; selenium that converts AC to 
DC; silicones that change light to power, which will 
some day heat our homes; and magnetic memory “fer- 
rites” that almost think in computers, now opening 
vast vistas of industrial applications to radio. 


HE use of materials that “radi- 

ate” and are opening another 
stage of the bright new world that 
captures the imagination of men, 
has been given this name by As- 
sociate Editor Cornelius Ryan of 
COLLIER’S in his September 3rd 
article “Stereatronics.” He specifi- 
cally defines this phase of radio as 
“The science of controllable elec- 


tronic performance of solids.” 


MADE BY RADIO ENGINEERS! 


As you read more about “Stereatronics” and dream 
of capturing new markets, remember that radio en- 
gineers have understood these semiconductors, or 
“stereatrons” and exchanged engineering information 
about them in “Proceedings of the [.R.E.” years in 
advance of the resulting marketable products. The 
eleven men mentioned in Mr. Ryan’s article are all 
radio engineers, most of them members of long stand- 
ing in the IRE. Such men, because of their knowledge, 
“set the specs” and control the buying for the huge 
new manufacturing their design creates. “Stereatronics” 
takes form and becomes practical published informa- 


tion in the history making issues of 


“Proceedings of the I-R*E” 


Engineers are educated to specify and buy! 


Published by 


THE INSTITUTE OF RADIO 


Advertising Department 
1475 Broadway, New York 36, N.Y. 


CHICAGO ° BEREA, OHIO ° 


LOS ANGELES 


BRyant 9-7550 


SAN FRANCISCO 
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Cincinnati, Dayton drop NIAA 


End chapter affiliation 
with national association; 
hit high dues, ‘bad service’ 


@ NEW YorRK . . Two chapters have 
dropped affiliation with the Nation- 
al Industrial Advertisers Associa- 
tion in protest over the $10 annual 
dues increase. 

They are Cincinnati, with more 
than 100 members, and Dayton, with 
43 members. A third chapter, the 
New England group at Hartford. 
Conn., has shown dissatisfaction 
with the new dues and is polling 
members by mail on whether to 
accept the increase. 

The Cincinnati chapter’s board of 
directors voted unanimously to step 
out of NIAA after a mail survey 
showed 68% of the chapter mem- 
bers favored withdrawal. Chapter 
president William A. Schoneberger, 
sales promotion manager, Cincinnati 
Industries, said that the dues in- 
crease voted at the annual NIAA 


F CIMA PROGRAMS. PAST and FUTURE 


, > Sain 
- @ 
Keeping Posted . . NIAA president John 


George Staudt, Harnischfeger Corp., watch while Dic 


conference in Montreal (IM, July) 
brought to a head chapter feelings 
“for some time” that members were 
not getting sufficient services from 
the parent body. 

The Dayton chapter left the door 
open to come back in to NIAA next 
year after members have evaluated 
improvement in services. The chap- 
ter, in a letter to NIAA, said it 
would vote on _ reaffiliation 
summer, but that a mail survey 
showed members 
withdrawal, for because of 
higher dues and lack of concrete 
plans for improved service. 

Commenting on _ the 
moves, NIAA board 
George Staudt, advertising director, 
Harnischfeger Corp., Milwaukee, 
said that “an overwhelming majori- 
ty have demanded a strong, positive 
program of NIAA member services 

. and they will get them.” 

He said that withdrawal activities 
were “limited” and 


next 


most favored 


now, 


chapter 
chairman 


were greatly 
126 


ie 


C, Freeman (] 


k Christian 


Reed, president, Chicago Industrial Advertisers Association, shows 


manent foyer display. 


Staudt launches ten-point 


program of NIAA improvement 


® CLEVELAND .. A _ ten-point pro- 
gram of improved service to mem- 
bers has been put into the works by 
George L. Staudt, chairman of the 
board of the National 
Advertisers Association. 


Industrial 


The program, including plans for 
a stronger annual NIAA conference 
and improved library and informa- 
tion service for members, was pre- 
sented by Mr. Staudt and approved 
at a meeting of the NIAA board of 
directors. 

To strengthen annual conferences, 
Mr. Staudt revealed, a continuing 

National Con- 
ference Advi- 
sory committee 
being 
formed. It was 
scheduled _ to 
meet as IM 
went to. press. 
Mr. Staudt said 
that the advance 
work on this project was done by 
the Eastern Industrial Advertisers, 
NIAA’s Philadelphia chapter. “This 
group has done an outstanding job,” 
he said. “You will see the results in 
Washington” (1955 conference site). 

The library and information serv- 
ice, he said, now draws hundreds of 
inquiries to headquarters, which 
“has not done a good job because 
of lack of source material and help. 
The Association of National Adver- 
tisers has done a fine job in this 
believe NIAA can 
build one equally as good.” 

Other points in the program in- 
clude industrial advertising man- 
agement seminars . . providing op- 
portunity to exchange experiences, 


la 


is now 


Staudt 


area and we 


ntinued on page 126 
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NIAA NECWS 


discuss new techniques and find an- 
swers to management problems. . 
and industrial advertising workshop 
clinics, designed to be educational 
for newcomers and younger admen. 
Seminars and clinics are to run 
concurrently and both will be con- 
ducted regionally by national head- 
quarters in cooperation with local 
chapters. 

The program also includes im- 
proved communication between 
headquarters and chapters . . in 
both directions . 


frequent committee reports, a re- 


. better and more 


vamped newsletter, a new publica- 
tion directed expressly to chapter 
officers, directors and committee 
chairmen, more comprehensive 
service to chapters (programming, 
speakers, etc.) and continued serv- 
ice and assistance to national and 
chapter committees. 

Setting forth the program “as a 
start” in NIAA revitalization, Mr. 
Staudt challenged the directors to 
give hard work and active support 
to the program and NIAA or “lose 
your right to future gripes.” 

“Don't make John Freeman, [new 
NIAA president] and me feel like 
little Eva crossing the ice,’ he ex- 
horted. “You don’t have to be the 
hounds. You can work with us and 
be on our side. 

“If you have ideas to add, let us 
know. Become a part of NIAA. Give 
us a chance to produce.” 


Barbour named vice-president 
of NIAA . . one more to come 

& MILWAUKEE. . Robert J. Barbour, 
advertising manager, Bakelite Co., 
has been named a vice-president of 
NIAA, by George L. Staudt, chair- 
man of the board of NIAA and ad- 
vertising manager, Harnischfeger 
Corp. The appointment of Mr. Bar- 
bour still leaves one vacancy on the 
association’s executive committee, 
Arthur W. Cowles and Arne J. 
Oker having both recently with- 
drawn from the field of industrial 
advertising. 
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NIAA institute seeks research 
director, adds 23 new donors 


@CLEVELAND . . A fulltime director 
of research is sought by the NIAA 
Industrial Advertising Research In- 
stitute. 

Hiring such a director was made 
possible by action of the institute’s 
board of directors, which approved 
a budget to pay the freight. 

W. B. Montague, managing direc- 
tor, said that the institute is looking 
for “a pretty high type fellow” and 
that applicants will be interviewed 
in various cities by members of the 
institute’s technical advisory coun- 
cil, headed by Dr. William C. Davis, 
director of marketing research, 
Fuller & Smith & Ross, New York. 

Increased financial support is 
shaping up for the institute, which 
announced at the same time that 
23 new subscriber members have 
been added in the past two months, 
raising the total to 350 industrial 
advertisers, agencies and publishers. 

New advertiser members include 
U. S. Rubber Co., Mechanical Goods 
Div., New York; Canadian Westing- 
house Co., Apparatus Div., Hamil- 
ton, Ont.; Food Machinery & Chem- 
ical Corp., San Jose, Cal.; Barring- 
ton Associates, New York; Duriron 
Co., Dayton; and Richardson Co., 
Melrose Park, IIl. 

New agency members: Foote, 
Cone & Belding, Chicago; Associ- 
ated Advertising Agency, Cincin- 
nati; Beatty & Oliver, New York; 
Lincoln J. Carter Advertising, South 
Bend, Ind.; Central Advertising 
Agency, Lima, O.; L. C. Cole Co., 
San Francisco; Evans & Associates, 
Fort Worth, Tex.; Richard A. Foley 
Advertising, Philadelphia; Clinton 
E. Frank, Inc., Chicago; Robert A. 
Joyce Co., Youngstown; Willis S. 
Martin Co., Fort Wayne, Ind.; How- 
ard H. Monk & Assoc., Rockford, 
Ill.; P. S. Advertising, Stamford, 
Conn.; Thomas & Brewer, Dearborn, 
Mich.; Watson-Manning Advertis- 
ing, Stratford, Conn., and Wehner 
Advertising, Newark, N. J. 

New publisher member is_ the 
Association of Iron & Steel Engi- 
neers, Pittsburgh. 

The institute has a drive under 
way for 1,000 new subscriber mem- 
bers, a goal that was revealed at 
the annual NIAA conference in 
Montreal (IM, July). 


Cincinnati, Dayton drop NIAA 


begins on page 120 


outweighed by positive signs of 
support for NIAA’s new program. 
The Pittsburgh chapter has voted 
approval by a vote of nearly five 
to one. The Milwaukee chapter at 
its last meeting inducted 17 new 
members. In the Dallas-Fort Worth 
area, a new North Texas chapter 
is forming with the expressed pur- 
pose of affiliating with NIAA. 

Mr. Staudt pointed out that only 
a handful of local chapters are 
required to vote on the national 
change. 

The New England chapter, if it 
votes down the proposed amend- 
ment in its bylaws for a dues in- 
crease, will petition NIAA to retain 
the old dues structure. But Fred J. 
Dunne, advertising manager, Heli- 
Coil Corp., Danbury, who opposed 
the increase at Montreal, (IM, 
July), declined to predict what the 
chapter would do if NIAA rejected 
the petition. 


Ten-Gallon .. NIAA president John 
Freeman (left) receives Texas-style hat 
from Frank McGowan, executive director, 
Wall Street Journal, Dallas, at kickoff meet 
ing of North Texas chapter of NIAA. 


NIAA membership increases 

by 280 during 1953-1954 

@ NEW YoRK .. The National Indus- 
trial Advertisers Association made 
a net membership gain of 280 during 
the 1953-54 fiscal year, the associa- 
tion’s annual report shows. 

And, although NIAA will lose 
about 150 members in the with- 
drawal of the Cincinnati and Day- 
ton chapters, further gains may 
wipe this out. 

Total membership at the end of 

Continued on page 128 
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Charles M. Neighbors, Advertising 
Manager, Babcock & Wilcox Co., and 
a SCIENTIFIC AMERICAN advertiser, 
asked us how other advertisers were 
using our publication. So we did the 
obvious. We asked a few of them... 


"What's the job you assign 


to Scientific American in 





your advertising program?" 


J. M. Smith, Manager of Marketing, 
Refractories Division, The Carborun- 
dum Company—“We use SCIENTIFIC 
AMERICAN to create interest and de- 
velop inquiries from Technical Man- 
agement. This is an influential group 
in industry that we find increasingly 
difficult and costly to cultivate with 
salesmen alone.” 


Henry C. Silldorff, Board Chairman, 
G. M. Basford Co., Advertising—“We 
have SCIENTIFIC AMERICAN on many of 
our clients’ lists. To get close to 
Technical Management, to start plant- 
ing the seeds for a sale way back 
where the initial new product de- 
velopment and plant expansion be- 
gin, to pre-sell, long before the buy- 
ing decision comes up.” 


Herbert S. Spencer, Advertising 
Manager, Durez Plastics & Chemicals, 
Inc.—“We have been using SCIENTIFIC 
AMERICAN to find new outlets for phe- 
nolic molding compounds and resins. 
The responsiveness of SCIENTIFIC 
AMERICAN’s audience is highly indica- 
tive to us of how successfully, we are 
reaching Technical Management in 
many markets.” 
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the fiscal year was 4,386 

New York, the biggest chapter, 
showed the greatest gain . . 74 
. for a total of 581. San 
increased 


members . 
Francisco's membership 
by 50, the second largest jump, to 
bring that chapter’s total to 141. 
Chicago, second largest chapter, had 
the third largest increase, 47, for a 
total of 499 members 
The following table 
chapter-by-chapter breakdown of 


NIAA membership: 


Chapter 


shows a 


Membership Net gain 


(as of June 1) or loss 


Albany 46 12 
Baltimore 82 7 
Boston 17 
Buttalo 99 28 
Chicago 499 47 
Cincinnati 2 
Cleveland 41 
Columbus l 
Dallas 14 
Dayton 13 
Denver 0 
Detroit 3 
Hamiiton 1 
Hartford 18 
Houston a 





Indianapolis 7 
Los Angeles 14 
Milwaukee 11 
Minnesota 3 
Montreal 38 
New Jersey 15 
New York 74 
Philadelphia 

Pittsburgh 390 

Poriland 34 

Rochester 53 

Rockford 39 

St. Louis 93 

San Francisco 

Seattle 26 

Toronto 92 

Vancouver 11 

Youngstown 42 
Members-at-large 147 

Total “4386 


78-page book tells what 
happened at NIAA conference 

® NEW yorK .. A 78-page digest of 
the proceedings of the National In- 
dustrial Advertisers Association’s 
1954 conference in Montreal has 


Copy Chasers ‘visit? NIAAA group 


At it again .. match wits 
constructively with NIAAA admen 


via tape recorder; dissect ads 


The Copy Chasers, 


who pursue good and bad industrial 


@ CHICAGO 


advertising in INDUSTRIAL MARKETING 
each month, have caught up with 
some NIAA admen. 

These 


identified themselves as “journey- 


anonymous critics, who 
men ad writers,” gave their opinions 
of the efforts of 11 industrial adver- 
tisers at a meeting of the Chicago 
Industrial Advertisers Association. 
The Copy Chasers accepted the as- 
sociation’s invitation to do this, after 
the 11 advertisers volunteered for 
the “ad analysis.” 

According to a rough classifica- 
tion devised by IM, the Copy Chas- 
ers figured: one of the 11 adver- 
tisers did a terrific job, two were 
very good, two were good, three 
were fair, two needed much im- 
provement and one needed it very 
much. 

Ordinarily, the Copy Chasers, en- 
sconced in the pages of IM, are im- 
pregnable to counterattack. How- 
ever, in this tape recorded, slide il- 


lustrated presentation, the admen 


who were criticized were given time 
for immediate rebuttal. 
Surprisingly, perhaps, nearly all 
the admen (even those severely 
criticized) had a few good words 
for the Copy Chasers. As one put it, 
the Copy Chasers act as a “gadfly,” 
spurring them on to do better jobs. 
Here are brief, typical excerpts 
from the Copy Chasers’ criticism, 
each followed by comments of the 
adman whose work was criticized: 
1. Inland Steel’s campaign, “to 
praise with faint damning,” is “com- 
petent . . it manages without great 
effort to accomplish what it sets 
. but technically the ad 
not good layout or 


out to do. 
is clumsy 
typography.” 

From Inland’s ad manager, Wil- 
liam E. Geidt: The Copy Chasers’ 
criticisms are “moderately valid.” 
As far as layout and typography 
are concerned, “that’s a matter of 
opinion, and they’re entitled to 
theirs.” 

2. Creamery Package Mfg. Co.’s 
layouts are “incompetent inex- 
cusable disordered.” Too many 
different type faces and sizes. Prod- 
uct not identified. 

From Creamery Package Mfg. 
Co.’s ad manager, Fred Jcnes: The 


Continued on page 130 


sing agent, Standard Pressed 








been prepared for NIAA members. Well, Can Th 

The spiral bound book includes ey eae 
accounts of addresses and panel dis- ind E. Robert Grauert, Pennsylvania Pump & Compressor C 
cussions at the conference. Iron Age Eastern Industrial Advertisers, Philadelphia, on the subject, ‘Can Advertisers Forget the 
prepared the book for NIAA. PA?” His reply: “No, aim for the purchasing agent in your ads.” 


Plant Engineering, 


4} Nenr Wilde “onteor) 
ver with Oscar Wilds (center) 


Mr. Moorhouse spoke at 
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What have we done forum lately? 


Life is funny. So is magazine publishing. You 
assemble a knowledgeable staff, print four books 
which cover coal from ‘earth to hearth,” make 
friends among read- 
ers, advertisers, in- 
dustry spokesmen, 
show excellent read- 
ership and reader 
action. Ought to be 
happy, huh? But 
somehow, like the 
talking dog whose 
manager was asked, 
“What does he do 
for an encore?”’ 
there’s that feeling 
we could do more. 
“What have we done 
for our advertisers lately?” we ask ourselves. 











We have some good new answers. For example: 
We are inviting Mechaniza- 
tion and/or Utilization adver- 
tisers to attend the first an- 
nual Coal Industry Forum, in 
Washington, D. C., during the 
coming year. Leading mine 

operators will be 
there; so will U.S. 
and state govern- 
ment officials; so 
will economists, 
scientists, and oth- 
ers who know a thing or two about coal. In the 
presence of other advertisers, prospects or cus- 
tomers, invitees will get the last word on the 
industry, the market, the opportunities. But the 


Write, wire or phone: 


echanization, Inc. 


11th FLOOR, MUNSEY BUILDING, 
WASHINGTON 4, D.C 


Publishers of ... 
MECHANIZATION ¢@ UTILIZATION © MECHANNUAL 
CoAL INDUSTRY PURCHASING MANUAL 


NEW YORK © PITTSBURGH * PHILADELPHIA °* CINCINNATI 
CHICAGO © SAN FRANCISCO * LOS ANGELES 


forum is not all. It is but 
one of 10 units in our 
new “plus package,”’ 
M*A*P*P* — “Mechani- 
zation Advertisers’ Plus 
Package” — now avail- 
able to our advertisers. 
(See the box for all 10!) 


This package is calculated to keep you better in- 
formed on coal production and coal use markets— 
to extend the reach of your advertising message, 


eee CHS 4 


to increase the area and richness of your customer 
contacts. If this kind of plus package is available, 
we haven’t heard about it, and we’ve heard prac- 
tically everything there is to hear about coal in 
the process of publishing our 4 books. The Mech- 
‘anization representative who calls on you can pro- 
vide all the details. Or, write us direct for a fully- 
descriptive brochure on M*A*P*P, the new plus 
package that goes so well with our thorough mar: 
ket penetration, gratifying reader acceptance, and 
complete coverage of primary buying influences. 





This is M*eA*PeP 
Mechanization Advertisers’ Plus Package 


7—Use of our distributors’ 
list and assistance in 

2—Operator Advertiser selecting distributors. 
Luncheons at the Coal 8—Monthly confidential let- 
Show ter on coal production, 

3—Government Purchase and use, trends, ofc. 
Bid Information 

4—Annual Market Study For 
Your Product 

5—Use of mailing lists and 
free handling of direct 


I—Invitation to Annual Coal 
Forum 


9—Editors' monthly letters 
to operators and users 
on new products 


10—Courtesy copies of 
mail you supply Mechanization or Utiliza- 

6—Catalog listing in maga- tion to advertisers’ sales 
zine “Catalog Sections’ | staffs 
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+} 


ads pulled inquiries from important 
prospects. We try to tell the whole 
story in one or two ads and can't 
“You 
don’t have to identify a cow to a 


have a lot of white space 


farmer.” 

3. “Another artist spoiled” the 
series for DeBothezat Fans, Div. of 
American Machine & Metals, Inc. 
.. but the art- 
ist overwhelmed the copy . . ruined 
the illustration with a pink tint, a 
card in one corner and a big blurb 
in the other . 


“ A fine case history 


. no excuse for color 
. too bad, because it’s good copy.” 
From D. A. Colvin, ad manager, 

American Machine & Metals: “The 

Copy Chasers’ contention seems to 

be that an ad is no good unless the 

illustration is a big square halftone, 
period. But what is the poor art 
director supposed to do when the 
only available photo 
product relatively submerged 
against the background? We build 
the ad around the good case history 


shows the 


and do what we can to improve the 
illustration by whatever art treat- 
ment seems most suitable.” 

4. Victor Chemical’s four-page in- 
“sophisticated treat- 
ment, modern for the sake of being 
copy is good . . we like 
the idea, the cute drawings, the 
feeling of elegance . . but we wish 
the artist had been less lavish with 


serts get the 


modern . . 


color shapes.” 

E. M. Myers, Victor Chemical’s ad 
manager, letter which 
lauded the inserts as “refreshing.” 
He added, “Don’t try to copy us. . 
we like what we’re doing.” 

5. For Flexonics Corp., “We're go- 
ing to attack the copy just a 
bunch of words, big ones, many of 
them, strung together in long sen- 
tences . . 75 or 80% of your words 
should be one syllable . . a rule fol- 
lowed by the Bible, Dickens and 
Hemingway.” 


quoted a 


W. E. Morton, account executive, 
Russell T. Gray, Inc., replied for 
Flexonics, admitting the ads criti- 
cized got low readership, adding: 
“T think we've got guts” to submit 
such ads. The many-syllabled words 
“were not unintentional . . 50% of 
the readers are Ph.D.’s, and that’s 
the way they talk.” 
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6. Patent Scaffolding Co. ads are 
“an example of editorial technique,” 
treatment in picture- 


good news 


caption style .. “more inviting, more 
informative and more selling” than 
some of these other “art exhibits.” 

7. Scully-Jones & Co. ads are “a 
modification of editorial technique 

all information comes from the 
field, not the desk of a copywriter 
. . picture helps visualize the appli- 
. layouts good . 
cleverly . . full of information.” 

John Brown, marketing manager, 
Scully-Jones: “We got off easy.” 

8. Concrete Reinforcing Steel In- 
stitute “layouts are good, but not 
distinguished 
fects rather gray . . 


cation . . color used 


photography ef- 
wrong to screen 


down type, to run headlines in re- 
verse against gray, to put illustra- 
tion at bottom of page . . copy is all 
right but handicapped by layout.” 

Norman D. Buehling, account ex- 
ecutive, Fensholt Co., replied for the 
institute: In photos, we take what 
. Printing over screen 
bad? Yes . . but we used a light 
screen. Reverse headline should 
have been larger or black on white 
.. “don’t know if it makes signifi- 
cant difference to have picture at 
bottom of the page.” 

9. Westinghouse Electric Corp. 
campaign (multiple-page inserts) 
“is a complete lesson in industrial 
advertising . . the best advertising, 
the best selling so far.” 


Continued on page 
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OS 
NIAA 


IN VEIVMDIA IZ9 ioe 


a) An ideal for which the Na- 
tional Industrial Advertisers Asso- 
ciation has labored seven years is 
being realized. The association now 
is rendering great service to mem- 
bers than merely planning an an- 
nual conference. It has become an 
all-year-around bureau of service 
for the entire membership, with its 
own offices in New York and a full- 
time director to manage its research 
activities and to keep the organiza- 
tion constantly alert to its oppor- 
tunities to benefit those engaged in 
industrial advertising and market- 
ing. 

How this has come about and 
how the national offices of the asso- 
ciation will operate in the future 
undoubtedly were among the most 
important announcements made 
during the Cincinnati conference. 

The activities of the NIAA Bu- 
reau of Research were reviewed at 
the final session of the conference 
by William A. Hemming, director of 
research. 

All activities of the bureau are 
under the direction of the research 
committee, members of which are 
W. A. Wolff, advertising manager, 
Western Electric Co., chairman; B. 
H. Miller, advertising manager, 
Permutit Co.; Allan Brown, adver- 


CFS 
Meds 


tising manager, Bakelite Corp.; T. 
H. Bissell, advertising manager, In- 
ternational Nickel Co.; F. M. Feik- 
er, managing director, Associated 
Business Papers, and J. P. Newman, 
McGraw-Hill Publishing Co. 

The research bureau has com- 


a 


pleted a quantitative analysis of 
trade and industrial media, which 
includes reports on 1,200 trade and 
industrial publications. The reports 
contained the quantitative 
factors involved in the selection of 
media, such as average rate per 
page per thousand. Basic plans also 
were formulated for a qualitative 
analysis of business papers. 

The bureau’s other activities in- 
clude: helping plan the Washington 
conference on foreign and domestic 
industrial marketing, a preliminary 
study to determine the _ relative 
value of various catalog sizes, the 
establishment of contacts with ad- 
vertising and trade associations and 
with schools and libraries for the 
interchange of useful information, 
the establishment of an industrial 
research library at New York, co- 
operative efforts in the interest of 
the census of industrial distribution 
and preliminary efforts toward de- 
veloping a standard contract form 
for publications. 8 


main 











Here's a LUMBERMAN editor at work — one of seven trained editors who may be found wherever there are trees being logged or manu- 
factured — meeting and talking with the men who know, gathering facts and reports on methods and equipment, interpreting trends that 
enable them to put action into the editorial pages of THE LUMBERMAN .. . and, at the same time, create action for advertisers.* 


BIG BUSINESS IN TREES 


This big, perpetual, basic resource market is attracting 

more and more manufacturers by its steady growth. And 

THE LUMBERMAN is their preferred advertising medium be- 

cause of its 

@ Largest Paid Circulation 

e Services to Advertisers 

@ Responsive Readership 

For specific information on the Forest Industries write THE 

LUMBERMAN, 71 Columbia Street, Seattle 4, Washington. 4 


CONSTRUCTION 
WeRLD > 


THELUMBERMAN 


A MILLER FREEMAN PUBLICATION 


New York * Chicago * San Francisco * Seattle 
Portland * Los Angeles * Vancouver (B.C.) * New Orleans 


*All Miller Freeman Publications are field edited, each editor and his staff 
constantly working, living and reporting from the field on the industries 
they serve. 








NIAA News 


John Scott of 
“Thank you.” 

10. Magnesium Company of 
oblige all 


Westinghouse: 


America . 
the criteria of successful advertis- 
ing . . orderly layout, photo at top, 
headline leads into copy, square-up 
under pictures, 


. “very nice. . 


pictures, captions 
sales argument in terms of demon- 
stration.” 

11. Harnischfeger Corp. ads have 
“handsome layout photos small 
but sharp . . superb typography . . 
copy sound as the layout.” 


Eye-catching ability is key 
to good ad, says DeWolf 
® NEWARK, N. J... The key to suc- 
cessful industrial advertising is in 
preparing ads that “catch the read- 
er’s eye and hold it,” according to 
John DeWolf, vice-president, G. M. 
Basford Co., New York agency. 
Mr. DeWolf told a meeting of the 
Industrial Marketers of New Jersey 
that a study of Starch readership 
ratings of industrial ads shows that 
thorough readership of the ads de- 
pends on this eye-catching ability. 
He said a study of more than 4,- 
000 industrial ads indicated a cen- 
tral focal point to catch the reader's 
eye was of supreme importance. 


Vinbury heads western 

New England NIAA chapter 

Joseph. T. 

Vinbury, advertising manager, New 

Britain Machine Co., New Britain, 

Conn., has been named president of 
the Industrial 
Advertising & 
Marketing 
Council, NIAA’s 
western New 
England = chap- 
ter. Other  of- 


ficers 


@ HARTFORD, CONN. 


elected 
were Ist vice- 
president, Rob- 
ert Coyle, Rockbestos Products 
Corp., New Haven; 2nd vice-presi- 
dent, John Fairbairn, Fairbairn & 
Co. West Hartford; secretary, 
Frances McCormick, Whitney - 
Blake Co., Hamden, Conn., and 
treasurer, John Corrigan, Sponge 
Rubber Products Co., Shelton, 
Conn. 


Vinbury 
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Cures told for exaggerated, 
wordy technical literature 
® TORONTO “Too wordy . . too 
technical too exaggerated.” 

That was part of the diagnosis of 
a “clinic” that “dissected” technical 
literature at a meeting of the To- 
ronto chapter of the National In- 
dustrial Advertisers Association. 

J. F. Stephenson, purchasing 
agent, Kraft Containers Ltd., told 
of technical literature that did a 
good job. He also told the faults of 
some literature. He listed these ills: 

1. Much technical literature is too 
wordy . . too enmeshed in technical 
terms. 

2. Too often literature tries to 
cover to much ground. 

3. Advertisers sometimes tend to 
exaggerate. 

4. When asked for more informa- 
tion, adequate thought is not given 
to the follow-through. 

Following the medical theme of 
the meeting, Verne Lilley, design 
counsel, Saturday Night Press, pre- 
scribed a five-point cure for the 
ills of technical literature. His five 
points were: 

1. Diagnosis. Consider what job 
the literature has to do, who are the 
prospects, how it will be distributed. 

2. Surgical supplies. The prepa- 
ration and organization of material 

copy, illustrations, testimonials, 
good art which leads the 
reader in logical sequence through 


layout 


your story. 


3. Convalescence. Selection of 
good photography and good stock 
to lead the “patient” through the 
convalescent stage to health. 

4. Keeping fit. Check the reactions 
of salesmen, management and pros- 
pects to your literature. Investigate 
the way in which it is used and see 
that inquiries are followed up. 


Bulletin . . 

@ New York .. The annual conference 
of the National Industrial Advertisers As- 
sociation has been rescheduled for May 
8-11 in Washington. The dates were 
moved up because of conflicts with ma- 
terials handling and coal shows. 


John Owen named life member 
of Niagara Frontier chapter 

® BUFFALO... John R. Owen of the 
Buffalo Chamber of Commerce has 
been named the first life member of 
the Niagara Frontier chapter of 
NIAA. 


He was presented with a gold 
membership card, which cited him 
for “extraordinary and outstanding 
service to the chapter.” Mr. Owen 
has missed only one meeting in 10 
years .. the one to which he wasn’t 
invited because the directors were 
voting on a rules change that would 
make him a life member. 


NIAA chap .. (oops) ex-NIAA 
chapter .. names new officers 

® DAYTON, O. . . The new president 
of the Miami Valley Industrial 
Marketers is W. B. Metcalfe, vice- 
president, Kircher, Helton & Collett, 
Dayton agency. 

Mr. Metcalfe has served as secre- 

tary of the MVIM, as chairman of 

the program 

committee and 
as vice - presi- 
dent. He has 
been public in- 
formation chair- 
man of the Day- 
ton Red Cross 
for three years. 
Mr. Metcalfe 
has been with Kircher, Helton & 
Collett for ten years. 

Other officers elected were: vice- 
president, J. E. Romig, Standard 
Register Co.; secretary, R. L. Her- 
shey, Printing Service Co., and 
treasurer, John Lytle, John Lytle 
Productions. ® 


Metcalfe 














WELCOME TOA 


Heres the Hospitality Committee, ready to take 
you in tow at your first NIAA meeting. What’s on for tonight? 
Maybe a round table on direct mail. Or a panel discussion of 
the smartest ways to present an advertising budget. Or a talk 
by a research man to give you ideas on copy techniques. 

You'll rub shoulders—and make friends with—fellow 
advertisers, agency men, representatives of media and the 
graphic arts. That’s because every group with a stake in 
industrial advertising has something to contribute, and 
something to gain, from NIAA. 

How about you—going it alone? You'll go a lot farther, 
faster, when you can draw on the help, experience, and 
friendship of this business-like team. Send that coupon today, 
and get the full story on NIAA. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


MATICMAL 
ImOuUSTMIAL 
ne he ee 


aim 


IN ADVERTISING! 


The Advertising Man's Best Buy! 


NIAA ... the largest individual membership 
advertising organization in the world; almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. S. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole story! 








National Industrial Advertisers Association 
1776 Broadway, New York 19, N. Y. 


Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations. 


ig) ee 
Company 

Nature of business __- 
Address 
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POLYSTYRENE BEADS, result of heating a newly- 
developed plastics powder, look like this through the 
magnifying lens. When heated inside a mold they crush 
together and adhere to each other producing desired shapes 
or forms of amazing rigidity considering their extreme 
light weight. Of the plants reached by M&M, 81.3% now use 
plastics in the manufacture of their products; 22.3% are 
considering additional uses. 




















Puts Engineering Materials to Work 
As Reported in Materials & Methods 


These illustrations and applications of 
engineering materials are from the edi- 
torial pages of Materials & Methods. 
More information on how and where to 
use engineering materials appears in 
M&M than in any engineering or design 
magazine. 


To reach the 27,000 engineers, designers 
and other technical men who pay to read 
M&M—more companies advertise mate- 
rials, parts and finishes in M&M than 
in any other magazine. 


Photos: 

Koppers Co., Inc. (left) 

Phoenix Products Co. (top) 
Fromson Orban Co., Inc. (bottom) 


Materials Engineering in 
Product Design and Manufacture 


A Reinhold 
Publication 


430 Park Avenue 
New York 22, N. Y. 


Materials 
& Methods 


JUMBO SPINNINGS FROM SHEET METAL... king- 
size parts up to 15 feet diameter are now spun from sheets 
of aluminum, steel, stainless, nickel, titanium and other 
alloys into shapes needed for jet engines, guided missiles, 
aircraft and ordnance components. 282 companies adver- 
tise spinnings or other types of parts and shapes in M&M. 


Pass ae 


GLITTERING ALUMINUM ...a new aluminum alloy can 
be polished to a mirror-like finish and dyed to any desired 
color to simulate precious metals. Here you see a number 
of products made from forgings, extrusions, stampings, 
spinnings, deep drawn and machined parts of this 99.9% 
pure aluminum. More pages on how and where to use 
aluminum and other nonferrous metals appear in M&M 
than in any other engineering or design magazine. 








Presentation . . President | 


out of your calendars 


Wartime series still promoting Tube Turns after ten years 


® ITS JUST LUCKY that Gene We- 
appreciates art. Otherwise 
Tube Turns, Louisville, Ky., might 
undertaken one of its 


dereit 
never have 
most valuable and long-lasting pro- 
motional campaigns. 

Mr. Wedereit, who (besides being 
advertising director at Tube Turns) 
likes to dabble 
in art, was 
walking along 
Ohio Street in 
Chicago one day 
during World 
War II when he 
spotted a water 
color painting in i 
an art shop Wedereit 
window. 

The painting showed an American 
fighter plane pouring lead into a 
flaming Japanese Zero. Mr. Weder- 
eit went into the shop and found 
several other dramatic battle scenes, 
all by the same artist, James A. 


Sessions. 
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“Calendars!” Mr. Wedereit ex- 
claimed. And he set out to find Mr 
Sessions. 

He found him and bought 12 such 
war scenes from the artist for $8,- 
000. In due time the paintings ap- 
peared as_ illustrations on Tube 
Turns’ 1944 calendar. 


Repeat Promotion . . The calen- 
dars were liked that the 
demand for them far exceeded the 
supply. So when calendar time came 
around again, Mr. was 
commissioned to do 12 more paint- 
ings for another $8,000 for the 1945 
calendar. 

This time 50,000 calendars were 
printed and distributed to Tube 
Turns customers, but this 
wasn’t enough to keep up with the 
demand. 

Each of the 24 paintings in the 
series depicted a World War II bat- 
tle or a combat incident. The idea 
was to demonstrate dramatically the 


so well 


Sessions 


even 
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Largest Issue in 9 years! 


220 Ninths—112 Advertisers—40-page issue 


The October 1954 issue of TSN sets a record ] | 3 wer wegen epee 
x _ weege 2 iy Al o 
in every way [Pr ne ve 


Statistics on last October's issue are: 
135 Ninths—72 Advertisers—24-page issue 


By total volume of advertising, this year’s October 
issue shows a gain of more than 60% over last 
year’s October issue. 


Peer i ; P : : | Tran 
I'SN’s previous all-time high was the May 1954 issue: aeons : rontpetation Insurance 
"Peer Te c 


Tra a 
. renspertatien tation Rice arpa o* Writing he: Use Plan 


163 Ninths—95 Advertisers—32-page issue| ~~~ = = Ret | SSE es eet ‘, 


By total volume of advertising, this year’s Oc- oe Cm : 
tober record-breaker exceeds the previous all-time ar : The Only 
high by 35 per cent. 7 ees 


Another milestone of this October record-breaker or a nie eee , Fleet Operations 
is the fact that it carries a full tabloid page of sir ‘ 


classified advertising—another growing TSN read- se i te | SS relate! nn utellabiciale ales 


er service. 


This is the best evidence that there is a trend oe’ nner Cy mae Product News 
among fleet advertisers to TSN-—as a new expand- fe 
ing market cultivator—providing tangible editorial : . sKelejlelfe| 


and advertising reader reaction. Why ? 


It is the only product news tabloid in the fleet Cena “ 44,216 BPA 


field. Editorial service is unique, stimulating reader eeesahe Truc wi 
interest and reader action. Easy-to-read tabloid for- — 
mat gets all advertisements displayed, none buried. 

Market coverage is the largest of any weekly or Monthly Coverage 
monthly fleet publication (total coverage—BPA " Effective January 1955 
audited six months average—12-31-53—44,216). Arar a'ccenton G . a. te: Bak Incseeenalvc 53.500 
Coverage effective with January 1955 issue will be ; s é ‘ 
increased to 53,500. (Advertising rates are remain- 
ing the same.) 


51.000 
pF 
at the a ere 


The January 1955 issue of TSN will ‘mark the 
inception of a new Western Section to be published 
each month. We'll gladly send you complete de- 
tails on it. We'll also send you copy of our Oc- 
tober issue together with any of the buying aids 
listed below. 


MARKET DATA AND BUYING AIDS AVAILABLE — WRITE FOR YOUR FREE COPIES 





Market Prospects for 1955 Market Pointers — Case 25 Ways to Advertise to Fleet Publications — 


Histories Fleets Coverage Chart 


An illustrated brochure of 1955 A helpful mechanical folder— 
fleet sales potentials on new “Market Pointers on _ Selling actual TSN tabloid size showing A helpful side-by-side comparison 
trucks. new trailers, and semi- Products and Services to the 25 acceptable ad units from two- of coverage of fleet publications 
trailers, replacement parts, tires Transportation Industry’’ is jam- page = — Fm measur- by trade distribution. Also help- 

packed with case-history material ing 10-% x own to 1/18 ful statistics on cost per thousand 
dealing with (1) operations, (2) age unit pA AP 3-5/16 x 2- Individual comparison of TSN 
pre maintenance, (3) replacement, (4) es” or 7 x 1-¥g”, Illustrates in- with each other fleet publication 
TSN forecast authored by Peter shop equipment, (5) freight han- serts also acceptable. Market and also included. Comparisons based 
B. B. Andrews, supervising econ- dling, (6) terminal equipment, editorial data on TSN also in- on June 1954 audited circulation 
omist, future sales ratings. (7) office equipment, etc. cluded. statements, 


and accessories, motor fuel, ter- 
minals and equipment. Exclusive 





























TRANSPORTATION SUPPLY NEWS — 22 WEST MADISON ST., CHICAGO 2, ILLINOIS 


The Only Fleet Operations and Maintenance Product News Tabloid Opa 


An independent publication — Founded 1945 — Emil G. Stanley, Founder and President 
Published in Chicago—Transportation Center of the World 


Detroit 2 — 509 Stephenson Bidg., Cass and West New York 22 — 139 East 57th St., Plaza 9-3848 Atlanta, Ga. —- Robert Carney, 933 Healy Bidg., 
Grand Blvd., TRinity 5-4420 San Francisco 5 — W. R. Mcintyre & Associates, 681 Walnut 8900 

Pasadena 1 — W. R. Mcintyre & Associates, 423 First Market St., Douglas 2-4475 Tulsa, Okla. — Jack F. Cozier, 2125 E. 22nd Place, 
Trust Bidg., Ryan 1-6981 Cleveland — 850 Euclid Ave., Superior 1-6700 Phone 4-5555 
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Make your calendars pay. . 


end result of Tube Turns’ wartime 


production of components for air- 
craft, ship and tank engines. 

The popularity of such a series 
during wartime is easily under- 
standable. But World War II ended 
more than nine years ago, and it’s 
been ten years since the first Tube 
Turns war calendar appeared. Yet 
the company still is getting valuable 
promotion from the calendars. 

This came about partly because of 
the calendar illustrations’ value as 
art and as depictions of history . . 
and _ partly Tube Turns 
knew how to exploit these advan- 


because 
tages. 


748,000 Reprints . . The company 
has sent out a total of 748,000 re- 
prints of the calendar art in various 
forms. These include 1,100 bound 
and boxed volumes of the entire 
series, printed to fill the demand 
from museums and libraries. 

So far, the calendars and all the 
reprints have cost a little over $50,- 
000. But the company figures it got 
a bargain because of the good will 
the series has created. 

The calendars and reprints were 
only the beginning. Publication ad- 
vertising schedules were worked 
around the paintings. Each month 
for 24 months the pictures appeared 
full page in four-color process in 
four*business publications. The Tube 
Turns ad message appeared on the 
reverse side of the insert. 

To top this off, two major news- 
papers reprinted some of the paint- 
ings in color in the rotogravure sec- 
tions .. and credited Tube Turns. 
They carried the art to the public. 

The original paintings, too, 
reached the public when they went 
on a coast-to-coast tour during the 
war, supporting such things as war 
bond drives, Red Cross solicitations 
and other patriotic endeavors. The 
public relations depart- 
course, these 


company 
ment, of exploited 


showings with news releases. 


After Ten Years, Queries . . 
When the war ended in 1945, inter- 
est in the paintings was expected to 
wane. But it didn’t. People kept 
right on asking for reprints of the 
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paintings. And Tube Turns kept 
right on filling those requests. 

And then the company hit upon 
another idea to exploit the paint- 
ings. The thinking was that here 
were specific battles and war scenes, 
that each one was of special sig- 
nificance to a person or group of 
persons, and that these were people 
who would treasure the paintings. 

The company decided to seek out 
those people or institutions and pre- 
sent them with the paintings. 
Through the years since the war, 18 
of the 24 paintings have been placed 
in appropriate homes. 

President Eisenhower has_ re- 
ceived one painting. President Man- 


uel Roxas of the Philippines has an- 
other. And Marine Corps air ace 
Col. Joe Foss has another. Other 
paintings in the series have been 
presented to such institutions as 
Great Lakes Naval Training Station, 
Fort Knox, 10th Air Force Head- 
quarters, New London Submarine 
Base and the cities of Tulsa, Okla., 
and Houston, Tex. 

For each of these presentations, 
there was a ceremony .. and a news 
story. In many cases the stories and 
pictures were published nation wide. 

There still are eight of the paint- 
ings to be presented. And each of 
these will mean another headline 
for Tube Turns. 





Issuing technical literature? 
Make sure it gets read 


Twelve-point check list helps you solve the problems 


= “MUCH OF THE technical literature 
in circulation today, unfortunately, 
fails to put across the sales story 
in either a logical or aggressive 
fashion,’ says Thomas J. Scanlan, 
advertising manager, Modern Tool 
Works, Ltd., Toronto machine tool 
builder. 

“Often the prospective customer 
loses himself in a welter of tech- 
nical jargon, advertising copy and 
statistical data at the expense of the 
company’s sales story,” he adds. 

Mr. Scanlan’s company has begun 
a series of bulletins on its products 
which, he says, has eliminated these 
faults. He said the company fol- 
lowed these 12 points in building 
this successful series of bulletins: 

1. Determine accurately the class 
of prospect who will receive the 
literature. 

2. Write your sales story in a 
fashion which will appeal equally 
to the engineer or the layman. 

3. Put a portion of your budget 
into good modern design. 

4. Number or otherwise code all 
your bulletins in a prominent fash- 
ion so that you can make specific 
offers in your advertising. 


5. Keep your introductory re- 


marks short and pithy launch 
your sales story without too much 
preamble. 

6. Develop some kind of “family 
resemblance” among the pieces of 
literature. 

7. Use large illustrations with a 
minimum of explanatory copy. 

8. Never assum’ too much . . al- 
ways make it easy, through the use 
of simple “attention getters,” for the 
prospect to follow the continuity of 
your sales story. 

9. Consider carefully such pro- 
duction details as the style and size 
of type for headings and body copy. 
Decide on a suitable format (814x- 
11” is recommended on the basis 
of surveys made among purchasing 
agents), and decide on stock (80 
lb. coated stock has been found to 
be suitable under most conditions). 


10. Keep your specification data 
clear and attractive . . make it easy 
to follow. 


11. Integrate your company story 
or institutional message carefully 
with your sales story. 

12. Sell everyone . . management, 
salesmen, distributors, dealers and 
customers .. on what your litera- 
ture is doing for them. « 
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IDEAS ARE TOOLS, TOO! 


Along with the ordinary tools of the trade, ideas 
help create displays which do an outstanding job 
for you. Ideas are high on the list of things you 
want from your exhibit house . .. others are service, 
dependability and plenty of know-how. 

Gardner Displays offers you these important 
features along with 36 years experience in a field 


where good ideas spell success. 


GARDNER DISPLAYS 


PITTSBURGH NEW YORK cHicaco peTrroir 
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Long On Sales Appeal. . Buchan 


ad attracts notice to Buchanan 


® WHEN a competitor’s new product 
threatens your leadership, an inno- 
vation in advertising technique may 
be called for. 

That was the threat and the 
counter-move for Buchanan Elec- 
trical Products Corp., Hillside, N. J., 
which has helped maintain sales 
leadership in its product field for 
ten years through careful use of 
fractional space ads on a limited 
budget. 

James O. Johnson, general sales 
manager of Buchanan, came up with 
the innovation a space unit de- 
signed not only to attract prospec- 
tive new users to the merits of the 
company’s products, but to resell to 
previous customers who were being 
exposed to the new competitive 
promotion. 

Along with other electrical prod- 
ucts, Buchanan manufactures a line 
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of connectors, and merchandises 
with them a specially designed tool 
for connecting and splicing wires 
of many sizes. To maintain its posi- 
tion in the industry, Buchanan’s 
main advertising efforts had been 
devoted to small space 
Contractors’ Electrical Equipment. 

But when two new 
tools began to appear on the market 
a few months ago, Mr. Johnson de- 
cided that the merits of his own 
company’s product would have to 
be made manifest to the trade in a 
manner which would develop maxi- 
mum impact and attract the widest 
possible readership. 


units in 


connecting 


Novel Center Spread . . Remain- 
ing with the basic medium, Buchan- 
an arranged for a unique space unit 
to run in Contractors’ Electrical 
Equipment, and in the June issue 


there appeared, for the first time in 
the publication’s six-year history, a 
center-spread advertisement one- 
third of a page deep. Headline: 
“No other single tool does so many 
wiring jobs!” 
The 4%” x 21” 


tailed close-up of the tool’s working 


ad presented a de- 
head, descriptive copy proclaiming 
its features, and a series of graphic 
line and wash drawings showing its 
adaptability to a large number of 
terminating and splicing jobs. At the 
same time, the illustrations demon- 
strated the use of other basic Bu- 
chanan products in connection with 
the special tool, and showed how 
the tool was to be used to achieve 
work results that cannot be ob- 
tained with competitive instruments 
or methods. 

To merchandise this unique dis- 
play ad, Johnson has had re- 
prints of it run off, which are being 
distributed to Buchanan dealers for 
use as a wall display piece. With 
the display reprint, dealers are also 
receiving a wall box and bulk cop- 
ies of another promotion piece of 
unique size . . a 40-page booklet, 
with 2x3” pages 

Entitled ‘Pres-Sure-Tips,’ the 
little booklet shows contractors just 
how the various Buchanan products 
can be used to accomplish many 
types of wiring installations. Copies 
of the little booklet are also distrib- 
uted throughout the trade in pack- 
ages of fittings and tools. 


Program Booklets, Too . 
port for +he dramatic 
obtained through insertions in pro- 
gram booklets’ of 
national meetings of electrical in- 


Sup- 


spread is 
regional and 


spectors’ organizations, and in color 
pages aimed at distributors, in Elec- 
trical Wholesaling. 

Close support for the company’s 
advertising efforts is provided by 
nearly 20 trade 
on both a national 


participation in 
shows annually, 
and regional basis. Here again the 
accent is on practical use of Buchan- 
an products, as Donald E. Andersen. 
assistant sales promotion manager, 
performs active demonstrations of 
what can be accomplished through 
use of the company’s connectors, 
terminal blocks, conduit bushings, 
plugs . . and, of course, the ubiqui- 
tous patented Buchanan C-24, the 
Pres-Sure-Tool. 2 
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President Superintendent of Construction Equipment Design Engineer 


All these and 751 more 
: 


Manager, Atomic Power Division Design & Development Engineer Project Engineer 


M.E.’s at Westinghouse 


V.P— Research Laboratories Experimental Engineer Order Interpreter 
read Mechanical Engineering monthly! 


Mechanical engineering is fundamental to most industrial 
fields. This is typical of the electrical industry where the 
men who dominate the specification and purchase of equip- 
ment read MECHANICAL ENGINEERING — regularly, 
every month. Why? Because these men, from president to 
staff members, are mechanical engineers. And they depend 
on MECHANICAL ENGINEERING for authoritative re- 
porting of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- 

ING puts your sales story before this, the world’s largest 

audience of mechanical engineers— 35,000 men who design, 

develop, produce, install, control and operate mechanical 

equipment. Mechanical engineers keep your sales moving — 

and MECHANICAL ENGINEERING motivates mechani- [0.22 n)) menhanical bigitee’s, WE I tel 
cal engineers. edited solely to serve their needs. 


Engineers are educated to specify and buy 


~~» Mechanical Engineering 


is \ 
g@Ya Published by 

S Gj THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
SE y/ 29 West 39th St., New York 18, N. Y. 
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out of your business paper ads 


It's a neat trick, if you can do it... and you probably can 


By Richard E, Tirk 


® SUPPOSE, while you're at a con- 
vention, you meet a worried look- 
ing little guy who begins to tell you 
his troubles. You listen sympathet- 
ically, make a few suggestions, and 
he offers you a job as advertising 
manager of his firm .. at double 
your salary. You accept because you 
really want to help the guy. You're 
not interested in the money, at all. 

He’s a manufacturer of stranis- 
feed pulvastainers. They're thing- 
amajigs which should be used by 
every manufacturer with a funis- 
trophic polyfacer. It’s a good prod- 
uct and a good market and sales 
aren't too bad. Only trouble is the 
new boss wants to make more 
money. 

This guy had been advertising 
manager as well as president. The 
ads he’d turned out look preity 
good, too. They seem well con- 
ceived and when you look over the 
readership studies and circulation 
breakdowns, etc., he seems to have 
chosen the right media for them. 

But you decide not to take any- 
thing for granted 

You check with all the publica- 
tions on the media list, and they 
okay a mailing using their subscrip- 
tion lists. Some of them give you 
the actual subscription list. Others 
insist on getting the material from 
you and doing the mailing them- 
selves. Either way, you're satisfied 

all you want to do is check the 
publications’ value. 

Your mailing goes to about 10% 
of the subscriber list of each of the 
publications being used. 
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Your 


and your theory is that magazines 


letter calls for inquiries 
whose lists return a good percentage 
of inquiries are worth while. Those 
which don’t are questionable. 

You key your cards and make 
your mailing. And the returns as- 
tound you . . 6%, 8%, 10%. You 
get the idea that direct mail can 
be pretty good stuff. 

By and large, it looks as if your 
advertising is reaching the right 
people. Or, at least the business 
publications you’re in have the right 
people on their subscriber lists. 


You Learn Things .. You notice 
a few other things. A couple of lists 
you tried were from publications 
you weren't in. One of them showed 
up much better than some of the 
publications you were using and 
you think you should consider add- 
ing it to the list, or making a switch. 
Also you notice that in three pub- 
lications with somewhat parallel 
circulation, the lists of two showed 
up a great deal better than the 
third and you think it might be a 
good idea to consider dropping that 


one. 


(You've guessed by now this is 
kind of a fable. A fable is a story 
with a moral. And one of the morals 
of this story is: direct mail offers 
some wonderful possibilities for 
measuring the quality of - business 


paper circulation.) 


You show your findings to your 
boss. He’s unimpressed. “Inquiries,” 


he says, “I can’t pay food bills with 
inquiries or liquor bills at the 
club either.” 

You tell him you'll show him just 
how valuable these direct mail in- 
quiries are. You have a file card 
made up for every inquiry before 
you transmit it to the field. And 
every time an order comes in, you 
have it checked against that inquiry 
file. Six 
your figures to the boss. One out 


months later you show 


of every six inquiries has resulted 
in a sale. The evidence is unmis- 
takable. He jumps up in the air, 
clicks his heels, and says, “Direct 
mail is great stuff. Cancel all our 
space. Spend all our budget on di- 
rect mail. You are now our direct 
mail manager.” 


(Another moral: records that re- 
late your efforts to sales are worth 


keeping.) 


You Teach, Too. . You know it’s 
as bad to cut out space as it is to 
cut out direct mail especially 
when you think of the space reps 
who take you golfing every Wednes- 
day. And you figure you've got to 
explain why to your boss. He’s a 
funny guy, interested in money 

so you figure you'll explain it to 
him in terms of money. You do it 
this way: 

“You know that in the entire 
country, there are some 10,000 firms 
in Standard Industrial Classifica- 
tions 000X and 000Y. Probably most 
firms in these classifications have 
polyfacers and are therefore pros- 
pects for pulvastainers. Over the 
past ive years, we have spent $500,- 
000 advertising to these guys, so 
they accept or may even prefer our 
pulvastainer. We have an invest- 
ment of $50 in every one of them. 

“Now we know that at any given 
time, a certain portion of them are 
more ready to be sold than the rest. 
They’re more ready to be sold be- 
cause they’ve had a breakdown or 
because they’re mad at their present 
supplier, or they’re going to make 
a new product, or because someone 
just got a promotion or because 
of any one of 100 reasons. 

“Each of these guys is ready to 
be sold and each feels $50 worth of 
acceptance or preference for pul- 
vastainers. That’s your advertising 
investment in him. You cash in on 


la) 


ntinued on page 146 

















Sapulpa provides modern refuse collection with GarWood units. 


IS THE CITY MANAGER SEEING YOUR SALES MESSAGE ? 


You can make more sales to city and town governments by 
reaching city managers,.as the Sapulpa, Oklahoma 
story shows. 


Sapulpa is a town of 13,031 people. City Manager 
J. Orville Bumpus was recently faced with a trash and 
garbage collection problem. He decided to expand 
municipal services by purchasing modern refuse trucks. 


City Manager Bumpus first studied the garbage truck ads in 

the MUNICIPAL INDEX and THS AMERICAN CITY. He writes, 

"Then I turned to the ‘postcard information service' o? City Manager 
your publications to get in touch with the manufacturers." J. Orville Bumpus 
Demonstrations soon followed. GarWood | Industries, INCs, 

an advertiser in THE AMERICAN CITY and .the MUNICIPAL INDEX 

for many years, made the sale. 


City managers are key men on municipal sales. There are 
over 1,100 municipalities with city managers as overall 
business administrators. These executives will 

see your sales message if you invest your advertising dollars 
in THE AMERICAN CITY and the MUNICIPAL INDEX. 


THE AMERICAN CITY - MUNICIPAL INDEX 
470 Fourth Avenue, New York 16, N. Y. 
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CATERPILLAR 


ANNUAL REPORT 


ES 





This wrap-around cover illustrates 
Caterpillar’s bold use of photog- 
raphy in its Annual Reports. 
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Check this list to see where 


V Market Research—Photo-report- 
ing: still and movie studies of buying 
habits; product application pictures; 
record shots of displays. 


V Plans and Presentations—Pic- 
tures of typical market conditions. 
Slides for presentation of charts, sug- 
gested layouts for ads, and dummies 
for booklets and brochures. 


V Layout and Illustration for 
magazine and newspaper ads, direct 
mail, sales and service literature, cal- 


endars, car cards, billboards; product 
pictures; installation and application 
pictures; background and atmosphere 
photos; photocopies. 


Vv Packaging—Product pictures; 
how-to-use photos; photo lettering; 
photo composition. 


V Merchandising Displays (win- 
dow, counter, floor)—Product installa- 
tion, application and demonstration 
photos—life-size, jumbo; background 
and atmosphere photos. 

















Vater pillar 


you can use 


Vv Trade Shows—Product, installa- 
tion and application photos and blow- 
ups. Sequence stills and movies for 
demonstration. 


V Public, Stockholder, and Em- 
ployee Relations—Product, plant, 
situation, candid and portrait pictures 
for house organs (internal and exter- 
nal); photographs of new or improved 
products and of interesting or unusual 
events for news release; institutional 
movies; slides for illustrated talks. 


V Sales, Sales Training, and 
Service—Product, installation, appli- 
cation, and service pictures; sales bul- 
letins and manuals; stills, slides, movies 
for presentations and exhibits. 


V Television Production—Dra- 
matic and other programs; films of 
products in use; stills for commercials; 
photographic backgrounds. 


\ Printed Production—Prints, 
transparencies, films for photome- 
chanical requirements; photocopies. 


\ 


7 
al. 


- 


photography’s many helps. 


V Administration—Miniature prints 
of layouts and/or ads in process or 
completed; office copying, microfilming 
for record files and storage 
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How direct mail can get more out of your ads... becins on p. 142 


this investment if your salesman 
gets to the prospect (and makes a 
good pitch) at this time . . when he 
is ready to be sold. 

“Of course, a lot of these men, 
when they become aware of the 
need, will take the initiative getting 
in touch with you. But for every 
one who does, there are several who 
don't. 

“Anyway, as I said before, each 
of these guys is ready to be sold. 
But do your salesmen get to all 
these ready-to-be-sold guys in 
time? No, they usually make calls 
by routine. Some calls just happen 
to be made on people who are ready 
to be sold, and sales result. But 
too many calls are made on pros- 
pects who are not ready to be’ sold 
now. 

“So you have a double tragedy. 
You have an investment in pros- 
pects who are ready to be sold and 
the salesman isn’t there to cash in 
on it for you. This is unexploited 
advertising. And on the other hand, 
you have a tremendous investment 
in the time and efforts of your 
salesman. And what is he doing 
with it? He’s spending a lot of it 
on prospects who aren’t ready. This 
is misplaced sales effort. 

“What direct mail does is to re- 
duce some of this misplaced sales 
effort and unexploited advertising 

. and enable you to apply more of 
your sales effort to. exploit your 
advertising. 

“We mail to these prospects 
you've been advertising to and ask 
them (although not in so many 
words), ‘Which of you fellows is 
most ready to be sold now?’ And 
we get answers from x%. People 
who say, ‘Yes, I want to talk to 
you about using your products,’ 
will very often be those people you 
want to find . . people who can most 
easily be sold now. Certainly if the 
salesmen spend more time calling 
on men who send back that kind 
of inquiry, they will be calling on 
many more men who can be sold 
now than they would be making 
routine calls on random prospects.” 


(The moral here is: You have a 
cash investment in every man your 
space ads reach . . direct mail makes 
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your salesmen call on them at the 
right time to cash in.) 


Yeu Measure Results . . Your 
boss is convinced. He says, “We 
won't cut out any of our advertis- 
ing; we'll double our budget and 
put the same amount in direct mail. 
And you'll be advertising and di- 
rect mail manager.” But he’s the 
kind of guy who never gives you 
any praise. Only thing that tells 
you you're doing a good job is an- 
other raise. 

The end of the year you make up 
a new budget . . with a sizable in- 
crease. Your boss calls you in and 
says, “Say, I don’t know about this 
increase. The sales manager says 
instead of spending any more money 
on advertising, we should just pay 
the salesmen bigger commissions.” 
So you start again to explain what 
his advertising dollar is accomplish- 
ing. You pull out charts on pene- 
tration, depth studies, market re- 
search, readership studies, etc., etc. 
They’re completely over his head 
and he’s unimpressed. You’re kind 
of stumped and then you go back 





to your inquiry files and say, “These 
are our advertising inquiries. Some 
of them are from space advertising 
but a smaller proportion because 
your space advertising isn’t aimed 
primarily at inquiries. Now on our 
direct mail inquiries, for instance, 
we show 4,526 inquiries this year 
and 787 sales directly traceable to 
them. Volume $1,100,000. 

“Because most inquiries and sales 
are traceable, we know our direct 
mail is on the right track. Now, 
space advertising is not as measura- 
ble, because it’s not primarily aimed 
at inquiries. But we use the same 
thinking in our space advertising as 
went into our direct mail, so it must 
be right. Direct mail and space are 
both part of the same advertising 
program. Direct mail is the most 
measurable part and direct mail re- 
sults are merely a measure of the 
effectiveness of the entire program.” 

You get your increased budget 
and a promotion to advertising di- 
rector. You also get an assistant and 
to keep him busy you tell him to 
come up with suggestions for a new 
magazine campaign. 

He gets out a letter to customers 
asking them how they’re using their 
pulvastainers. Response is terrific. 

Continued on page 148 











“By this time you've caught his attention and you give him the sales pitch!” 




















Type of Number of 
equipment Mentions 


Compressors 217 
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To help maintain tight construction timetables, 
contractor companies depend on a great variety of 
equipment from all-purpose air compressors to 
specialized cable ways. A newly completed study 
among civil engineers in 97 contractor organizations 
reveals the extensive use of 34 distinct types of 
equipment. This is shown in the table on the right. 
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ee & 
Civil Engineers report { wsrecs’ as 
Pumps 187 
types of equipment most 
{yp eq ip Vibrators 172 
Heavy trucks 151 
Tractors 131 
Buggies 128 
* 
with annual volume == tessisices "ce 
- Forms (re-usable) 105 
Hoists 
Finishers 
Mixing plants 
Aggregate plants 
Results of the complete study are now ready. ° Trenchers 
Write for your copy and discover more reasons why it Pavors 
ENGINEERING every month. It’s your best 
buy by far to keep your equipment sold in the Dredges 
Tracto-wagons 


Cranes 176 
Bulldozers 175 
@ 8 
Often used in their =| > r 
Shovels 136 
9 % 
contractor organizations : =<: 
Draglines 117 
Power generators 110 
. : Pile dri 98 
exceeding *1,900,000,000: <:::* 
Batchers 
Scrapers 
Shovel loaders 
Rollers 
Conveyors 
ol See Sumincus pens 
engineered construction markets. 
Tunnel muckers 
Cable ways 


ENGINEERS ARE EDUCATED 
TO SPECIFY AND BUY 
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How direct mail can get more out of your ads. . |: 


This direct mail is great stuff. You 
Zet a few complaints, but you learn 
of a lot of satisfied customers you 
didn’t know about. You send your 
assistant out to interview them and 
vet case histories. And you have a 
beautiful series of ads for your new 


business paper campaign. 


You Find a New Market. . One 
of the replies to your mailing turns 
up something new. Seems one of 
your customers had a_ fresh-out- 
of-college engineer who took one 
of your stranisfeed pulvastainers, 
pulled out the transverse hyper- 
thyroid ramicator, and replaced it 
with a 2-cent phonograph needle. 
And with this slightly jazzed up 
pulvastainer, was able to double the 
output of his reemostermic stago- 
fins. You have a new market. 


(Still another moral: Direct mail 
can locate case histories to feature 
in your ads. It can also uncover new 


uses for your product.) 


There’s one trouble with the new 
market. There are a lot more firms 
with reemostermic stagofins than 
there are with funistrophic poly- 
facers. But the number of pulva- 
stainers required by any one plant 
for its reemostermic stagofins is too 
small to warrant having the account 
serviced by your salesmen, who are 
highly paid engineers. This new 
market must be sold by distributors 
who carry a number of non-com- 
peting lines. 

So you set up distributors 
throughout the country. And you 
slant a lot of your space advertis- 
ing at firms. with 
stagofins. By this time, you're di- 
rector of marketing and after you've 
shot off your mouth at the local 
advertising club about what can 
be accomplished with direct mail, 


reemostermic 


you're club president. 


Mail Gets You Out of It. . There 
are a lot of sales to the new market, 
but this crazy boss of yours still 
wants to make more money. He 
goes on a trip visiting his distribu- 
tors and comes back livid. 

“Those ungrateful dogs,” he says. 
“Here we spend all this advertising 
money on softening up his prospects 
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for him. And what is he doing? In- 
stead of going out and asking them 
to buy pulvastainers, he’s usually 
about one of the other 
. his fasteners, ma- 


talking 
things he sells . 
terial handling equipment, mainte- 
nance supplies, or what-not. Only 
once in a while does he talk about 
pulvastainers, usually only when 
they ask him. We've got to do some- 
thing to make him and his sales- 
men spend more time talking to our 
prospects about our products.” 

He’s right. You’ve got to make 
more of the prospects ask the dis- 
tributors about pulvastainers. The 
money you spent in advertising to 
prospects for pulvastainers is a big 
investment and your distributors 
are not cashing in on it for you 
at least not as much as you'd like 
them to. You decide you'll make 
the prospect invite the distributors’ 
salesmen to call and talk about 
pulvastainers. That will make them 
spend more time talking about 
pulvastainers and less time talking 
about other items. 

Whenever you were in trouble 
before, direct mail got you out of 
it. So you decide to get mail in- 
quiries for your distributors. 

You check on what’s become of 
your advertising inquiries and you 
find some distributors are doing a 
good job following them up, some 
not. You decide the only way to 
make sure inquiries are followed 
up is to give the distributors a stake 
in them. So you make them pay 
part of your direct mail campaign. 

You prepare a series of mailers 
that feature the distributor and of- 
fer information on how pulvastain- 
ers can make the prospect’s reemo- 
stermic stagofins function twice as 
efficiently. You really go overboard 
on the art work because you want 
the distributor to be sure that this 
stuff is better than anything he 
could produce on his own. 

Your mailing shows your space 
advertising has done a fine job. 
There are a lot of people with ree- 
mostermic stagofins who have 
thought pulvastainers might help. 
They just hadn’t gotten around to 
looking into them. And there you 
have the same story again. The big 
investment created by advertising . . 


direct mail puts the salesmen in the 
position to cash in on it. You find 
that the distributors now spend a 
lot more time on pulvastainers than 
they had. Sales go up, of course. 


A Final Moral .. Your boss makes 
you vice-president in charge of 
marketing. You're still president of 
your local ad club and you're a 
director of your national association. 
And by this time, you belong to the 
local chamber of commerce and are 
a wheel in the local civic associa- 
tion, Boy Scout Committee and 
Parent-Teachers Association . . all 
working to make a better place for 
kids to live in. In fact, you hardly 
ever see your wife and kids. And 
when your wife hears about the 
new jobs which mean even more 
traveling, she says as long as she’s 
going to be alone all the time she 
might as well have some of the ad- 
vantages of being single and goes 
off muttering about a divorce. You 
feel lousy and stop in at the doctor’s 
and he tells you you've got ulcers 
and a bad heart. 

So you go back to the outfit you 
left when you took this job to talk 
about going back to work for them 
again. Before you can start, your 
old boss asks you for a job . . says 
the outfit’s going out of business. 

So if you go to a convention and 
a worried little guy begins to tell 
you his troubles, don’t listen sym- 
pathetically and don’t make any 
suggestions. « 


DIRECTIONS 


Tie leader to hook, 
then remove hook 
from Pok! 
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Brilliant pictures and clear “bell-tone’ sound 
in| one compact economical unit that has 
delighted every educator and sales-manager 
who has ever heard it. 

Two permanent needles ® Separate tone and 
volume controls © Uses filmstrip, slide, or 


Mdionce Grou behind Me 


P SAM 


Plays All Records — 3 Speeds — 33'/3 ~- 45 — 78 rpm 


For Use With All Viewlex Projectors 150 to 500 Watts. | 
Sound System Or Projector May Be Used Independently. . age 


combination slide and filmstrip Viewlex pro- 
jectors © “Light Multiplier’ optical system —. 
2”, 3", 5",7", 9, 11" lenses available with- 
out change of condenser system. Priced from 
$124.25 up. 


Write Dept. 234 for literature. 


All VIEWLEX projectors are guaranteed for a lifetime! 
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Typical Faces . . Typica! of variety 


ing lstinctive 


nt acetate sheets 


allow varied art, type, layout 


Find hold the line on costs, too 


By Dick Hodgson 


® INNOVATIONS in advertising pro- 
duction methods are enabling the 
advertising manager and _ his 
agency . . to do many things better 
and cheaper than was possible just 
a few years ago. 

e He can get more variety and 
flexibility in art and layout through 
methods developed in the greater 
use of offset printing. 

e He can choose from hundreds 
of different styles of hand-lettering 
or type now available on inexpen- 
sive adhesive-backed acetate sheets 
ready for paste-up. 

e He can get inexpensive and in- 
stantly-ready display type for many 
advertising jobs through a variety 
of new photo-typesetting machines 
that he can install in his own 
offices. 

e He can obtain both text and 
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display copy set commercially by 
photocomposition. 

What these new wrinkles are 
doing, chiefly, is to permit more 
freedom and variety in the prepa- 
ration of advertising materials 
without sacrificing quality or run- 
ning up costs. Since they put a 
greater share of the production job 
in the hands of the artists and pro- 
duction men in the agency or ad- 
vertising department (rather than 
the mechanical shop). they permit 
more control of the finished prod- 
uct. 

This, incidentally, is bringing 
about a rebirth of the hand crafts- 
man. 

The continuing swing 
greater use of offset printing for in- 
dustrial advertising materials has 
encouraged advertisers and their 


toward 


agencies to break loose from some 
of the restrictions which previously 
demanded more_ mechanization. 
Since, in offset, printing is not done 
directly from the original type or 
electrotypes, more latitude in han- 


dling copy is possible. 


Different Shapes . . For the most 
part, body copy is still set on line 
composition machines. Proofs are 
then used for paste-ups which be- 
come camera copy for making off- 
set plates. But in this paste-up, the 
element of hand craftsmanship en- 
ters the picture. While the letter- 
press printer does, of course, use a 
great deal of non-mechanical skill 
in make-up, he is generally bound 
to the use of relatively fixed tech- 
niques and materials . . . and, fre- 
quently, higher labor costs. 

It is in the use of display type 
that the resurgence of hand crafts- 
manship is most marked. Lines of 
“bouncing” type, headlines moving 
in and out and around illustrations, 
letter characters which take shapes 
far different from their original 
pattern and many other techniques 
have become commonplace in all 
forms of advertising. 

While such versatility originally 
was developed primarily to take 
advantage of the latitude afforded 
by offset, advertisers found 
that it is also practical for other 
forms of printing, even though it 
requires use of engravings rather 
than printing directly from type. 
Frequently headings of this nature 
can be prepared including the 
engravings . . for little more than 
would be paid for a top-rate type- 
setting job. 


have 


Many Paste-Up Types . . One of 
the major factors which have stim- 
ulated the use of such techniques 
is the development of inexpensive, 
widely available fonts of paste-up 
type. Many firms are already com- 
peting for business in this field, 
with newcomers being added to the 
list nearly every month. 

Today, several thousand different 
styles of both hand-lettering and 
standard typefaces are available. No 
longer must the adman depend 
upon the limited number of type- 
faces available from his regular 
typographer . . even if they number 
in the hundreds. He can select the 


Continued on page 152 














Cataloging im the Composite Catalog 


costs less than producing your own! 












































Adequate cataloging is an important item in any sales 
budget or program attempting to reach tne far-flung oil 
producing industry. 

And to make your catalog do a proper sales job, prepa- 
ration and distribution costs should be balanced carefully 
against results obtained. 


How much money are you spending? 

How much are you spending for printing your catalog; 
securing, setting up and maintaining your mailing list; 
envelopes, addressing and inserting; postage? Production, 
postage and mailing costs alone for an adequate oil field 
equipment catalog sent to 12,000 buyers would far exceed 
your per page investment* in using the Composite CATALoc. 

With Composite CaTALoc you know you're reaching key 
buying power men. The certified distribution list of 12,000 
































names costs thousands of dollars per issue to build and 
maintain. 

Almost 500 manufacturers and service companies have 
5,200 pages of data filed in the current Composite CATALOG. 
They have found that it is cheaper than trying to produce 
their own. 

Lower your 1955 cataloging budget by including your 
complete catalog in Composite CaTaLoc. See listing in 
SRDS or write nearest office today for complete details. 

*A 12-page catalog prefiled in Composite CATALOG 

costs only $260 per page. 


Grey composite catavoc of Cil Field Equipment [oS 


—— 


GULF PUBLISHING COMPANY 


Apecialized PEIROLUM Siblications 


Houston (6), 3301 Buffalo Drive, LY-4301 

New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Michigan Avenue, Wabash 2-9330 
Cleveland (15), 1010 Euclid Avenue, Main 1-2550 
Tulsa (3), Hunt Building, 3-1844 


Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 
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New production methods. . 


exact style he prefers and have his 
display copy produced by any artist 
is no more time and frequently 
quicker than is required for ob- 
taining proofs from a typographer. 

Many times required display lines 
can be produced by anyone in the 
advertising department. But, like 
regular typography, the skill of an 
experienced artist is required to 
produce the best results. 

The majority of firms offer their 
paste-up letter alphabets on trans- 
parent acetate sheets with an ad- 
hesive backing. The letters are cut 
from the sheets and pasted in the 
exact position required. If the size 
is right, these letters can be applied 
directly to the artwork which will 
be used as camera copy. If reduc- 
tion or enlargement is necessary, 
the usual 


photostat made for paste-up pur- 


method is to have a 
poses 

One of the big advantages in the 
use of paste-up letters is the ability 
alignment 


to change spacing or 


quickly. Individual characters can 
be removed easily and repasted in 
a new position. They can also be 
reused when desired 
The introduction of more hand 
craftsmanship in advertising typog- 
raphy has also encouraged special 
treatments such as the screening of 
type or laying a pattern on it, con- 
densing and expanding it, lengthen- 
ing or shortening it, slanting it, etc. 
Screening and use of patterns is 
usually accomplished with artist-ap- 
plied benday sheets such as Zip-A- 
Tone and Craftint. Reproportioning 
handled by 
service firms with special camera 


of letters is usually 


equipment 


in Your Office .. 
with this same trend has 


Machines 
Along 
come greater use of photo-typeset- 
ting equipment. This field is still in 
a neophyte stage, but growing rap- 
idly. There are two basic types of 
photocomposition machines: 

e Small, hand-operated desk-top 
machines used primarily to set dis- 
play type. 

e Large 
used by typographers and publica- 


mechanical equipment 


tions primarily for setting body 


copy 
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In the desk-top field there are 
currently four machines: 

1. The Coxhead-Liner produced 
by the Ralph C. Coxhead Corp., 
Newark. 

2. The Filmotype 
Filmotype Corp., Chicago 

3. The Typro produced by the 
Halber Corp., Chicago. 

4. The Line-O-Print produced by 
Line-O-Print Co., Minneapolis. 

All of the machines work on bas- 


produced — by 


ically the same principles . . the 


character desired is selected by 
hand either by turning a dial or in- 
serting a matrix and then printed 
on a strip of film or photographic 
paper. There are, 
differences in each of the machines. 


however, basic 

Because of the ease of operation 
of these units, they are rapidly be- 
coming a part of the equipment of 
many advertising departments and 
agencies. The cost of the machines 
range from $189.50 for the Line-O- 
Print, which uses hand-inserted ma- 
trices, to $750 for the more auto- 
matic Filmotype, which is generally 
leased with $45 monthly payments 
being credited toward the purchase 
price. Type fonts for the machines 
range in price from $12 to $20. 
Some Skill Needed . . Getting the 
best results from any of the ma- 
chines requires the use of skilled 
craftsmen in’ making 
Much can be done on the machines 


paste-ups 


and in a photographic darkroom by 
relatively unskilled talent, but the 
talented hand of an expert is essen- 
tial for the proper conversion of 
this material in the final stages. 


ve 


Internal photocomposition equip- 
ment will seldom, if ever, complete- 
ly eliminate the need for the com- 
mercial typographer. In many cases, 
however, they can rapidly pay back 
the initial investment by providing 
inexpensive and _ instantly-ready 
display type for many jobs. 

The product of these machines, in 
many areas, is available from serv- 
ice firms. It is frequently coupled 
with other facilities such as cameras 
for reproportioning and applying 
special effects. 

Most 
tions, however, are leaning toward 
the use of the larger equipment, 


major commercial opera- 


present-day 
While sev- 
photo- 


which is similar to 
line-casting machines. 
mechanical 

have 
Intertype’s 


eral different 
composition machines been 
developed, only one 
Fotosetter . . is in general use. 
Fast Enlargements .. Among the 
advantages of these 
their ability to produce type which 
can be quickly reduced or enlarged 
to most any size. Such typographers 
as Warwick Typographers Inc., St. 
Louis, and Gilcar Corp., New York, 
both 
the suitability of photocomposition 


machines _ is 


using Fotosetters, emphasize 


for the production of giant sizes up 
to 180-point or 
the sharpness of the images pro- 
through 
extensive enlargement doesn’t re- 


larger. Because of 


duced photo-typesetting 
sult in fuzzy images which require 
extensive retouching. 

Another advantage to photocom- 
position is that “proofs” can't 
smudge or bleed since they are pro- 
duced photographically without any 
printer’s ink being involved. 


New Breed .. All of these de- 


velopments, while primarily me- 


chanical in themselves, are con- 
tributing 


emphasis on hand craftsmanship in 


factors toward greater 


producing the finished advertise- 
ment. They have placed greater im- 
portance on the role of the layout 
artist and the production man. 

In many cases they have de- 
veloped a new breed of combination 
artist-production man, who, by his 
intimate knowledge of the new de- 
velopments and their applications 
can provide the advertiser with 
better material more quickly and at 
lower cost. we 
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The rising trend to more automation throughout industry is making head- 
lines everywhere. But there is only one AUTOMATION magazine. It wraps up for 
you, in one package, the entire Automation market. It cuts across all industry. 
Busy men spending hundreds of millions to automate their plants have wanted 
one source of authentic information on new developments in automatic opera- 
tions. Now this gap has been filled by AUTOMATION magazine. Overnight it has 
become “must reading’ for the very men you want to reach—an audience 
with one common goal—more automatic operations. lf your product belongs in 
automatic production—your advertising belongs in AUTOMATION. 


BHOWOOOWIoOO 


the magazine of automatic operations 





Would you like the new AUTOMATION Data File with complete details? Just put 
your name and address on this page. Mail it to us and we'll see that you get it 
promptly. Edward S. Lawson, Business Manager, Automation, Penton Bldg., 
Cleveland 13, Ohio. 


New York 17—Robert G. Macbeth 
60 East 42nd St., Murray Hill 2-2581 
Chicago !1—Richard K. Lotz 
Richard W. Jones 
520 North Michigan Ave., Whitehall 4-1234 
Cleveland 13—Larry D. Brennan 
Gordon W. Rosencrans, Jr. 
Penton Building, Main 1-8260 
Los Angeles 47—The Robert W. Walker Co. 
2330 West Third St., Dunkirk 7-4388 
San Francisco 4—The Robert W. Walker Co. 
57 Post Street, Sutter 1-5568 
Griffin, Ga.—Fred J. Allen 
331 South Twelfth St., Griffin 7854 
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HOW TO COVER $1,000,000,000 
OF BUILDING PLANNING 
ACTIVITY FOR 520 
ADVERTISING DOLLARS! 
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Norman Oklahoma High Sch 
ner of the First Honor Award, 86tt 


Annual Convention of the A.1.A. (1954 ive hundred and twenty dollars pays for one 
Associated architects: Caud A o-* ; FS 4 
ve page of advertising in Architectural Record at the 





lett, Scott & Associates; Perkins & 
Will. First presented to architects and 12-time rate and delivery of facts on your products 
engineers in Architectural Record ; 5 


to those architects and engineers verifiably re- 
sponsible for planning over $1 billion of building 
monthly at current rates of construction. 


. Photographer: Hedrich-Blessing 





sf Contract award figures as reported by F. W. 
Dodge Corporation, publishers of Architectural 
Record, point to an unprecedented $14.9 billions 
of architect-engineer-planned work in 1954 — 
not counting public works, utilities and farm 
building. 


Based on periodic statewide checks of Dodge 
Reports against Architectural Record’s own sub- 
scriber galleys over 85% ($12.6 billions) of this 
huge building volume is coming from the boards 
of the Record’s own architect and engineer 


subscribers. * 





This low-cost coverage of building planning activ- 
ity—documented by Dodge Reports—is one reason 
why more advertisers—again in 1954—are placing 
more pages of advertising in Architectural Record 
than in any other architectural magazine (47% 
more than in Magazine A—61% more than in 


Magazine B). 
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Here are two more reasons why year after year more ad- 
vertisers place more pages of advertising in Architectural 
Record than in any other architectural magazine: 





1. Editorial Quality— Architectural Record, winner of 
31 awards for editorial excellence, is edited specifically for 
architects and engineers—covers nonresidential and resi- 
dential buildings, large and small, that constitute the 
practice of architects and engineers—times and balances 
its editorial centent with the aid of Dodge Reports to be 
of constant maximum value to architects and engineers in 
terms of the work on their boards. 

2. Reader Preference — Architects and engineers have 
steadily voted Architectural Record their preferred mag- 
azine in 60 out of 67 readership studies SPONSORED BY BUILD- 
ING PRODUCT MANUFACTURERS AND ADVERTISING AGENCIES. 


*Ask us for recent statewide checks showing the percentage of the total 
dollar volume of each major type of building.that is verifiably planned 
by Architectural Record’s own architect and engineer subscribers. 


Architectural 


4éWorkbook of the 
active architect 
and engineer?! 
119 West 40th Street 


CORPORATION New York 18, N. Y. 


F.W. DODGE 

















Welcome at Rogers includes salesmen, too 


® SALESMEN should love Rogers 
Corp., Rogers, Conn. 

Rogers, which makes chemical and 
fiber specialty materials and impact 
phenolics, has put out a “Welcome 
to Rogers” booklet to assist visitors 
to the company in seeing the right 
people. 

An insert in the eight-page book- 
let lists personnel and their duties, 
and names the best places to eat 
and the best hotels to stay in locally. 
But the unusual thing about the 
booklet is a bit of philosophy which 
shows why salesmen must love 
Rogers. The 
“Thoughts in a Reception Room.” 
Here it is: 

“We have cooled our heels and 


piece is entitled 


polished our pants in enough recep- 
tion rooms to have an idea of how 
other people feel about it. Here at 
Rogers we respect a visitor’s time 
and his need to utilize it on a 
planned basis. 


“I'm sorry, he’s out,’ sometimes 
makes us wonder if ‘he’ is out on his 
feet, or what. When Rogers people 
are out, they're out for business, and 
that’s why many people visit Rogers. 
They want business from us. So 
we take pains to avoid giving them 
the impression that we're out of 
business. 

“Our 


been trained in modern purchasing 


purchasing people have 
techniques, which make purchasing 


men really important parts of a 
company and not mere procurers 
After all, they’re the only ones able 
to bankrupt a company all by them- 
selves. 

“The good purchasing man today 
knows enough about his company 
to be able to recognize the answers 
to its needs. He also knows enough 
about the company’s people to grasp 
an opportunity to call in the right 
man to hear a salesman’s story. He 
doesn't seek credit for how many 
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Teamwork .. |! 


salesmen he ‘protected’ people from; 
he gets credit for the number of 
new ideas he introduces. 

“At Rogers, if a man announces 
that he’s spent the whole day with 
salesmen, he’s likely to be asked, 
If his 


answer is affirmative, then our word 


‘Were they good salesmen?’ 


to him is, ‘Congratulations! You 
must have learned plenty today!’ 

“We appreciate good purchasing 
men when we're out in the field, and 
we appreciate good salesmen when 
we're back home.” 








Add invisible cops to your police force! 


© -ANHYDREX 
Series Street Lighting Cables 


SIMPLEX WIRE & CABLE CO., 79 Sidney Street, Combridge 3%, Mass. 
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for Simplex at a cost of $10 


Cover story .. how do you get good ad photos on a limited budget? 


® WHAT DOES IT TAKE to get a good 

photo for an industrial ad? 
Sometimes it takes plenty .. a 

staff or free lance photographer, 

good photographic equipment, mod- 

< 

Illuminating . . Tim: 

lfen preceag a 4 


u 


els, time and a big budget. And it’s 
worth every cent, when you get 
what you need and put it to use. 

But what do you do when you 
don’t have any of these things . . 
when you have only the need and 
the ability to recognize what it 
takes to meet it? That was pretty 
much the situation for E. J. Mac- 


Continued on page 158 
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Editorial photo does an ad job . . bevins 


Kenzie, advertising manager of 
Simplex Wire & Cable Co., Cam- 
bridge, Mass., when he _ prepared 
the ad. 

“A relatively small company like 
Simplex often doesn’t have the ex- 
perience in working with models 
and dealing with other factors to 
make a photograph that will get 
across a particular sales idea,’ he 
explained. 

So he tried another way. He 
wrote to Electric Light & Power, 
Chicago, one of the publications 
in which he planned to run the ad, 
and told the editors his copy idea 
and the type of photo he wanted. 
Could they supply him such a pho- 
to from their files? 


Snow, Ice and a Girl . . He 
wanted a photo to help get across 
to municipal buyers that good street 
lighting with Simplex lighting 
cables to withstand weather ex- 
tremes . . is parallel to additional, 
low cost police protection. In the 
photo, he wanted a girl, snow and 
ice, and street lamps that conveyed 
realism rather than artistry. 

“So much effort these days seems 
to be placed upon the aesthetic 
beauty of light standards that little 
time is left to talk about the kinds 
and spread of the light from the 
he explained. “That is 
reason for having light 


fixtures,” 
the only 
fixtures.” 
The editors sent five photos that 
might fill the bill. One of them was 
the picture subsequently used. Mr. 
MacKenzie got in touch with the 
commercial photographer who had 
taken it. 
“He sold us the photo for a 
negligible amount . . $10, I think 
much cheaper than we could 
have taken the picture ourselves,” 
Mr. MacKenzie observed. 
“Economy was no small factor. 
But more than that, such stock 
photos eliminate a tremendous 
amount of trouble for us. Often, 
with a little digging, we can find 
a picture ready made that will tell 
the story even better, and cheaper, 
than one we set up ourselves.” 
The photographer was Rebman 
Photo Service, Cleveland. 
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Just a Job to Be Done. . The ad 
is part of Simplex’s continuing ef- 
fort to sell its products by selling 
a use to which they can be put. 
Mr. MacKenzie, who retains no ad- 
vertising agency, believes that elec- 
trical cables are the most difficult 


things there are to illustrate and he 
says: “We don’t believe people buy 
industrial products because they are 
pretty or for any other reason ex- 
cept that they will do a job which 
the customer wants to have done.” 

The schedule includes Electrical 
Engineering, Electric Light & Pow- 
er, Electrical West, Electrical World 
and Technology Review. LJ 





Principal products: Bors, structura's, plates, choets, tubing, 
days, doinless, reigforcing, machinery, & tools, ok 
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Caterpillar quality control 
inspires Ryerson certification . 
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ation — we announced 
oy col Plan in 1937. 
erpiliar but ail other 

» uniform quality 


o¢ 
acilities of Caterpillar 


ns that Ryerson is one of four 

80 we are particularly 
nappy to | this story of progress in quality 
control inspired by Caterpillar on this, their 
50th anniversary of service to America and to 
the wortd 
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Birthday Gift . . Joseph T. 


has been supplying steel t 
that firm's founding 


with the 


one 


lock, McClinton & Smith, Chicage 


Caterpillar has a birthday .. 
Ryerson helps celebrate 


Caterpillar Tractor Co., Peoria, 
Ill., is celebrating the 50th anni- 
versary of the birth of the track 
type of tractor this year and is 
marking the event with plenty of 
promotion on its own hook. 

But Caterpillar isn’t the only one 
that’s celebrating . . the company’s 


company’s SOth anniversary. 


Ryerson & Son, Chicago, which 
Nes 7 = 
rpillar Tract , Peoria, since 


Caterpillar’s suppliers tying in 


Calkins & Holden, Car 


is Ryerson’s agency 


suppliers are getting in on the pro- 
motion, too. 

One of these suppliers is Joseph 
T. Ryerson & Son, Chicago, which 
has kicked off its promotion tying 
in with Caterpillar’s birthday. 

Ryerson’s tie-in ad tells how Cat- 
erpillar helped Ryerson by provid- 
ing the “inspiration” that led to 
Ryerson’s quality control program 
in 1937. ® 














Who makes the most complete line of 


LOOSE LEX 
BINDERS 


Today > 


Your Answer Here: ___ 





May we give you a HINT? Before you If you can’t phone immediately send coupon today 
buy any more loose leaf binders, phone for free copy of this new 40-page Remington Rand 
your local Remington Rand salesman. He catalog “Binders That Build Business.” 

will show you binders for every require- 

ment listed below—and a lot more, too! 


CATALOGS 
PRICE LISTS 
SALES MANUALS Room 2175, 315 Fourth Avenue, New York 10 
SERVICE MANUALS Kindly send free copy of “Binders That Build 
SALES TRAINING MANUALS Business” — LL234. 

PARTS LISTS 

SERVICE BULLETINS 

SPECIFICATIONS that Title. 

PROCEDURE MANUALS 

VISUAL PRESENTATIONS 

ENGINEERING DATA Address___ ee a5 
OPERATING INSTRUCTIONS : . __Zone 


Name____ 


Firm __ 


__ State 
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Which ad 
attracted 


more readers ? 





Product vs. Problem 
® BOTH OF THESE ads in the same 
issue of Machine Design advertise 
thermostats. But the ad for Stevens 
Mfg. Co., Mansfield, O., shows dif- 
ferent types available and the prod- 
ucts in which they can be _ used, 
whereas the ad for Fenwal, Inc., 
Ashland, Mass., tells of practical 
problems that were solved by use 
of the thermostat. 

Which ad attracted more readers? 
See page 216. 


How would YOU solve these two problems? 


© ote se ty 
RR 
eR scx” 


Taree, 
On 
are 


THERMOSWITCH 


SENSITIVE but only to heat 


THERMOSTATS 














IS YOUR NAME HERE? 


Advance Electronics Co. 
American Electronic Mfg. Inc 
Ampex Corporation 
Atkomatic Valve Co. 
. Atomic Instrument Co. 
: are some of the companies which Beckman Instruments Inc. 
Benson Lehner Corp. 
‘s George W. Borg Corp. 
received actual sales leads from the July Bourns Laboratories 
owser, Inc. 
= Builders-Providence, Inc. 
1ssue of AUTOMATIC CONTROL. CDC Control Services, Inc. 
Cannon Electric Co. 
p) * Clark Controller Co. 
A.C.’s complete coverage of systems engi- epee ag 


r 5 . Durant Mfg. Co. 
neering (with a management flavor) brings Eclipse Fuel Engineering Co. 
Electronic Associates, Inc. 
° ° Electrons, Inc. 
active response from the buying groups you Engineering Research Assoc. 
Fansteel Metallurgical Corp. 


need to reach. Goodyear Aircraft Corp. 


The Hays Corporation 
“4 e Hein nn Electric Co. 
If you sell equipment, systems or services, to Helipot Corporation. 
Illinois Testing Labs., Inc. 
control manufacturing, data processing, or for peeeene een 
Jerguson Gage & Valve Co. 
automatic end products...take steps to get your een ace tele. 
G. H. Leland, Inc. 
name before the 30,000 key engineer and Librascope, Enc. 
Magnetic Research Corporation 
Minn lis-H yell Reg. Co. 
management readers who read AUTOMATIC ee 
Panellit, Inc. 
CONTROL every month. Pannorarine tee 
Remington Rand, Inc. 
Re Pull 
Richardson Scale Co. 
Robertshaw-Fulton Controls Co. 
Sanborn Company 


A e b ld bl > * Sciaky Brothers 
Reinhold Publication sroreeeen 
F. J. Stokes Machine Co, 
Sylvania Elec. Prod. Inc. 
The Management Magazine (i {: 430 Park Avenue 
of Systems Engineering New York 22, N. Y. 


Technology Instr. Corp. 
Telautograph Corp. 
Toledo Scale Co. 


U. S. Electrical Motors, Inc. 
AND OTHERS... 





AUTOMATIC CONTROL 


sey: 1986 

nee a Pte age tn 
a name ae 
Ae + nee ee rnnan ae 
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volume 


advertising 


in business | papers 





October volume 1.6°, (in pages) under 1953 


1954 1953 pagechange °% change 





, A 


3,421 


Total 33,043 39,680 


Year to date volume 1.7‘, (in pages) under 1953 


1954 1953 pagechange °% change 





le 


Total 39,043 39,680 637 
October pages Pages to date 


Industrial group 1954 1953 1954 1953 Industrial group 


Class publications gain 

in October; now even for year 

® SOME 27 cLass publications re- 
porting to INDUSTRIAL MARKETING, 
reported a gain of 4.7°, (154 pages) 
in advertising volume in October, 
bringing their total for the year up 
even with the ten-month total of 
last year. 

The entire group of 285 publica- 
tions showed a loss of 1.7% (6,095 
pages) for the year to date, and 
1.6°% (637 pages) for the month. 

The group of 176 industrial pub- 
lications showed a loss of only 0.4% 
(103 pages) for October, and 
dropped 1.1% (2,444 pages) for the 
year to date. 

Nine product news 
ported a loss of 36 units (1.0°.) for 
the month of October, and 72 units 
(0.2°7) for the year thus far. 

Trade publications, numbering 52, 
reported a decrease of 4.8° (3,006 
pages) for the first 10 months of 
1954, and a loss of 9.3% (615 pages) 
for October. The group of 21 export 
publications dropped 3.2° (37 
pages) in October, and showed a 
(574 pages) for 


papers re- 


decrease of 4.8°, 
the year to date. 


October pages Pages to date 
1954 1953 1954 1953 



































Sweet music to any salesman’s ears 


While this dress rehearsal of The Mikado would frac- 
ture any music lover’s ears, it’s sweet music to a sales- 
man for business or industry. This is the little theatre 
group of the Belmondor Corp. What a chance to meet 
the right people! There’s the sales manager (Pooh-Bah), 
the shop foreman (Lord High Executioner), the 
Three Little Maids from the secretarial pool, and an 


QGae 


all-star chorus that includes even the Boss himself. 

Could a salesman get this chance? It’s doubtful. 
But where he fails to tread, The Saturday Evening 
Post calls every week. It gets to more brass than the 
three top business magazines—and to the mass who 
often initiate and influence buying choices. It gets to 
all the people who mean business. 


—gets to ALL the people who mean business 


November i954 /163 














at Republic Steel 


as described by 


Clyde E. Roberts, Manager of Sales, 
Stainless Steel Division, Massillon, Ohio 


and Earle C. Smith, Chief Republic 
Metallurgist, Cleveland, Ohio 


“Our ability here to make and sell ‘specialty’ steels 
depends not only on the quality and price of our 
products but on helping each customer anticipate 
and choose the particular steel that answers his need. 

“To do this, our Metals Engineers must work 
closely with all our buyers and prospects, keeping 
informed on their manufacturing and processing 
problems, and in many cases acting as their special 
engineering consultants. 

“Thus our influence as Metals Engineers extends 
far beyond immediate departments, into all the pro- 
duction phases and the purchasing of everything 
from electrodes to refractories. 

“To do this, we must keep up-to-date on all product 
and technique advancements. A most important way 
is through membership in the American Society for 
Metals and by reading Metal Progress .. . for infor- 
mation on how éest to process, apply and fabricate 
the metals we sell. And with this knowledge, the 
influence of Metals Engineers continues to grow 
throughout the entire sphere of metalworking.” 


Magazine of 24,000 
Metals Engineers 


Metal 
This 36 x 120-inch sheet of chrome stain- PP ro cr oo San), 


less has just received its final polish at 
Republic before shipping for use in plastic 
presswork. Inspecting the high luster are: A publication of the American Society for Metals 

wt Pdi = aa ae ee Originator and sponsor of the National Metal Exposition 
Metallurgist; V. W. Whitmer, Assistant 
Chief Metallurgist, Central Alloy Dis- 7301 Euclid Avenue, Cleveland ~ x Ohio 
trict; J. H. Jones, Assistant District Man- 
ager, Central Alloy District; and J. H. 
Kennedy, Superintendent of No. 1 
Electric Furnaces, Central Alloy District 
—all members of the American Society 
for Metals and readers of Metal Progress. 

















October pages Pages to date October pages Pages to date 
Industrial group 1954 1953 1954 1953 Industrial group 1954 1953 1954 1953 





181 153 1431 
1809 
1057 
1898 
1144 
1480 
370 


Water & Sewage Works 

Water Works Engineering 
Weld Engineer 

Western Canner & Packer 
Western Construction 

Western Industry 

Western Machinery & Steel World 118 
Western Metals 65 
Wood Worker 

W working Digest (4!/2x6!/2) 
1 oO 


i 
4 
1 
q 





; 198 
70 


October pages Pages to date 
Products news group 1954 1953 1954 1953 





information publications are re 
314x434”) . . not in standard 


156 224 1656 1836 

uipment 344 0¢ 3264 3816 
lumbing Equipment 

7 ] 1437 ~=—- 1301 

uipment News 824 25 8000 8178 
Maintenance & Plant 

n 200 221 2098 2019 

Equipment Digest 764 797 7280 7385 

s World 409 5 2820 2584 

* Design & Development 395 3 3740 ©3394 

rtation Supply News 220 135 1415 1269 


Total 3,459 3,495 31,710 31,782 





October pages Pages to date 
Trade group 1954 1953 1954 1953 





Air Conditioning & Refrigeration 
News (w.) (111/2x16) '39° «$58 598 563 
American Artisan 118 118 1342 1329 
(bi-w.) 127 118 1165 1123 
Americ Lumberman & Building 
Products Merchandiser (bi-w.) 160 170 1910 2035 
Boot & Shoe Recorder (semi-mo.) $259 $284 1727 =1852 
2 2200 2097 


Building Supply News 235 212 
Chain Store Age.. 
Administration Edition 
Combinations < 356 346 
Druggist Editions ) 2 862 840 
General Merchandise 
Variety Store Editions 1302 1412 
Grocery Editions . 97. 1239 1192 
Department Store Economist 101 950 986 
Domestic Engineering 7 192 1623 1710 
Electrical Dealer 77 620 764 
Electrical Merchandising (9x12) 164 1690 1837 
Electrical Wholesaling 98 932 993 
Farm Equipment Retailing 59 598 635 
Farm Implement News (semi-mo.) 2 154 1407 =+1675 
Florists’ Review (w.) 387 °486 3928 4009 
Fueloil & Oil Heat 120 1117 1145 
Gas Heat yd 50 489 449 
Geyer’s Topics 7 140 796 882 
Glass Digest 52 51 562 460 
Re rod 145 l Hardware Age (bi-w.) 12349 °504 3738 3940 
uthern Lumber Journal 8] 776 Hardware Retailer™ 207 212 1892 2001 
ithern Lumberman 14° 162 Hatchery & Feed 36 38 382 384 
Southern Power Industry 126 Heating-Air Conditioning-Sheet 
Steel (w.) $601 > Metal Contractor 65 62 710 702 
Telephone Engineer (semi-mo.) 14¢ ] Hosiery & Underwear Review 63 63 7is 886 
Telephony 21 ¢ Hosiery Industry Weekly 154 57 582 566 
Continued on page 168 
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It's time to be 


Orders harder to get? Competitive pressure increasing ? 


Where is the management who won't agree it’s time to urge 
the sales force to fight harder—to step up its sales 


calls—to develop more new customers ? 


Grabbing the initiative in times like these is what makes 

new leaders. The company that steps out boldly today capitalizes 
on competitive weakness. It pushes volume to win a larger share 
of available business. It improves its industry position and 


challenges old line leaders. 


Yes, this is the time to be bold—in selling—and in 
advertising. The company that aspires to leadership makes 


no little plans. 


It hits—and hits hard with everything it’s got. It 

demands that its advertising work harder—that its impact 
be increased—that its contacts be stepped up. Alert 
management today is giving advertising more jobs to do, in 
order that its sales force can become more productive. Has 


your company raised its sights to fight harder with advertising ? 


THE PENTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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October pages Pages to date 


October pages Pages to date 
1954 1953 1954 1953 


Trade group 1954 1953 1954 1953 Export group 








< 


A er nent a 


October pages Pages to date 
Class group 1954 1953 1954 1953 





$ pages 


pada y 


Chemical Engineering Progress . . 


IGE 





Chemical Week . 


‘National Petroleum News 
tted. They should read 


‘Petroleum Engineer 


rd as f w 
iaasil 


Petroleum Processing . . 
“Hardware Retailer . . 


“Restaurant Management . 








Media changes. . 


Flow Quarterly . . Cleveland, has changed vi 
Material Handling Illustrated, engags 


th the irrent issue ine mag 


hn H. Reard 


Abbott Sparks 


168 / incu strial Marketing 




















S BUSINESS OBL "(The best foundation 
PIED OOK VT for a Sound Advertising 





| New Products 


wares EB mums | ross 


“New (\Sroducts 
Wu Month 


oe “1 eas ection ‘- egies mpage 9 








Vee \ EAT 


eer une MAGAZINE CIRCULATION 


mS 
ee 
a” 





We Can Only Give You the Straight Facts* 
...THE DECISION IS YOURS! 


a 96.97% BPA VERIFIED PROVEN ...FOUR TIMES... 
CIRCULATION PREFERRED IN THE FIELD 


Every name in our circulation is either backed 1941, 1948, 1951 and 1954 surveys establish 
by “written communication direct to publisher’ a curve of increasing preference over all other 
or by membership records in the NAPC. full service books. 


LARGEST CONTRACTOR 1.M.’S EDITORIAL 
CIRCULATION ACHIEVEMENT AWARD 


22,403 plumbing, heating and air condition- In PHB’s first entry into I.M.’s Annual judging. 
ing contractors. 








*Send for the PHB Market Data Folder. Designed for reference and filing. Contains factual 


and documented data on the market and the three full service magazines that cover it. 


PLUMBING & HEATING BUSINESS 
5941 Grand Central Terminal Building » New York 17, N. Y. 
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1. Former Territories . . 4 


narkets 


Market research removes uncertainty, paves way for profit 


By P. O. Schwarz Mark 


® RESISTANCE to change is a_ basic 


human characteristic because 
change means uncertainty. 


And _ because 


by humans, they resist change, too 


businesses are run 

. even when change is essential in 
order to remain competitive. 

The problem, therefore, is to re- 
move as much uncertainty as possi- 
ble when changes become neces- 
sary. That’s the problem we, in the 
marketing research department at 
Pfaudler, which makes glassed steel 
and alloy equipment for the process 
industries, had to take a 
part in solving when the compan; 


major 
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began to 


consider — reallocating 
salesmen’s territories. 

First of all, we had to provide the 
basic data on which the general 
policy of building up the field sales 
force was established. Secondly, we 
had to help establish, through other 
data, the specific number and geo- 
graphic location of the additional 
salesmen. 


Begin With Basic Data .. For 
the establishment of the company’s 
new general expansion policy the 
department 


marketing research 


provided three sets of basic data. 


2. Unsold Potential . . Numte: 
employes was skipped as gage, a: 
cause under-estimates. 


tomation can 


e It provided historical compari- 
sons between sales volume and the 
number of sales representatives, 
showing that the size of the field 
sales force had not kept pace with 
the former. 

e It established a 
point for the costs of additional 
representatives . . that is, the addi- 
tional volume of sales required to 
offset the extra costs of each addi- 
tional sales representative. 

e Finally, it demonstrated rough- 


break-even 


ly by comparisons between poten- 
and actual sales the 
where’ additional representatives 
might reasonably be expected to in- 
crease the sales volume by some- 
thing above this break-even point, 
thereby returning a profit to the 
company. 

Thus management, on the basis of 
this factual information, in order to 
maintain and increase sales volume 
under today’s increasingly competi- 
tive conditions, established the gen- 
eral but definite policy of increasing 
the size of the field sales force. 


tials areas 


és. 


a AE nt ef lp on 
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Areas with sales below potential are 3. Revised Territories . . On basis of potentials measured this way, sales ter 
marked by numbers, showing sales tories were revised (above), reducing wide dispersion of market centers within territor 


“shortage” in thousands of dollars. Objectives: more complete and effective coverage, higher volume, lower costs 


Six New Territories .. Based believe, will be more effective and The first step was to see if these 
upon this policy the marketing re- complete coverage and an addi- apparent inefficiencies were in fact 
search department then proceeded tional sales volume which will more real. 
with plans for the specific location than pay for the costs involved. As a point of departure for sub- 
of the new representatives. Since sequent calculations and planning 
the establishment of this policy six Needed: New Setup. . It had ap- we first plotted on a map (not illus- 
new territories have been estab- peared obvious for some time to trated here) our average sales by 
lished and six new salesmen as- both the manager of this area and _ state and county for the previous 
signed to them. To illustrate our to the marketing research depart- four years. This gave us an histori- 
methods of solving this aspect of ment that the territorial setup was cal picture of our past accomplish- 
the problem, however, we will take not an efficient one. The sales rep- ments. We used four years to in- 
only one of the most recent addi- resentative in Territory 1 on Map 1 clude the pre-Korean recession, the 
tions, what we now call the Kansas ordinarily was located in Minne- post-Korean boom, and two some- 
City territory. apolis, although he was in some what more normal years than either. 
For some time the reallocation of years situated in Chicago. For general statistical purposes we 
our midwest territories had been Coverage from either point was maintain figures on orders by state 
under consideration. For several not efficient, as there were two and county of origin, by state and 
years these territories had been set areas of concentration, around Min- county of destination, and a combi- 
up as indicated on Map 1. The man- neapolis and around Milwaukee, nation of both. To check sales 
ager of the midwest district, Fred and when one profited the other against potential we ordinarily use 
B. Morris, had at times suggested suffered. Territory 2 also appeared _— orders by destination. 
some reallocation, but no action was inefficient, as only a narrow corri- 
taken until after the adoption of the dor led to the geographical bulk of What Will Salesmen Earn? .. 
general expansion policy. Discus- the territory; as it was covered out We also wanted to check probable 
sions were started in 1952-3, which of Chicago extensive travel was earnings for the representative in 
finally culminated in a reallocation, necessary. Territory 3 appeared to a proposed new area. And since 
effective last June 1. be too large geographically for ade- sales credits for commissions are 
The result of this reallocation, we quate coverage. split evenly between the man in the 
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How to reallocate salesmen’s territories . . 


territory of origin and the one in 
the territory of destination, we used 
the combination of both. For this 
problem we used orders by desti- 


nation when calculating undevel- 
oped potential and the combination 
of origin and destination, plus un- 
developed potential, to determine 
how well each proposed new terri- 
tory would support the new repre- 
sentative who would be assigned 
there. 

By the term “potential,” we mean 
the average volume of sales we 
should make in any one area over 
a given period. With consumer in- 
dustries this is fairly easy to calcu- 
late, as it depends on easily pro- 
cured figures such as_ population, 
income levels and family formation. 

Manufacturers of industrial prod- 
ucts have no such easy measures. 
Probably the best measure of po- 
tential for an area (in our case we 
prefer state and county figures, as 
our territories follow state and 
county lines) would be the amount 


there. The 


sales, of 


of equipment already 


volume of replacement 
course, depends on how much is 
in use. Also, expansion programs, 
which account for a very large pro- 
pertion of our business, are ordi- 
narily carried on at the locations 
where industry already exists. This 
is because skilled labor is available 
there, the expansion can often take 
place within already existing build- 
ings, new production can more 
easily be integrated with existing 
production and so on. 

there are no figures 
available on volume of 
equipment in use by industry by 
state and county .. at least none 
that we know of. So we have to 
figures 


However, 
actual 


whatever 
believe will 
with our 


go along with 


available which we 
correlate geographically 


sales. 


Automation Throws You Off. . 


Some companies use number of 
employes as their guide. Figures on 
number of employes by industry 
are available in the pamphlets, 
“County Business Patterns,” pub- 
lished by the U. S. Department of 
Commerce. However, these have 
three disadvantages. For one thing, 
counties may be 


two or more 


178 / industrial Marketing 


lumped together as in the case of 
metropolitan areas. For another, the 
figures are not available when there 
are fewer than three plants in an 


industry category in the county 
(this is done in order not to dis- 
close the size of any one plant) 
And third, the 


automation has reduced the corre- 


development of 


lation between number of employes 
and amount of equipment in use. 
Therefore, we believe’ value 
added by manufacture is a prefer- 
able guide. It is available for the 
highest 200 counties, accounting for 
almost 90°, of the total U. S. chem- 
top 200 


figures are available. And 


ical production. All the 
county 
we think the relationship to the 
amount of equipment in use is clos- 
er than is the number of employes. 

So we took value added by man- 
ufacture for the chemical and pe- 
converted 


troleum industries and 


these figures to our own. sales 
volume. For example, take a coun- 
ty, which had 1° of the nation’s 
total value added by manufacture 
in those industries. Over three or 
four years that county would be 
expected to account for roughly, 
1°, of Pfaudler’s total 


sales to those industries 


domestic 


Pinpoint Sales Shortages .. 
Where actual sales were apprecia- 
bly less than indicated by the po- 
tential the shortages were then 
plotted on another raap (No. 2) 
in thousands of dollars of annual 
sales. This map indicated that there 
were, in fact, areas in which it ap- 
peared that better coverage would 
result in a sufficiently higher sales 
volume, at least to the chemical 
and petroleum industries, to war- 
rant additional personnel. 

The next step was to check cov- 
erage and travel expenses through 
call reports and expense statements. 
The expense statements showed in 
all three territories that few trips 
were made to the outlying districts 
and that the travel expenses were 
relatively high trips 
were made. 

The third step was to bring into 
the picture the possibilities of the 
other industries to which Pfaudler 
sells. Since state and county po- 
tentials were not available, the 


when such 


judgment of the sales manager, de- 
partment heads and field sales per- 
sonnel worked together on the 
problem. Estimates for the potential 
of these other industries, especially 
the dairy and food industries, were 
incorporated with the other figures. 

Our next step was to report the 
management 


above facts to sales 


and to recommend _ necessary 
changes. This was done early in 
1953. 


Once 


changes were in order, the recom- 


management decided that 
mendations were forwarded to Mr. 
Morris, district manager of the area, 
for his comment. Mr. Morris agreed 
that changes were warranted. But 
his ideas differed somewhat from 
those expressed by the marketing 
department. 

Two Possibilities .. Marketing 


then went to work on 


alternate plans, and after 


research 
several 
experimentation with what seemed 
an infinite number of possibilities 
narrowed the choice down to essen- 
tially two, one of which was Mr. 
recommendation, the 
final 


Morris’ final 
other marketing research’s 
recommendation 

The first of several meetings to 
discuss these plans, along with sev- 
eral variations of them, was held in 
August, 1953. Top sales manage- 
ment and all district managers at- 
tended the meeting. 

During the fall and winter, other 
meetings to discuss the plans were 
held. Also, during that period, the 
salesmen’s comments on the pro- 
posed plans were forwarded to the 
marketing research department. 

Finally, a new plan was worked 
out incorporating features of both 
the research department’s and Mr. 
Morris’ original This plan 
was discussed with Mr. Morris and 


plans. 


with the sales representatives in his 
district. With their agreement, the 
plan was put into effect. 


Better, But Not Perfect . . Most 
of the salesmen concerned were en- 
thusiastic about the new setup. 
There have been complaints from 
one salesman whose commissions 
suffered as a result of the changes. 
But management feels that concen- 
trated activity in his territory 
should bring his sales volume up 
to the level it was before. . 
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AGAIN in'54... 


the most used directory in 4 of 5 
plants receiving it is... 


i MacRAE'S :::: 
a BOOK 
a Again in 1954 MacRAE’s BLUE BOOK is industry's preferred source of 
pre-buying information. Again the evidence comes direct from the nation’s 


“blue-chip” plants. Key executives in these plants, replying to a question- 
naire mailed with the 1954 BLUE BOOK, reveal these facts: 


@ 4 of 5 plants receiving the BLUE BOOK use it ‘‘exclusively” 
or “principally”’ in seeking product sources. 


@ 7 out of 10 plant executives think it a smart policy for adver- 
tisers to list sales offices as well as home office in the BLUE 
BOOK. 


Buying decision makers in the more than 19,000 dominant points 
of industrial purchasing which receive. MacRAE'S annually have 
repeatedly re-stated their preference for MacRAE'S. They prove 
that preference by consulting the BLUE BOOK when they are ready 
to buy. That is why BLUE BOOK advertising has produced results 
for 63 years, longer by far than any other industrial directory. 


Reserve your space in the 1955 BLUE BOOK now. 


FORMS CLOSE DECEMBER 15. 


Full facts in the folder, "WHERE AND WHEN”... 
Write for your free copy today. 


ONE BOOK “22. 


Need... 
“ MacRAR’S 3% 


18 East Huron Street, Chicago 11, Illinois 


Also 
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Here is the most complete unit 


penetration of U.S. textile 


if you sell the textile industry .. . this 
chart is your most valuable guide for 


directing advertising and sales effort. 


In measuring the worth of textile mill circu- 
lation coverage by a magazine, the number of 
mills reached is only partially significant. Ma- 
chines in the mills are the factors of greater 
importance in determining buying power. 
Therefore only an analysis of circulation cover- 
age of both mills AND machines establishes a 
publication’s value to you, the advertiser. 

TEXTILE INDUSTRIES and TEXTILE INDUSTRIES 
alone in the industry sets up its own circulation 
and mill coverage alongside machinery. In each 
case noted, coverage indicated includes mill 
officials and or purchasing agents and or super- 
intendents and assistants. In the majority of 
mills this also includes department heads and 
mill personnel. 

Ask us to show you how we cover the mills 
that are your customers and prospects. We will 
furnish you with a breakdown of our circula- 
tion in any named plants. 
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Coverage of the buying power is shown in the five major 
divisions of the textile industry. The column showing Total 
Mills gives the total number of individual mills in each state, 
Which ineludes in addition to the mills in the five major divi- 


sions 


the miscellaneous mills such as 


scouring, garnetting, ete. Many mills 
functions such as spinning and weaving and dyeing: or, knit- 
ting and dyeing. Therefore, the Total 
total of the previous six columns, but the number of individual 
mills in each state, including the miscellaneous mills 
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lace, braiding, wool 
perform two or more 


Mill column is not a 


Includes spinning, twisting and throwing spindles— 


ill manufacturing systems and fibe 


Includes both broad and narrow looms 


Includes circular, full-fashioned and other type knit- 


ting machines 


4—Includes printing, coating, proofing, ete. 
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Received and read by more mill men than 
any other textile publication 


TEXTILE INDUSTRIES 


806 Peachtree St., N. E., Atlanta 5, Georgia 
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Conventions .. are they a boon 


to industry, or a waste of time? 


There's been a lot of talk around that business conventions are a waste of time and 
money. IM decided to find out how the men who ultimately pay the bills for such meet- 
ings feel about them. These questions were asked of the heads of several companies: 


How many conventions do you or your staff members attend each year? How important 


do you believe these conventions are in making contacts, keeping abreast of your mar- 
kets and keeping informed on latest developments in your industry? Do you believe some 
conventions are a waste of time? Or that part of the time spent at conventions is wasted? 
If so, have you any suggestions for correcting this situation? Do you recall any specific 
contact made or information received at a convention that resulted in a sale or in a 


change of company policy? 


Answers appear below. 





W. Ambridge 


ler 


By D. 


® IN THE PULP and paper industry 
in Canada we have one big con- 
vention towards the end of January 
each year. Nearly all heads of com- 
panies and senior executives attend 
this convention. As far as I am con- 
cerned it is the only convention I 
ever go to. Our other senior execu- 
tives attend one or two others which 
are of interest in their own fields, 
i.e, sales, engineering, chemistry, 
etc., etc 

I think conventions are extremely 
useful, especially for the younger 
men who actually enjoy them. I can 
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remember when I did. The exchange 
of ideas and the discussion of mu- 
tual problems which go on at con- 
ventions are very valuable to any 
company. 

Like everything else in this world 
they can be overdone, and are over- 
done in many instances in both the 
United States and Canada. The use 
of good judgment is the only way 
to avoid having too many men at too 
many conventions. 


By A. E. Jones 


rresiaen 


® A PROPERLY planned and_ con- 
ducted convention can be a real 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


stimulus to the key personnel of 
any business organization. We en- 
courage our people to attend and 
participate in those 
which deal with the problems in 
the realm of their interests. We have 
found real value in this policy, not 
only from the standpoint of inspira- 
tion and encouragement, but the 
gaining of actual know how in the 
solutions to their problems, and the 
keeping abreast of developments as 


conventions 


well. 

There have been instances where 
favorable convention contacts have 
been made resulting in new ac- 
counts and increased volume, but 
these have been in the minority. It 
is our opinion that the main ob- 
jective of conventions should be the 
exchange of ideas and methods pre- 
sented in real “shirt sleeve” meet- 
ings. Participation in the meetings 
carries a definite publicity value, 
but that should not be the main 
reason for taking part. Unless a real 
contribution can be made to the 
science of business, mere participa- 
tion for publicity sake should not 
be tolerated. 

The principal objection we have 
to some conventions is that they 
fail in direction and the ability to 
get across a dominant theme or idea. 
Liberal use of charts, slides or ani- 
mated presentations greatly allevi- 
ate the strain of a continuous lec- 
turing program. Speakers. well 
versed in their fields, assisted by 
visual aids, giving liberal interpre- 
tations of their activites by a case 
history method, can provide key 
personnel with a myriad of ideas 


laa) 


niinued on page 178 
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Buildings are more than just steel, bricks and air conditioning. dations, parking lots and other non-building work. Also needed 
A big part of total cost is in site preparation, excavation, foun- are access roads, railroads, waste disposal, water supply, power. 


Needed: 11,600,000,000 more square feet of floor space 


AMERICAN BUSINESS FIRMS have spent more than $49 billion to construct new 
facilities since 1946. But, to keep up with our economy, another $150 billion 
will have to be spent by 1975. We will need 7.4 billion square feet of factory 
floor space and 4.2 billion square feet of commercial space in hotels, stores, 
warehouses, offices, etc. 

Expanding business which demands $6 to $8 billion a year in new facilities 
feeds on itself. It both demands and produces a strong economy and a strong 
construction industry. 

The men who will guide, produce and pay for this work must have wide- 
angle vision. With the normally complex task of planning, erecting and equip- 
ping a building, they must integrate construction of all utilities necessary to 
operate it — sanitary and water supplies, power, transportation facilities, etc. 
On top of their technical skills, they must know labor relations, costs, pricing, 
logistics, financing and other non-technical subjects. 

Engineering News-Record, with its wide-angle reporting, is the only publi- 
cation that keeps them posted on all these subjects as they pertain to building 
and construction. That’s why, as these billions are spent on a greater America, 
you'll find your most important customers reading Engineering News-Record. 


In building and construction, 
IF YOU'RE IMPORTANT YOU EITHER READ 


ENGINEERING 
NEWS-RECORD 


OR YOU ADVERTISE IN IT, OR BOTH 





a 


Manufacturers of building materials and supplies, 
construction equipment, and installed cquipment 
will need more factories to keep up with this de- 
mand — and thus the cycle continues. 


A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y. 
Member — ABC — ABP 
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top management forum .. 


which can be incorporated in thei: 
own functions. When this spirit of 
industrial cooperation reigns, there 
is no question concerning the re- 
turns for the time and expense 
incurred in attending. 

The operation of a_ well-con- 
ducted business convention is a job 
for specialists. Such organizations as 
the National Industrial Conference 
Board and the American Manage- 
ment Association conduct meetings 
of a high character. Management 
groups who encourage attendance to 
such affairs by their key personne! 
are rewarded by a resulting smooth- 
er operating and efficient organi- 


zation. 


By John E. McKeen 


ider 


® THERE Is probably no one in man- 
agement who does not feel at some 
time or other that he has lost sight 
of the forest because of the day-to- 
day necessity of keeping his eyes 
fixed on the individual trees in his 
industry. I find conventions, in mod- 
erate dosage, useful in broadening 


my view once more. 


As a rule, I make a point of at- 
tending three or four business con- 
ventions each principally 
chemical and pharmaceutical meet- 
ings. The other members of our top 
management also attend those con- 


year, 


ventions which bear on their par- 
ticular areas of responsibility in the 
company. Thus, we like to have 
Pfizer 


meetings in the medical, engineer- 


represented at the major 
ing, chemical and farm fields, for 
example. We attempt to allocate at- 
tendance at the beginning of the 
year to make certain that all im- 
portant conventions are covered and 
that we are not over-represented. 
Apart from the obvious benefits 
of renewing business friendships 
and making personal contacts, con- 
ventions are useful, I always feel, 
to the degree that they give us an 
over-all view of broad and _ basic 


idustrial Marketing 


problems of current or long-range 
concern to our industry. If the ses- 
sions are little more than a con- 
tinuous barrage of narrowly slanted 
technical or fiscal or marketing de- 
tails, with a minimum of effort to 
fit them into the whole picture 

as sometimes happens I count 
the time partially lost 

Few top management people can 
spare more than three days even for 
an important meeting and few busi- 
ness conventions really have n 
ground to cover than can be man- 
aged in that time if enough atten- 
tion is given to advance organiza- 
tion. Moreover, even on a three- 
day schedule there are few conven- 
tions that would not benefit from 
greater selectivity when it comes 
to planning both program content 
and social activities. Too often, the 
demands on one’s strength are ex- 
cessive, and we have all run into the 
confusions, delays and personal dis- 
comfort that result from inadequate 
planning. 

On the other hand, we have all 
been privileged to attend conven- 
tions that competently 
planned as to subject matter and 
activities that we look forward to 
them in the following year. That is 
the acid test. 


were so 


Wilson 


® The business man’s convention 
as we know it today means many 
things to many people. Not all con- 
notations are favorable nor are all 
of them unfavorable. We at Alcoa 
feel that a convention can, and in 
most cases does, serve a very use- 
ful purpose. As the principal ve- 
hicle for bringing together large 
numbers of people for the exchange 
of ideas on related subjects of com- 
mon interest to all in attendance, the 
convention has become an integral 
part of progressive corporate life. 

Such convention by-products as 
direct sales, sales leads, renewed 


friendships, new acquaintances, and 
information on industry develop- 
ments can be found nowhere else 
in such multiplicity in so short a 
period of time. But ‘in the final 
analysis, the amount of good a par- 
ticipant or his company gets from a 
convention is in direct relation to 
the effort he puts into it. 


By F. P. Maxwell 


ice-President 


@ ATTENDANCE by executive person- 
nel at trade conventions is a time 
consuming but important part of 
our executives’ function. Consider- 
ing the numerous markets for Rock- 
well’s Delta Line of metal and wood 
working industrial power tools and 
homecraft power tools we must ju- 
diciously pick the conventions we 
can afford to attend, both from the 
time and money standpoint. 

Depending on the type of conven- 
tion, we see to it that top manage- 
ment and proper sales and technical 
personnel are present in the degree 
required. Certain national conven- 
tions require a heavy concentration 
of sales personnel from all sections 
of the country in attendance to ease 
the introduction of management to 
customers. Such expense, which is 
indeed considerable at times is, in 
our opinion, well worth while. Often 
times it is the best opportunity the 
company management has to meet 
with a large concentration of cus- 
tomers. 

There is no doubt that some of the 
time spent at conventions is not 
utilized to the full benefit of the 
men in attendance or their com- 
pany. However, for the most part, I 
believe that the attitude of consid- 
ering a convention as a lark and an 
outlet for personal entertainment is 
becoming the exception rather than 
the rule. Most of our people attend 
conventions realizing that it is hard 
work under pressure which leaves 
no time for extra curricular activ- 
ities. 

I, personally, feel that conventions 
give me the best opportunity to get 


Continued on page 180 

















HOW TO GET BETTER VALUE FOR YOUR EXHIBIT DOLLAR 


yee. CONSULT A SPECIALIST 


WHETHER 


you need an unusual display like this, with a 
special counting mechanism 4 feet wide 
to record the U.S. population increase, one 
person every 2 seconds...made for DU PONT 





OR 


an exhibit like this jet engine, which 
we cut away, mechanized to ex- 
pand in 7 sections like an accor- 
dion and synchronized with sound 


an attractive, well lighted, easy to set up— 
easy to ship exhibit like this, for 8’ to 10’ 
wide booths 


OR ... this is NEW! 


a rental exhibit—well designed, 
quality built, individualized at 
moderate cost. Write for infor- 
mation and prices. 


SD 
| exhibits and displays, ine. 


; y ri00 N. RACINE AVE. + CHICAGO 14, TLL. + PHONE: EASTGATE 7-0100 
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top management forum .. }: 


my ear to the ground. I strive to at- 
tend all 
which directly concern our business. 


important conventions 
I find that pleasant association with 
our customers and even competitors 
is helpful in analyzing home office 
problems. Any number of tough sit- 
uations have been straightened out 
by the personal contacts a conven- 
tion affords and the information 
garnered from conversation, speech- 
es and forums. 

In summation let me say that we 
believe in, support and participate 
in worth while conventions in our 
industry. We accept them as a 
pleasant and necessary part of our 
work and communications. We 
budget and control the time and ex- 
pense involved to assure maximum 
benefit. 


By A. F. Hills 


resiaen 


® THIS year we have attended 30 
trade shows and conventions in the 
belief that they offered an oppor- 
tunity to promote the sale and use 
of our products. At these conven- 
tions we were represented by our 
local salesmen and in many cases 
by one or more representatives from 
the home office. Rarely do our top 
officials attend these conventions. 

It is difficult to determine the ex- 
tent to which we benefit from these 
shows and if the expense involved 
is justified. Some of these we know 
are productive, and others we con- 
sider are of little value and do not 
attend subsequent meetings. The 
net result of attending these con- 
ventions we consider is beneficial; 
otherwise, we would discontinue 
convention activities. 

Perhaps the belief that our com- 
petitors will be present influences 
us in attending some of these con- 
ventions, and doubtless they are in- 
fluenced in a similar manner. 

In addition to the group of con- 
ventions referred to above, we also 
attend many others that are de- 
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voted to accounting, financing, ad- 
vertising, personnel and labor re- 
lations, also conventions devoted to 
and machine 


foundry problems 


tools. 


By L. B. Stoner 


® WE DETERMINE the value of a con- 
vention by the number of contacts 
we are able to make with associated 
manufacturers or with jobber and 
distributor customers holding their 


own convention jointly with ours. 

Several years ago, the executive 
committee of our association had 
this particular objective in view 
when they instituted the “Contact 
Booth Program.” This program pro- 
vides a very comfortable and very 
practical means for easy contact be- 
tween manufacturers and customers 
and has contributed more to the 
success of our conventions than any 
other program item. 

We feel that it is important that 
our top management group attends 
our conventions and good business- 
like programs are essential to main- 
tain their continued interest and at- 


tendance. 





$88 ad makes $7,000 sale 
without an assist from anyone 


Inquiry follow-up handled entirely by mail 


By Hugh Robertson 


® YOU DON’T very often sell a heavy 
industrial machine solely through a 
business paper ad and an exchange 
of correspondence. 

But that’s what happened to J. F. 
Pritchard & Co., which sold $7,000 
worth of equipment directly through 
its 140-line ad in Chemical Process- 
ing and Petroleum Refiner. The 
buyer spotted the ad in Petroleum 
Refiner. Total cost of the ad, includ- 
ing production, was $88. 

The ad featured the Pritchard 
“Hydryer.” It caught the eye of H. 
R. Shawk, engineer for Caribou En- 
gineering Co., Ltd., Vancouver, B. 
C., Canada. That company was faced 
with an instrument air drying prob- 
lem. After seeing the ad, Mr. Shawk 
wrote us for more information. He 
told us his problem in detail and 
said he thought the ‘“Hydryer” 
might solve it. 

A Pritchard sales engineer inter- 


preted Caribou’s needs in terms of 
our equipment specifications and 
wrote back, making a fina} recom- 
mendation and including a quota- 
tion. After some further correspond- 
ence, Caribou mailed in the $7,000 
order. 

From the moment Mr. Shawk saw 
our ad to the time the purchase or- 
der was received, the entire trans- 
action was handled by mail. Yet the 
ad never had been designed to get 
mail orders. Standard procedure is 
to route inquiries on to a manufac- 
turer’s representative who calls on 
the prospect and handles details in 
person. 

The only reason we did not for- 
ward the inquiry to a manufactur- 
er’s representative was that it came 
from Canada, where we have none. 

Has it bolstered our convictions at 
Pritchard that our advertising is 
getting results? You guess. * 




















Advertising leaders pick 


ANALYTICAL 
CHEMISTRY 


as the sales leader 








LABORATORY SUPPLY HOUSE dealers—who account for the bulk of 
direct sales to laboratories—place more advertising in ANALYTICAL 
CHEMISTRY than in all the other industrial chemical magazines 
combined! 


Member-companies of the SCIENTIFIC APPARATUS MAKERS ASSO- 
CIATION—whose products represent 85% of the sales volume of the 
instrument and apparatus industry—place 22% MORE advertising in 
ANALYTICAL CHEMISTRY than in any other magazine serving the field! 


And for very good reasons... 


ANALYTICAL CHEMISTRY’s circulation is concentrated among research 
and control scientists and engineers: physicists, chemists, metal- 








lurgists, biochemists, chemical engineers, and biologists. 9 out of 10 
of these readers do the laboratory buying for industry, government, 
universities, and research foundations. 


During 1953, ANALYTICAL CHEMISTRY published 2,090 pages of 
editorial...far more pages on the uses and applications of the 
following subjects than any other publication! 


@ RESEARCH and ANALYTICAL INSTRUMENTS 

@ LABORATORY EQUIPMENT and APPARATUS 

@ INSTRUMENTS for PRODUCT and PROCESS CONTROL 
@ REAGENT and SPECIALTY CHEMICALS 


raversnonoccenes:| ANALYTICAL 


REINHOLD PUBLISHING CORPORATION 


430 Park Avenue, New York 22, New York Cc g ' M } S T R 


An American Chemical Society Publication 











NEW YORK CHICAGO CLEVELAND SAN FRANCISCO LOS ANGELES SEATTLE HOUSTON DENVER 
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sales promotion 


Nice Hand . ./ 


ne har 


comment on catalogs 


exhibits J motion pictures 
/ 





y 


New novelty book matches 
appeal to gambling instinct 


It's done with poker hands 


Now you can play poker with 
book matches. 

Latest gimmick of Lion Match 
Co., New York, is a book of matches 


with a complete poker hand printed 


182 /in justrial Marketing 


on each of the extra wide matches. 
Players pick matches from the book 
then compare hands. 

The “Lucky Matches” take ad- 
vantage of the gambling instinct to 


ideas 


booklets / direct mail 


slide films / sales helps 


hit home for every advertiser be- 
cause they can be used to entertain 
smokers and non-smokers alike, 
Lion says. 

Best “hand” in the 15-match book 
that IM received was four eights, 
worst was a pair of fours . . which 
would indicate anyone playing 
match poker had better bet his 
cards conservatively. 


Sam Snead makes friends 
of golfing bankers for Mosler 

If most bankers are golfers, too, 
they should have a warm spot in 
their hearts for Mosler Safe Co., 
Hamilton, O. 

And that’s exactly what Mosler 
had in mind when it brought Sam 
Snead, one of the nation’s top golf- 
ers, to the American Banker’s Asso- 
ciation convention at Atlantic City 
Oct. 17-18. 

“Slammin’ Sammy” was on hand 
to greet bankers at Mosler’s hospi- 
tality center and to give instruction 
in putting, chipping and driving. 
Complimentary autographed copies 
of his book, “Natural Golf,” were 
distributed by Mosler. 


Continued 
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Here's how to make 
your advertising 


to the steel industry 
"HIT HOME”... 








When you put your sales messages to the steel industry in 
BLAST FURNACE AND STEEL PLANT, you're literally 
“hitting home”—every month, nearly half of our readers re- 
ceive and read BLAST FURNACE AND STEEL PLANT 


at home! 

You're reaching the steel men with the buying authority 
in their industry, too. BE AST FURNACE AND STEEL 
PLANT talks about subjects that fire their interest—new 
methods, current steel plant problems and their solutions. 
BLAST FURNACE AND STEEL PLANT gives these 
home-reading steel men information they don’t want to miss. 
That’s why it gives you ABC audited coverage of 


* Over 90% ofall steel plant officials with buying authority; THE ENGINEERING AUTHORITY 
% Every steel plant in the United States, Canada and most OF THE STEEL INDUSTRY 


foreign countries. 


Published by Steel Publications, Inc., 4 Smithfield Street, Pittsburgh, Pa. = Phone Court 1-1214 
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Sales promotion ideas. . 





‘Stay put’ mailer won’t leave 
envelope, but builds inquiries 

A direct mail piece that won't 
come out of its envelope has built 
inquiry returns substantially for D. 
W. Onan & Sons, Minneapolis. 

Onan, maker of electric gener- 
ating plants, aimed its one-shot 
mailer at electrical contractors. The 
advertising message was folded and 
one end was glued to the inside of 
the envelope so that the insertion 
would unfold to present the mes- 
sage but would not come out of the 
envelope. 

Apparently this “stay put” mailer 
intrigued the contractors. Onan re- 
ports it sent the mail piece to more 
than five times the number of con- 
tractors on its regular mailing list, 
yet the return was 3.19°7, compared 
with 1.49% and 2.21% for previous, 
smaller mailings. 


Invites vacationers to plant. . 
‘wonderful way to win friends’ 

Here’s one way to make vacation 
time “promotion time.” 

Fafnir Bearing Co., New Britain, 
Conn., sends customers and pros- 
pects a small folder gaily entitled 
“Rolling Our Way This Summer?” 

The folder says: “If you are plan- 
ning to spend your vacation in New 
England, chances are you'll be pass- 
ing quite close to our plant. We’d 
like to have you visit us . .” 

The folder includes a mileage ta- 
ble telling how far the plant is from 
various eastern cities, maps show- 
ing how to get to the plant, informa- 
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ry 


4. Unfolds .. Fully 


tion on New Britain and on hotel 
and restaurant facilities, a list of 
company officials and brief data on 
the company’s products, plants and 
customers. 

The company reports that one of 
its largest customers commented on 
the folder: “It is a wonderful way 


to make friends.” 


Editors get chance to try new 
product before writing of it 
Paint & Varnish Co., 


realizing editors are a 


Superior 
Chicago, 
skeptical lot, has taken steps to 
convince them about the company’s 
new “dripless” paint. 

Along with the publicity release 
announcing the new paint, Superior 
sends a reply card which the editor 
can use to order either a gallon or 
a quart of the paint, free. The re- 
lease suggests the editor try the 
paint before writing about it. 


How to keep customers from 
losing you in the shuffle 
Three _ different 
three different telephone numbers 
That’s 


enough to make a lot of customers 


addresses and 


in less than six months. 
ex-customers. 
But Cutler Electrical 


Philadelphia, turned this situation 


Products, 


to advantage even though the com- 
pany’s maintenance division serv- 
ices electric signs made by the com- 
pany and thus depends to a large 
extent on the telephone. 

When the company finally was 
settled, it sent out a mail piece an- 
nouncing, “Now, it’s permanent!” 
The piece achieved a light touch 
through a cartoon drawing designed 
to get customers back in a good 
humor. The copy got the same light 
treatment but emphasized that the 
move provided facilities for ex- 
panded service to customers. 


Continued on page 188 











ECLIPSE - PIONEER 


DIVISION OF BENDIX AVIATION CORPORATION 
TETERBORO, NEW JERSEY 


August 5, 1954 


Mr. Franklin H. Johnson, Publisher 
Product Design & Development News 
216 Fast 49 Street 

New York, N.Y. 


Dear Mr. Johnson: 


Your recent Advertiser-Reader Survey in which Eclipse-Pioneer was 
used as a guinea pig was certainly gratifying. Among other things 
it confirmed the soundness of our judgment in selecting PD&D as a 
salesman for our all encompassing line of synchro-type products. 

We have, of course, been keeping our own records here and therefore 
had a pretty good advance picture of the quantity and quality of 
inquiries your survey would show. 


That phase of your survey which proved most intriguing however was 
the turnabout which revealed how our own engineers inquired of other 
advertisers' products. Personal acquaintance with most of these gave 
us the unusual opportunity of determining firsthand the sincerity and 
quality of people who inquire and the reasons for which an inquiry is 
made. If the results brought to light by this test can be used as a 
criterion for judginz the balance of your readers and the value of 
your inquiry service, it would be hard for us to hand pick a more 
selective audience of research, design, development and project 
engineers. 


Please accept our sincere thanks for the thoroughness of your survey 
and for the good job PD&D has consistently performed for us. 


Cordially yours, 


ECLIPSE-PIONEER DIVISION 
BENDIX AVIATION CORPORATION 


rhe usaf 


Clark Smith 
Advertising Manager 
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Here's how fo take the 
frenzy and frustration 
out of fact-finding... 


\ 


Industrial Marketing 


7955 Market Date le 3 ‘ann 
g Directory Number as When you are seeking new 


June 25, 1954 


industrial marketing opportunities 


and the business papers you'll 


need to develop them! 





Wren you need pertinent, comparable information about industrial and 
trade markets and the media serving them, the all-revised 1955 MD&DN takes 
a lot of the tedious digging out of research. In one easy-to-use volume, MD&DN 
provides you with basic data on markets and business publications, including sta- 
tistical abstracts covering each of 63 major industrial and trade markets, com- 
parable media rate-card information and complete ‘where to find it" guideposts 


to put you on the right road to sources where further detailed data is available. 


And for ‘'Plus"' information on media serving a market, check the over 300 "'tell- 





all" presentations offered by industrial publications for your use in the selec- 
tion of markets and media. See the following page for a list of these helpful 


publications, and the page number on which their advertisements appear. 
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Advertising Age 41-44 
Advertising Requirements 
Agricultural and Food Chemistry 
American Artisan 
American Artist 
American Automobile, 
American Aviation 
American Builder 
American City, The 
American Dyestuff Reporter 
American Engineer 
American Lumberman & Building 
Products Merchandiser 
American Machinist 
American Motel Magazine 
American Restaurant Magazine 305 
American Roofer & Siding Contractor. 95 
Analytical Chemistry es 
Annual Composite Butane-Propane Cat- 
alog 
Annual Meat Packers Guide, 
Appliance Manufacturer 
Architectural Record 
ASME Mechanical 


. ae 

. 272-273 
. 516 

. 189 

71 

‘ncaa 
.. 409 

. 503 

. 181 


Magazine 
The 


85 
397 
. 302 


259 
; 2m 
» Ses 


The 


Cataleg and Di- 


~ aoe 
59 


Automatic Control 
Automotive News 
Aviation Age ... Insert Between 68- 69 
Aviation Week . 72, Insert Between 72-73 
Aviation Week Airport Directory ... 

. 72, Insert Between 72-73 


Banking 
‘Bedding 
Bedding Buyers’ 
Catalog .. 
Safety 
rectory .. Ae 
Better Shipping Manual . 
‘Blast Furnace and Steel Plant 
Boxboard Containers 
‘Brick & Clay Record 
Building Specialties 
provement Dealer 
Building Supply News 
Butane-Propane News 


Guide and Composite 
483 


& Maintenance Di- 


and Home 


Ceramic Bulletin 
Ceramic Data Book 
Ceramic Industry 
Chemical & Engineering News. 
Chemical Engineering — 

Insert Between 
Chemical Engineering Catalog 
Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Week .. Insert Between 
Civil Engineering 
Combustion re 
Commerce Magazine es ‘cae ae 
Commercial Fertilizer .... 1 
Concrete Manufacturer, The . 108 
Concrete Products 104 
Conover-Mast Purchasing Directory 339 
Construction .... Insert Between 176- 177 
Construction Bulletin 

Insert Between 
Construction Digest Insert Between 
Construction News Monthly ....... 

; Insert Between 176- 177. 182 

Constructioneer .. Insert Between 176-177 
Consulting Engineer 
Contractors and Engineers 

Insert Between 184-185 
Cotton Gin and Oil Mill Press, The .. 137 
Croplife 


44 
114 
123, 125 


120-121 
: wer 
128 

+ eee 
120-121 
. 174 


176-177 
176-177 


Daily Journal of Commerce . 15 

Dairy Industries Catalog 

Diese! Progress Ge 

Directory of Iron and Steel "Plants . 402 

Directory of Steel Processing Plants . 402 

Dixie Contractor . Insert Between 176-177 

Domestic Engineering 282-283 

Domestic Engineering Catalog Direc- 
282-283 


Drilling ~ 427 


‘<n 
. 224 
189 
158- 159 
2 

. 156 


El Automovil Americano 
El Embotellador 
El Farmaceutico 
Electric Light and Power 
Electrical South 
Electrical West 


337 
207 
+s £00 
i: ae 
.. 247 
.— 
.. 407 
. 74 
: 482 
: 216- 217 
< aoe 
. 497 


Factory Management and Maintenance 
Farm Equipment Retailing 
Farm Implement News 

Feeds Illustrated 

Feedstuffs 

Finish 

Fire Engineering 

Flight Operations 

Floor Covering Weekly 

Food Engineering 

Food Packer . 

Fortnightly Telephone Engineer 


Gas 
Glass 
Golfdom 
Golfing 


Digest 


Heating & Plumbing Equipment News 
276-277 


Heating and Ventilating 276-277 


For detailed information on how 
these publications can help you, Seé 


Heating, Piping & Air Conditioning 
268-269 

Heating Ventilating Air Conditioning 
Guide 

Hosiery Industry Weekly 

Hospitals 

Hotel Monthly, 

House & Home 


| 297 
301 
93 


ert 
. 209 
- ioe 
288 
. 343 
398 


Ice Cream Review, The 
Implement & Tractor 
Industrial & Engineering Chemistry 
Industrial Distribution ‘ 
Industrial Equipment News 
Industrial Finishing 
Industrial Heating 3rd "Cover 
Industrial Laboratories 142-143 
Industrial Maintenance and Plant Op- 
eration ‘ . 331 
Industrial Marketing 53-56 
Industrial Publications 114 
Inaustry and Power 323 
Industry and Power Publications 141, 323 
Ingenieria Internacional Construccion . 
eTreTere eT Tee ge 
Ingenieria Internacional Industria 
195 
294 
" 292- 293 
292-293 
. 349 
. 349 
349 
380-381 
. 396 


Inplant Food “Management 
Institutions Catalog Directory 
Institutions Magazine 
Instrument and Apparatus 
Instrument Manufacturing . . 
Instruments and Automation 
Iron Age, The : 
Iron and Steel Engineer 


News 


Journal American 
sociation ; 

Journal of the American Bankers 
sociation : 

Journal of the American Hospital 
sociation 


Water Works 


Law and Order ... 
Lubrication Engineering 


. 411 
346 


. 390-391 

Book Di- 
390-391 
386-387 
-- a8 
: ae 


Machine and Tool Blue Book 

Machine and Tool Blue 
rectory 

Machinery . 

MacRae’s Blue Book 

Marine Catalog and Directory 


355 
ee, 
. 510 
1; ee 
, 195 
149 

. 149 
- ie 
.. 403 
. 401 
400 


Marine Engineering 

Masonry Building 

Mass Transportation 

Materials & Methods 

McGraw-Hill Digest 

Mechanical Catalog 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Metal Treating 

Michigan Contractor and Builder 

Insert Between 176- 177 

Mid- West Contractor 

Insert Between 176- 177 

The « oe 
241 
241 

Back Cover 


Military Engineer, 
Milk Dealer, The 
Milk Products Journal, 
Mill & Factory 
Mississippi Valley Contractor . 
Insert Between 176-177 
. 180 
376-377 
431 
. 431 
443 
. 443 
459 
350 
409 


The 


Highways 
Machine Shop 
Packaging 

Packaging Encyclopedia 
Plastics 
Plastics, 
Railroads 
Sanitation 
Index, 


Modern 
Modern 
Modern 
Modern 
Modern 
Modern 
Modern 
Modern 
Municipal 


Encyclopedia 


The 


National Bottlers’ Gazette 224 


1955 MARKET DATA & 
DIRECTORY NUMBER 


National Petroleum News 
National Provisioner, The 
National Roofer 
New England Construction — 

Insert Between 176-177 
New England Home Equipment Dealer 284 
New South Baker . ; ‘ 1 


« S12 
. 475 
425 
401 


Office Appliances 
Office Appliances’ 
Oil Forum, The . 
Organic Finishing 


Buyers Index 


. 433 
- <a 
. 439 
c+ ae 
, 305 
419 
426 

. 424 
421 
‘snd ae 
417, 421 
106-107 
106-107 
333 

< ate 


Packaging Parade 
Paint and Varnish Production 
Paper and Pulp Mill Catalogue 
Paner Industry. The 
Patterson Publishing Co. 
Petroleum Engineer, The 
Petroleum Processing 
Petroleum Publishers, 
Petroleum Refiner 
Pharmacy International 
Pipe Line Industry 
Pit & Quarry 
Pit & Quarry Handbook 
Plant Engineering ... 
Plumbing & Heating Business 
Plumbing and Heating Journal 
: Insert Between 
Plumbing and Heating Wholesaler 
= Insert Between 
Pocket List of Railroad Officials, 
Power Insert Between 
Power Engineering 
Practical Builder 
Proceedings of the |.R.E. 
Product Design & Development 
Product Engineering 
Production 
Production Equipment 
Public Utilities Fortnightly 
Public Utilities Reports, Inc. 
Public Works 


Inc , 
417 


280-281 


280-281 
The 463 
448-449 
. 447 
oo 
167-170 
. 147 
» Si 

. oe 
394 

. 161 

. 161 

. 412 


Railway Age Insert Between 456-457 
Railway Equipment and Publication Co. 463 
Railway Freight Traffic 
: Insert Between 456- 45? 
Railway Locomotives and Cars 
Insert Between 456- 457 
Railway Purchases and Stores . 461 
Railway Signaling & Communications 
Insert Between 456-457 


Railway Track and Structures 


Railway 
pedia 
Reinhold 


Rock Products 
Mountain Construction 


Rocky 


Rocky Mountain Oil Directory 
Mountain 


Rocky 


Insert Between 456- 45 
and Structures Cyclo- 
Insert Between 456-457 
Publishing Corporation 
123, 125, 127, 145, 335 
110-111 


Track 


Insert Between 176-177 
424 
424 


Oil Reporter 


Roofing, Siding & Building Specialties 


Manual 


Rubber Age 
Red Book 


Rubber 


Safety Maintenance and Production 


Saturday 


School Equipment News 
School Executive 
Screw Machine Engineering 


97 
507 
507 


329 
12-13 
309 
309 
405 


Evening Post. The 


The 


Sheet Metal Worker . 


Shipping 


Signalman's Journal, 


Skyways 
Snips 
Southern 
Southern 
Southern 
Southern 


Southern 
Southern 
Southern 
Southern 
Southern 
Southern 
Southern 
Southern 
Southern 


Magazine 


Insert Between 280 281 
Management . 256 
464 
74 

. 279 
and Publishing 1 


The 


Advertising 
Appliances 
Automotive Journal 
Building Supplies 


Food Processor 

Garment Manufacturer 
Hardware 

Hospitals 

Jeweler 

Power and Industry 

Printer, The : 

Pulp and Paper Manufacturer 
Stationer and Office Outfitter 


Southwest Builder and Contractor 


Steel Processing 


Successful 


Insert Between 176-177 
402 


Farming 199 


Sweet’s Catalog Service 91, 139, 345, 399 


Telenhone 


Composite Catrlog & Buyers’ 


Directory 497 


Telephone 


Texas Contractor 


Textile 


Time 
Time 
Time 
Time 
Time 


Lat 


Transport 


Transportation 


Uranium 


Utilization 


Vance Publications 


Wall Street Journal 
Wastes Engineering 


Water & 


Water Works Engineering 


Watkins 
dustry 


Welding Journal, 
Western Builder . 
Western Construction 

Western Farm Equipment 
Western Industry 

Wood and Wood Products 
Wood Working Digest 

Wood Working Digest Directory 


World 0: 


Pacific 
Tool Engineer, 
Traffic World 


Ergineer and Manaqement 497 
Insert Between 176-177 


Industries 10 
Textile World 
Thomas Register 
Timbe-man 
Atlantic 
Canadian 
International 


501 
327 
320 
196 
196 

. 196 
196 
196 
The Insert Between 384-385 
. 2nd Cover, 255 

Topics 61 
Supply News 2nd "Cover 


The 


in American 


373, 424 
. 361 


, 514 


The . YD 
407 
- 410 
407 


Sewage Works 


Cyclopedia of the Steel In- 
. 402 
512 
177 
183 
. 210 
347 
514 
515 
515 
I 417, 421 


“The : 
Insert Between 176- 
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YOUR TARGET... 


THE SOUTH is your 


BIGGEST MARKET® 








covers it like a blanket! 


Textile Bulletin is the only exclusively 
Spin-Weave journal of the textile 
industry. 


It is edited solely for the men who own 
and operate Southern mills . . . deals 
only with problems and_ conditions 
which exist in Southern Spin-Weave 
mills and processing plauts. The South- 
ern Slant is a precious plus .. . found 
only in Textile Bulletin. 


Textile Bulletin gives complete—100% 
—coverage of the South’s Spin-Weave 
mills and their dyeing and finishing 
plants. 





p——— SPECIAL NOTE! 


If you sell the whole textile field 
COMBINATION RATES 


for Textile Bulletin and the Knitter 
will save you even more. Write us 
for details. 














CLARK 
PUBLISHING 
COMPANY 
CHARLOTTE 
NORTH CAROLINA 


*The Southern Spin- 
Weave market alone 
accounts for more 
than 75% of the 
total Spin- Weave in- 
dustry in the United 
States. 


188 / industrial Marketing 





Sales promotion ideas . ...: 








GOTHAM 


Record Makes Record .. Di: 


Direct mail group's mailer 
appeals to all six senses 

Here's a direct mail piere you can 
see, feel, hear, taste, and smell. 

It’s a phonograph record cut into 
plastic covered paper. Copy on the 
record says its “a bedtime story for 
tired advertising and _ promotion 
men.” And that’s about all it says. 
Apparently, the main message 
comes when the record is put on a 
turntable. 

The mailer was sent out by the 
Direct Mail Advertising Association, 
New York, to its members and 
friends. 

Taste and smell? Oh yes, that 
comes with a stick of chewing gum 
enclosed with the record. 


How flexible soda straw makes 
industrial direct mail piece 
Wolverine Tube Div., Calumet & 
Hecla, Detroit, certainly is having 
fun with its direct mail campaign. 


One of the latest pieces contains 
an ordinary soda straw crimped so 
that it’s as flexible as a rubber tube. 
The straw is taped to the mail piece, 
which bears a blueprint-like draw- 
ing showing how such flexible 
straws “let you enjoy your favorite 
beverage while reclining.” Copy 
idea is that Wolverine can help in 
all kinds of tube fabrication prob- 


lems. 


"Magic suitcase’ sells 
women on oil industry 
A “magic suitcase” is selling the 
oil industry to the nation’s women. 
It’s a small suitcase containing 35 
products, ranging from nylons to 
perfume. The suitcase is used in 
demonstrations being staged before 
women audiences by the Oil Indus- 
try Information Committee. 
Speakers use the suitcases to 
show their women listeners the 
great number of products and proc- 

















esses derived from oil. To drive 
home the point, the speakers, all 
women, are “dressed in oil” . . in 
clothes made of orlon, dacron, ny- 
lon or some other new fiber derived 
from oil. 

Demonstrations are made free to 
women’s club meetings, PTA meet- 
ings and church and other group 
gatherings. 


Monsanto booklet of ads 
pushes breadth of line 

A series of editorial type ads de- 
voted to such industries as oil, tex - 
tiles, rubber, food, plastics and 
pharmaceuticals has been reprinted 
in booklet form from Reader’s Di- 
gest, Life and Time by Monsanto 
Chemical Co. 

In both Spanish and English on 
alternate pages, the ads were se- 
lected and edited by Braxton Pol- 
lard, manager of the company’s in- 
ternational advertising, and high- 
light the fact that more than 400 
Monsanto chemical products are 
used in 20,000 finished products 
made by leading industries through- 
out the world. The booklet is cur- 
rently being distributed to 10,000 
people in affiliated companies and 
to local sales representatives, cus- 
tomers and prospects in 100 coun- 
tries. e 


we 


‘Sue 


STAINLESS Stee. 
of purpose 
HOSE Clam BS 


Shows, Stores . . 

supplied dealers by Wittek Mfg. C 

cago, has actual sample of Wittek’s’ hos« 
clamp attached for easy examination 

of display has space for storing th 


clamps and sales literature. 


THEY’RE ALL KING-SIZE... 
IN BASIC Qc! 





The 12,114 employing electrical contractors you reach 
through QUALIFIED CONTRACTOR hatch out, on 
the average, as $100,000-per-year buyers of electrical 
equipment. They’re the volume buyers, the repeat 
buyers who account for 97% of the industry business! 
So concentrate your advertising dollars where they'll do 
the most good—where sales potential is heaviest. Con- 
centrate on the emploving contractor . . . through basic- 


buy QC. 


QUALIFIED CONTRACTOR 


Official Publication of The National Electrical Contractors Ass'n. 
610 Ring Building Washington 6, D. C. 


NEW YORK—Clark Presbrey, Room 509, 150 Broadway— Worth 4-1153 
CHICAGO — Urben Farley & Co., 120 S. La Salle Street — Financial 6-3074 


LOS ANGELES 
The Robert W. Walker Co., 2330 W. Third St. — Dunkirk 7-4388 


SAN FRANCISCO 
The Robert W. Walker Co., 57 Post Street — Sutter 1-5568 


EG— ooo 
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Dynamic ‘‘how to do it”’ 
Editorial makes More 
and More Management 
and Production Men 
Buy and Read 


WOOD & WOOD PRODUCTS 


Wood 
Products 





in Major Plants accounting 
for Bulk of Production 
“across the board’’ 
in $9 billion Wood Industry* 





*Manufacturers of Lumber — Plywood — 
Veneer — Hardboard — Wood Containers — 
Furniture — Millwork — Flooring — Prefabs 
— Other Wood Products — Large Industrial 
Wood Users. 





HERE’S PROOF THAT IT’S YOUR 
BASIC NATIONAL BUY TO SELL 
RIGHT PEOPLE IN RIGHT PLACES 


os 


- THE BIG BUYING POWER! 





up 28.2% 


(Nov. 1952 to date) 


nationally. 


WooD 
WOOD PRODUCTS 


A VANCE PUBLICATION 


139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘‘not how many — but WHO”’ 
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industrial 


November 


16-20..! 


December 


2-7..2lst National Exposition of 
Power and Mechanical En- 
gineering, Commercial Mu- 


seum, Philadelphia. 





11-16... National Association of Dis 


] v T 1ctrioc VAT; + \ 
ry industries (Winter), 


New Yorker Hotel, New 


Science and 
University of Cali- 


Berkeley, Cal 


January 


10-13.. American Road B 


nvention & 


lilders 
Annual C 
and 


Highway Materials 


Supplies Exhibit, Roosevelt 


New Orleans 


& Engi 


Show, International 


Maintenance 
neering 


Amphitheater, Chicago. 


International Heating & Ven 


tilating Exposition, Commer 


cial Museum and Conven 


D 


all, Philadelphia. 


Truck 


Truck Equipment 


tomobile 


nrad Hilton 


International Food Show 


24-2) «. ; 
New 


Armory 





@ Send for available Reprints of editorial features 
are offered here as a special 


* service to IM readers. Please 
send number and name of 

Te rints article with exact amount in 
coins, stamps or check to: The 

Editor, Industrial Marketing, 200 


‘ E. Illinois St., Chicago. 
of Industrial Marketing 


Sorry, we can't handle credit 
orders under $1. We'll be happy 


feature articles Be to bill you for larger sums. 


A portfolio of award-winning industrial advertising campaigns 


September, 1954. 75c 





RCA‘s quality control one 
by E. T. Jones, August, 1954 


The sales engineer is — om if he doesn’t use ads 
by Bernard Lester, May, 


Agencies break record in 1953, place 506.777 pages in business papers 
April, 1954. 40c 


Manufacturers see more sales, bigger ad budgets in 1954 
January, 1954. 35c¢ 


How to prepare your industrial catalog 
by R. oe he from a series in the September, October, November and December, 1953, 
issues. c 


Before and after .. what have we learned from Readex? 
by Howard G. Sawyer, December, 1953. 5$0c 


Best-read industrial ads . . photos outpull drawings 
November, 1953. 25c 


Idea book builds Blackhawk into key line for distributors 
November, 1953. 25c 


How to select media in today’s competitive conditions 
by Harold A. Wilt, October, 1953. 25c¢ 


Forecast 6.9% gain in 1953 for business paper ad volume 
by Angelo Venezian, August, 1953. 50c 


Which ad attracted more readers? 
A selection of Starch scored ads from Industria] Marketing's monthly feature. $1.00 


Sales promotion ideas 
A selection from Industrial Marketing's monthly department. 75c 


IM goes to a trade show . . and learns about exhibiting 
July, 1953. 75¢ 


You are now entering the industrial merchandising eral 
by G. D. Crain, Jr., May, 1953. 25c 


What 641 leading advertisers spend in business papers 
May, 1953. 50c 


How industrial advertising paid o 
An NIAA study of 17 case Tose June 1951-Dec. 1952. 50c 


How to know when tc use marufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50 


Eight advertisers tell results from external publications 
by John B. Mannion, July, 1952. 25c 


How to live happily with yeur agency . . and vice versa 
by Howard Sawyer, April, 1952. 25c¢ 


91 companies report . . industrial salesmen earn average $8,000 in ‘5! 
by Merle Kingman, Mar., 952. 25c 





Salaries of i ial ad rise in a ll years.. 
Median Fel a advertiser spends $150,000 
by Bob Aitchison, Nov. and Dec., 1951. 25¢ 


Today’s cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 1951. 25¢ 


Today's sales incomes can get out of hand . . stop them 
by Birney Miller and B. K. Moffitt, June, 1951. 25c¢ 


A guide to better publicity 
by members of the Industrial Publicity Association, New York. 75c 


How to advertise to business me 
by Howard G. Sawyer. Selected from a 1949-!950 series of articles. 75c 


How to measure results of industrial advertising 
by William A. Marsteller, May, 1949. 25¢ 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25c. 


How can I find what type to use? 
by A. Raymond Hopper, April. 1948. 25¢ 


Market research combats high distribution costs 
by Richard D. Crisp, Feb., 1948. 25¢ 





Want to 
Test the 
Market 


for your new products in 
the oil and gas industry? 


You can, 
at low cost, 


equ ipment 


The Magazine of 
PETROCHANICS 


FOR 
e DRILLING e PRODUCING 
e FIELD PROCESSING 
e PIPELINE e REFINING 
@ PETROCHEMICALS 


Number and type of inquiries you 
will receive will give you a reli- 
able indication of your potential. 
Six insertions (just $600 total) will 
give over 200,000 reader impres- 
sions. Twelve insertions ($1,080 
total) will give over 400,000 im- 
pressions on potential buyers. Only 
equipment buyers will receive OIL 
and GAS EQUIPMENT so your 
inquiries will be of highest qual- 
ty. Forms close 30 days prior to 


date of issue. 


Equipment 


Box 1260 oe 211 S. Cheyenne 
TULSA, OKLAHOMA 


e 
THE PETROLEUM 
PUBLISHING CO. 
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Officers, employes take over 

at Simmons-Boardman 

® NEW yorK .. J. G. Lyne, presi- 
dent, Simmons-Boardman Publish- 
New York, has an- 
nounced that officers and employes 
now control the company because 
of their recent purchase of voting 
stock formerly held by the estate 
of the late Ida R. Simmons. 

More than 80% of the voting stock 
now is owned by persons on the 
company’s payroll, Mr. Lyne said. 
He said no change in company man- 
agement is contemplated. 


ing Corp., 


Coordinate your promotion, 
chemical society speakers urge 
® NEW yorK .. All aspects of ad- 
vertising, publicity, public relations 
and sales promotion should be co- 
ordinated in a _ unified program 
aimed at selling the product, speak- 
ers urged at the 126th meeting of 
the American Chemical Society. 

E. Scott Pattison, manager, glyc- 
erine and fatty acids divisions of the 


Association of American Soap & 
Glycerine Producers, said space ad- 
vertising cannot be separated from 
the over-all sales program. “Despite 
a lot of brave talk,” he said, “the 
measurement of sales results strictly 
ascribable to advertising is still be- 
yond us. Judgment, or lack of it, 
still rules.” 

Mr. Pattison emphasized that pro- 
motion men must get top manage- 
ment to consider advertising from 
the standpoint of how it is expected 
to perform in a given sales situation. 
Too much stress, he said, is placed 
upon criticism of such technical de- 
tails as layout, illustration and copy 
approach. 

Arthur J. Falconer, Jr., assistant 
publicity manager, Bakelite Co., told 
the role of the company publication 
in an integrated promotional pro- 
gram. “The modern company pub- 
lication should always be consid- 
ered as part of an advertising or 
public relations program. Its objec- 
tives should be clearly defined,” he 
said. 

Mr. Falconer told how effective- 
ness of company publications can be 





Contractors and 


Engineers 
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measured by keeping check on cor- 
respondence received, by surveys, 
by the extent to which customers 
receiving the publication use _ its 
material and by the amount of ma- 
reprinted from it in other 
publications. He said there were 
7,000 house publications in exist- 
ence at the beginning of this year 
and predicted the number would 
increase by 14% before the end of 
1955. He said total company publi- 
cation circulation was about 120,- 
000,000. 

Mr. Falconer said a large chem- 
ical company may introduce five to 
15 new products a year. He said 
promoting each of these by giving 
a running account of its develop- 
ment and _ interesting customers 
through case histories can be done 
very effectively with company pub- 
lications. 

George P. Neilson, Jr., of E. I. 
du Pont de Nemours & Co., said 
radio and television were vital parts 
of a complete sales promotion pro- 
gram. Even though only 18% of his 
company’s sales are in products the 
consumer can identify under the 


terial 








Du Pont label, he said, radio-tv ad- 
vertising is worthwhile because it 
wins “friends for the entire indus- 
try.” 

O. H. Coelln, publisher of Busi- 
ness Screen, said “companies in the 
chemical industry can increase pub- 
lic understanding of products and 
processes, inspire young people to- 
ward scientific careers and improve 
understanding of the free enterprise 
system by broader use of films.” 

The all-day symposium, part of 
a week-long meeting attended by 
some 12,000 members, was spon- 
sored by the society’s division of 
chemical marketing and economics. 


Beaumont, Heller fetes 25th 
year ..clambake does it 

® READING, PA. . . The Bowers 
Country Club was the scene of a 
Pennsylvania Dutch clambake, at- 
tended by several hundred business 
paper sales representatives. The 
event was staged to celebrate the 
25th anniversary of Beaumont, Hel- 
ler & Sperling, whose executives 
and staff were hosts. 


LAKE ON STILTS 


The list of 2 million gallon elevated 
water tanks in the United States would 
be short. This one in Dallas, Texas, is 
100 feet in diameter. The tank wall is 35 
feet high. Conrractors AND ENGINEERS 
specializes in coverage of such unusual 
construction projects as this. Out of the 
problems they pose are born new con- 


struction techniques. 


an 
open 
and shut case... 


Detail. . Business paper ads in “pyramidal’”’ 


Flood of inquiries and orders 
greets ‘pyramidal’ campaign 
® CANTON, 0. 
Diebold, Inc., began a “pyramidal” 
advertising and promotion campaign 
for a new bank vault door, produc- 
tion had to be stepped up. 

The campaign has _ progressed 
from a horizontal business publica- 


speak for itself. 


Six weeks after 


THE BOW BIESOLO-Basic 
vavir coor 


on Diebold 


campaign showed new door 


tion, to vertical publications, to per- 
sonal calls and to demonstrations. 
The base of the “pyramid” was 
the May issue of Fortune, where an 
ad announced the new Diebold- 
Basic bank vault door. The aim was 
to reach business executives who 
sit on bank boards of directors, 


Continued on page 194 


C&E is graphic from cover to cover. 
Every adsin the book is next to live 
editorial material. This is just one of the 
reasons why there are more advertisers, 
and more exclusive advertisers in C&E 
than in any other monthly magazine 
serving the $36 billion construction field. 
Write for a copy of Conrracrors AND 


ENGINEERS today, and let the magazine 


Contractors and 





‘orap American City 





Engineers 


magazine of modern construction 
470 Fourth Avenue, New York 16, N.Y. 
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architects and bank builders, as well 
as bankers, according to Diebold’s 
president, Raymond Koontz. 

To make sure all bank presidents 
saw the announcement, 19,914 let- 
ters were mailed out, telling of the 
Fortune ad and offering a free copy 
of the magazine to all who were not 
subscribers. 

The company received 5,926 re- 
sponses from these letters . . a 
29.76% return. Many of the letters 
were from bank executives who 
said they were Fortune subscribers 
but would like to have a Diebold 
representative call on them. 

The second step in the campaign 
was the use of national and regional 
bank publications to reach execu- 
tive and operating personnel in all 
of the nation’s banks. These pub- 
lications included American Bank- 
er, Banking, Burroughs Clearing 
House, Savings Bank Journal and 
United States Investor. 

The third step in the campaign 
was follow-up calls by Diebold 


Is Your Selling Message ——ies20 Ss" Wha acesten 


who sent inquiries in response to 


e e 
| the ads. 
A Part of His Equipment? (| 2°%.a: se of ne camnaie 


The ACI Journal is one of the first references the engineer —- demonstration of the bank 
reaches for when a project includes any type of concrete vault door. This phase was adopted 
construction. Why? Simply because the ACI Journal has | after the company discovered how 


been recognized for over 25 years as the world authority on | sateiilln aaa: ean ancitial Cieataceameatiiiiliaa 
concrete engineering, construction and research. Be sure 


your selling message is in the ACI Journal. You'll be sur- | | appealed to prospects than pictures 
prised, too, how neatly the budget-priced page rate fits the | | of the door. A display room was set 
most conservative advertising program. up in Canton, and the new door was 
installed so that it can be operated 
normally yet show all details. Ar- 
It’s Yours for the Asking! The com- | rangements were made for bringing 
plete ACI story in ‘he N.I.A.A. Bro- | interested bankers and builders to 
chure Form. Send For It Today. ‘ 
Canton to see the display. 

“The quick acceptance accorded 
our new door has convinced us of 
the wisdom of making the pyram- 
idal type of sales and advertising 
campaign a continuing part of our 
sales program,” Mr. Koontz said. 














‘Electrical West’ gives free 
uranium stock as promotion 


AMERICAN CONCRETE INSTITUTE | ™@ SAN FRANCISCO .. Want some free 
| uranium stock? Just get on the 


mailing list of Electrical West. 

18263 McNichols Road + Detroit 19, Michigan The publication is sending out, as 
a promotion piece, some genuine 
shares in Blackjack Uranium Co., 
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which, the promotional letter says, 
is “a bonafide going Utah concern.” 
Shares are made out in the propect’s 
name, and are aimed at attracting 
attention to the sales message. 
Close examination of the pro- 
spectus accompanying the impres- 
sive looking stock certificate shows 
each share is worth one cent. 


Olin Industries merges with 
Mathieson Chemical Corp. 

® NEW york .. Olin Industries, Inc., 
and Mathieson Chemical Corp., both 
of New York, have merged to form 
Olin Mathieson Chemical Corp. 

John M. Olin, formerly president 
of Olin Industries, is chairman of 
the new company, and Thomas S. 
Nichols, formerly president of Ma- 
thieson, is president of Olin Mathie- 
son. 

David T. Marvel is director of 
sales. Advertising staffs and agen- 
cies will continue the same, for the 
time being, operating separately. 
Doyle Kitchen & McCormick, New 
York, and Armand S. Weill Co., 
Buffalo, have been the agencies for 
Mathieson. Fuller & Smith & Ross, 
Cleveland, has handled the Ramset 
Div. of Olin and D’Arcy Advertising 
Co., New York, handles the other 
divisions. 


Gift Horse . . Edgar Kobak (left) presi 
dent, Advertising Research Foundation, re- 
ceives thoroughbred book ends on visit to 
Advertising Club of Louisville, Ky. Gene 
Wedereit, club director and ad manager 
for Girdler Co. and Tube Turns, Louis- 


ville, makes the presentation. 


‘Industrial Quality Control’ 
goes monthly, increases rates 

® MILWAUKEE . . Industrial Quality 
Control, bi-monthly publication of 
the American Society for Quality 
Control, will become a monthly 
with its January, 1955, issue. 

The publication also has increased 
its rates from $130 to $190 for a 
black-and-white page, effective with 

Continued on page 196 








vVx is visible. U.S.E.’s improved synthetic-type seal flap 
gum has the natural sheen and color which people have 
learned to look for. They know immediately that there’s 
gum on the flap. 

And they find these additional advantages: vVx lies flat; 
does not curl, and has high resistance to humidity and 
blocking. It provides instant tack with normal moisture, 
and makes a positive, permanent seal. It has the U.S.E. 
neutral taste. 

vVx is a product of U.S.E.’s Envelope Research Labo- 
ratories, and is now provided on all stock commercial and 
official sizes of White Woves and Bonds. 

Enjoy the many advantages of vVx SEAL FLAP GUM 
— you'll see the difference immediately. 


— Hew Home of the famous U.S.E. 


Research and Processing Laboratory at 
Metuchen, New Jersey, where scientific 
quality control gives life to the U.S.E. 
Guarantee. 


*T.M. Reg. Appld. For 


“oie 


UNITED STATES ‘ati! — 
ENVELOPE COMPANY Springfield 2, Massachusetts 


1S DIVISIONS FROM COAST TO COAST 
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Plis (overage 


For Your GROWING 
Sevthern Markets 





1. ADVERTISING AND MARKETING 





Seuthern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


os i- 


BAKING 








New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 

FOOD PROCESSING 
Seuthern Food Processor. 
Reeches the leading processors, packing in 
cans, glass and frezen packages. 











4. GARMENT MANUFACTURING 





Seuthern Garment Manufac- 


furer. Spokesman of and friend to this 
twe-billion-dollar Southern giant. 





FERTILIZER 





Cemmercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





JEWELRY 





Seuthern Jeweler. Jewelers in the 
Seuth shore generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
selors. 





7. PULP AND PAPER é 





Seuthern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
ceverage ef the South's expanding paper and 


pulp industry. t- 


8. PRINTING 








Seuthern Printer. Reaches commer- 
ciel printers and newspaper mechanical 
superintendents. 





9. STATIONERY AND OFFICE EQUIP. 





Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President-{ 





75 Third Street, N. W., Atlanta, Ga. 
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the November-December issue. And 
it has appointed Weston & Weston, 
New York, and L. B. Hammond, 
Chicago, its advertising representa- 
tives. 


Commerce dept. to publish 
regular distribution data 

® WASHINGTON .. The “Distribution 
Data Guide” has become a regular 
publication of the U. S. Department 
of Commerce. 

The monthly publication lists 
publications and reports . . both 
government and non-government 

which contain information for 
use in market research, merchan- 
dising, sales promotion and adver- 
tising. 

The “Guide,” which had _ been 
sent out free since it began publi- 
cation last March, now will be 
available for $2 a year to domestic 
subscribers and $2.50 a year to for- 
eign subscribers. Subscriptions are 
handled by the Superintendent of 
Documents, U.S. Government Print- 
ing Office, Washington 25, D. C. 


ASME issues 1955 catalog 

® NEW yorK . . The American So- 
ciety of Mechanical Engineers, New 
York, publisher of Mechanical Engi- 
neering, has issued its 1955 ‘“Me- 
chanical Catalog,’ a 679-page cloth 
bound volume containing some 40,- 
000 listings of manufacturers of in- 
dustrial equipment and materials 
and of the products they make. 


Wank & O'Rourke dissolved .. 
O’Rourke starts new agency 

® SAN FRANCISCO . . Wank & 
O’Rourke, San Francisco advertis- 
ing agency, is no more. The nine- 
and-one-half-month-old partner- 
ship has been dissolved. 

The agency was formed last Dec. 
1 through a merger of two agencies 
headed by Melville E. Wank and 
John J. O’Rourke (IM Gallery, IM, 
March). 

Mr. O’Rourke has formed a new 
agency, John O’Rourke Advertising, 
which has been appointed by heirs 
of Maurice Lodge, founder of Maur- 
ice Lodge Advertising, to serve 
clients of the Lodge agency. The 


\Stickin Aroung 
with KLEEN-STIK 


“$.T.1.%.$.” 

Here’s a society every sales-minded 
advertising man will want to join— 
the “Society for Terrific Ideas with 
Kleen-Stik’’. All you need is a clever 
sales idea . . . and KLEEN-STIK 
does the rest! This miracle adhesive 
puts selling magic into window 
streamers, shelf strips, die-cut 
signs, bumper strips, and all other 
popular forms of P.O.P.—like these: 


hal 


“KOOL” Kombination ! 

To help announce their new King- 
Size KOOL cigarettes, BROWN & 
WILLIAMSON of Louisville, Ky., 
show Willie the Penguin with his 
“‘outsize’’ relative. B&W’s WM. 
CUTCHINS had these pieces pro- 
duced on KLEEN-STIK to give 
them king-size attention value. They 
go up quick and easy .. . stick tight 
and sell! ‘Kool’ printing job by 
STROWBRIDGE LITHO, Cin- 
cinnati. 


Seein’ Stars? 

Probably a result of the wide-spread 
use of this colorful die-cut sign by 
MOGEN DAVID WINE CORP., 
Chicago. The big 6-pointed star not 
only identifies the vintner’s trade- 
mark, but also carries a mouth- 
watering recipe for a refreshin’ 
**Longfellow”’? drink. Moistureless 
KLEEN-STIK backing makes it 
easy for salesmen and dealers to 
peel-’n-press them into place. Ad 
Mer. B. WIERNIK directed the 
creation of this ‘‘star salesman”’, 
while HERB SCHNEIDERMAN ar- 
ranged the slick production by 


I. S. BERLIN PRESS. 


Introducing a new product... build- 
ing brand identity .. . or putting 
across any other sales campaign 
—you can trust KLEEN-STIK to 
get your messages up, and get ’em 
up to stay! KLEEN-STIK is as 
close to you as your regular printer, 
lithographer, or silk screener—on a 
wide variety of extremely printable 
paper stocks. Ask him for samples 
—and ask us to send you our free 
“Idea-of-the-Month” — write today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 





O’Rourke organization will assume 
the assets and good will of the 


Lodge Agency. m "read and reread" 


Dr. PrEppER Company 
P.O. BOX 5086. ; vm 

DALLAS 2, TEXAS 
The Wall 
bt Broad Street 
ew York City, N b 
Gentlemen - . 


Street Journal 


You Will be j 
results obtai 
ined b 
mol? qarter-page a 
Pech Of The Wall 
ese ads Was keyeqd 
From Our J | 
anuary 5t¢ 
: h 
= dated January 5 on He att 
€ as March 15th mh 


Sign Without Copy . . New 40-story 
Republic National Bank Building, Dallas 
inother ad, which appeared 
tower with revolving beacon, visible 120 | beyond vy inquiries UP to Februane ny 18, brought 
Y 22 and 

8 from 


will be topped by 150-foot aluminum | 


miles, at its tip. Tower cost $250,000, was | & Twin Falls 7 inquiry dat 
designed to symbolize progress. It will : » Idaho, 

identify the bank from long distances but 

won't bear a single word of promotional 


copy, not even the bank's name. 


requiri 
Cleveland Dotted Line Club | 2B $5,000 to g 


elects new officer slate | s OW, We have 
® CLEVELAND . . Donald Huettner, | balance 92a Wall esa ae @ continuous 
Reinhold Publishing Co., has been | Pinion of tain This Sudden for the 
elected president of the Cleveland | Publication. €S clearly our 
Dotted Line Club. | Sincer 

Walter Berger, McGraw-Hill Pub- | CR, PEPPY? COMPANy 
lishing Co., was elected vice-presi- | 
dent; William Westfall, Gulf Pub- 
lishing Co., treasurer, and Richard 
Burkhart, Simmons-Boardman Pub- 
lishing Co., secretary. —EE 

The club, affiliated with Associ- | 
ated Business Publications, is made | Lif 
up of ABP papers’ space salesmen. | A Lo n oer | p 
New paper fact book out | 8 2 
® DALTON, MAss. . . Byron Weston fo r Yo U il A (| Vy p rt i S | n 9 
Co., Dalton paper manufacturer, has | 
issued a new edition of its “Red 
Book,” a reference book containing | 
data on paper stock sizes, weights | Street Journal. The National Business Daily gives you immediate 
and colors and recommendations for 
use of various types of papers. 


Rarely do you find an advertising medium like The Wall 


impact combined with inquiry pulling power that lasts and lasts. 


Europe's defense pact to boost | Circulation: 317,381 
| Sept. 30, 1954 


U. S. exports . . parts maker ABC attained — 


® NEW yYorK . . America’s overseas 


business could improve 50% as a | 
result of French csaiilanidaaic al the | THE WALL STREET JOURNAL 
nine-power pact admitting West | Pubiidiedat 


Germany into the European defense | NEW YORK els er Xero) DALLAS SAN FRANCISCO 
family, according to Charles A. 44 Broad Street 711 W. Monroe, Street 911 Young) Street 415 Bush 


Continued on page 198 
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IN EXHIBITS IT’S 


| 


ee pS 
CORPORATION 





NEW YORK'S LEADING 
DESIGNERS AND BUILDERS OF 
DISPLAYS AND EXHIBITS 


@ WRITE FOR BOOKLET | 


96-20 43rD AVENUE @ CORONA 68, N.Y.C. @ ILLINOIS 7-2002 


BRANCH OFFICES: PITTSBURGH - CLEVELAND - SYRACUSE 
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Henry Ford... 


didn’t use the 


word “automation” in 1914 but 


he did set up his production lines 
to get FLOW. Today, the basis of 
modern manufacturing is still 


FLOW — and production men 


continue to get the facts about it 


in FLOW 


Aw 
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Dana, board chairman, Dana Corp, 
New York auto parts maker. 

Mr. Dana, on returning from a 
tour of Europe, said the defense 
pact “means more freedom of trade 
between the nations of the non- 
Communist world.” 

“This will not only directly bene- 
fit foreign nations, but will also 
greatly increase our foreign trade, 
by perhaps as much as 50%,” Mr. 
Dana said. 


Rensselaer to develop 
technical writing course 


@® TROY, N. Y. . . Rensselaer Poly- 
technic Institute, Troy, is develop- 
ing a graduate program in technical 
writing, designed to prepare tech- 
nically educated men for editorial 
work on business papers and tech- 
nical publications and in the techni- 
cal writing departments of industry. 


Vidinghoff heads machine 
tool distributor group 

® CINCINNATI .. Raymond A. Vid- 
inghoff, president, Machinery As- 
sociates, Wynnewood, Pa., was 
elected president of the American 
Machine Tool Distributors’ Associ- 
ation at its 30th annual convention. 


ABP gets agency men’s tips 

for improving business papers 

® NEW yorK .. Eighty-four agency 
men have told Associated Business 
Publications how they feel about 
some business paper practices, and 
have made comments about what 
they would like to see done. 

Following are a few of the state- 
ments made in response to a ques- 
tionnaire distributed by ABP’s Uni- 
form Practices Committee, regard- 
ing problems that affect advertising 
managers and agency personnel: 

1. Question: Would it be satisfac- 
tory if publications were to hold 
plates for only six months instead 
of 12 before destroying them? 

“At times an advertisement is re- 
peated for a similar selling season. 
A 12-month period brings you to it, 
while six months does not.” 

“Worthwhile ads that have proved 
their productiveness are worth re- 
peating. In some cases we have re- 
peated ads three or four times with 





good results. Plates should be re- 
turned . . not destroyed.” 

“Many ads on certain types of 
machinery and products are still 
up-to-date after one year has 
elapsed, and call for repeats. With 
high engraving costs today, 
makes are wasteful and unneces- 
sary.” 

2. Question: What might be done 
to improve relations between ad- 
vertiser and publication? 

“Why do some publications charge 
the same for the use of any of the 
standard 4A colors, while others 
have various charges depending on 
the second color?” 

“Put all information on rate card. 
Too many publications use notation 
‘rate on request,’ ‘inquire of pub- 
lisher,’ etc., rather than list costs of 
color, bleed, special colors, special 
positions . . It usually requires a 
wire to get this information and 
when it does arrive it is exactly 
what one would expect it to be. 
In other words, there was no good 
reason for not listing it in the first 
place.” 

“Our biggest problem comes from 
an inability to compare ABC and 
CCA reader classifications. There 
should be a classification adopted 
which is standard for both audit 
methods.” 

“Closing dates are too flexible. 
Advertisers who know that they 
can get long extensions will fre- 
quently delay preparation of an ad 
until the last minute. In many cases 
the established closing date has be- 
come a farce.” 

“We find publishers’ office help 
very ignorant about short rates, 
procedures, policy and general in- 
formation about their own maga- 
zine. If we want to know anything, 
or get action, we’re held up for two 
days to a week getting answers!” 

“Frequently . . when we are pre- 
paring an analysis of trade maga- 
zines and ask for specific informa- 
tion, we get reams and reams of 
promotional material, testimonial 
letters, biased surveys, etc., and we 
always have to dig very deep to 
find the answers to the _ specific 
questions we have asked.” 


re= 


W. R. Swartwout, Clissold’s 

treasurer-director, dies 

@ CHICAGO W. R. Swartwout, 

treasurer and director of Clissold 
Continued on page 200 





Your TOP Engineering Market 


The AMERICAN ENGINEER 


reaches 


more Registered Professional Engi- 
neers than any other magazine. 


TELL THEM 
AND 


Here is your TOP engineering market 
— 78.4% buy or specify. 


A mar- 


ket of influence so extensive that it 


SELL THEM 
IN THE 


penetrates all phases of industry. 
The Registered Professional 


neer’s counsel is sought on processes, 
methods, equipment and materials 


American 
Engineer 


— irom basic research through de- 
sign, development, manufacture or 
construction. In each step he is DE- 
CISIVE in buying or specifying. 


The magazine of the Registered Professional Engineer 
CIRCULATION OVER 33,000 — 78.4% BUY OR SPECIFY 





THE READER 


|| THE MAGAZINE 





His Position... 


Three-fourths of AMERICAN ENGINEER 
readers are in positions of authority — 
either as owners or partners, chief execu- 
tives, department heads or section heads, 
as shown here: 

CHIEF EXECUTIVES. ..........25.7%—8,481 
DEPARTMENT HEADS. .....23.3%—7,689 
OWNERS OR PARTNERS ...12.8%—4,224 
SECTION HEADS ..................12.2%—4,026 
SPECIALISTS (Industrial) 11.8%—3,894 
OTHER : OES 14.2% —4,686 


100%—33,000 


His farnings... 


A salary survey of AMERICAN ENGI- 

NEER readers substantiates their responsi- 

ble positions, as shown by these figures: 
10% earn more than $17,190.00 
25% earn more than 10,980.00 
50% earn more than 7,850.00 


He Supervises... 


According to a recent survey, the Regis- 
tered Professional Engineer reader of the 
AMERICAN ENGINEER supervises an 
average of: 

9 Engineers 

29 Other workers 
Reach these responsible readers through 
the AMERICAN ENGINEER. 


Advertising Increases: 


Editorial Content... 


The Registered Professional Engineer read- 
er expects to find in the pages of his mag- 
azine, the AMERICAN ENGINEER, those 
professional articles, features and news, 
that treat non-technical engineering topics 
in the fields of industry, legislation, govern- 
ment, social transition, and economics. Ap- 
proximately one-half of the editorial con- 
tent is devoted to articles by outstanding 
men discussing subjects of current interest 
to the profession. About one-fourth of the 
magazine is devoted to “workshop” pieces. 
That is, practical articles that are im- 
portant to the reader as a professional en- 
gineer and as a businessman. 


Circulation... 


The circulation of over 33,000 (BPA) is 
national with the highest percentage in 
the Middle Atlantic states. The next high- 
est areas are East North Central and South 
Atlantic. During the past ten years cir- 
culation has more than tripled. 


Readership... 


Surveys show that each issue has a high 
readership for regular features and de- 
partments. Also, that each issue has an 
average of 2.27 readers or a total of over 
75,000 readers per issue. 


1953 over 1952 — 28% 


Jan-Nov 1954 over same period of 1952 — 88.9% 


To help you sell the TOP Engineering Market 


send for: 


[] MARKET AND MEDIA INFORMATION (NIAA) 


[] A STATEMENT BY THE EDITOR 
[] INCOME AND SALARY SURVEY 
[] PRODUCT SURVEY 


yr Tus 
ne * 


AMERICAN ENGINEER 


Official Publication 


National Society of Professional Engineers 


1121 15th St., N.W., Washington 5, D.C. 
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MARKET COVERAGE — AM\'s horizontal circulation shows a readership of over 
30,000 management, purchasing, and operating personnel who directly control or influ 
ence the purchases of ferrous and non-ferrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, ohdens, importers, and exporters ine handle steel and/or 
other metals, hardware sebdenth, mill and factory supplies; also producers of iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; seed works; rolling mills; smelters: 
refineries; etc. 

Consumers of metals for manufacturing and maintenance 

Distributors, dealers, exporters, etc. 

Producers of steel and other metals 

Government Departments, trade organizations, banks, etc. 

Unclassified 


Purchasing Agents .... 
Chairmen, Presidents and/or eran 5, ‘244 
General Managers 2,5 
Vice-Presidents 
Secretaries 
Treasurers 3 
ADVERTISERS — Over 300 lea ling sellers of steel products, non-ferrous metals, ores. 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades media—first with the latest news of the industry 
MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COSTS for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 
If vou sell to the metal working industries, strengthen your advertising program by in 


luding AMERICAN METAL MARKET. 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y 


Sales Managers 

Works Managers and/or Supts. 

Metallurgists 

Other (largely purchasing, management, 
engineering and sales personnel) .. 2,833 


Many detailed and factual 
market analyses are offered 
by business paper publishers. 
You can get them by referring 
to your 1955 


Industrial Marketing 


7/955 Market Date 
& Directory Number 








June 25, 1954 
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Publishing Co., Chicago, died Sept. 
27, after a brief illness. He was 83. 

Mr. Swartwout joined Clissold in 
became 
there- 


1926 as business manager, 
secretary-treasurer shortly 
after, then was named director. 

Mr. Swartwout retired from ac- 
tive participation in the company’s 
activities in 1946 but retained his 
titles. He was president of the Chi- 
cago Business Publications Associa- 
tion for three years, from 1933 to 
1935. He is survived by his wife 
and three sons. 


Vernon Behel, Waldie & Briggs 
founder, dies in California 

@® SAN FRANCISCO Vernon W. 
Behel, Jr., retired Chicago agency 
head, died in Letterman General 
Hospital, San Francisco, Sept. 14. 
He was 61. 

Mr. Behel, in 1920, founded the 
Chicago agency now known as 
Waldie & Briggs. He retired in 1945 
and had been living in Saratoga, 
Cal. 


Heart attack kills ad manager 
Ray Welts of Dewey & Almy 

® CAMBRIDGE, MASS. Raymond 
Welts, 53, advertising manager, 
Dewey & Almy Chemical Co., Cam- 
bridge, died of a heart attack Sept. 
21. Mr. Welts had been a principal 
of Harriman-Welts Products Co., 
manufacturers’ distributing agency. 
before joining Dewey & Almy in 
1948. 





Do you have this kind of help? 
> 


@ Industrial admen who read Industrial 
Marketing, always on the alert for im- 
proved marketing methods, need more 
Marketing Aid tips. If you are a pub- 
lisher, agency, display or printing house 
or if you provide some other service to in- 
dustrial advertisers, you may have the 
help they need. Send an example of your 
“marketing aid” to Aids Editor, Industrial 
Marketing, 200 E. Illinois St., Chicago 11, 
Il. 
No obligation. 





news 


Better agency relations urged 

at business paper clinic 

® CHICAGO William K. Beard, 
Jr., president, Associated Business 
Publications, has urged business 
publication salesmen to improve re- 
lations with advertising agencies. 

He spoke at a sales clinic spon- 
sored jointly by the ABP and the 
Chicago Dotted Line club. 

Mr. Beard said that to get this 
“fresh” approach the space sales- 
man the 
agency man’s interest in order to 
advance _his interest. So 
he said, the salesmen have shown 
awareness only of their clients’ in- 
terest and their own. 

“You must sell the agency man 
Mr. 


must become aware of 


own far, 


on his interest, also,” 
Beard said. 
Other 


were 


own 
speakers at the meeting 
Philip Salisbury, 
manager, Sales Management; Philip 
D. Allen, vice-president, Maclean- 
Hunter Publishing Corp.; Richard 
N. Jones, director of advertising, 
House & Home; Angelo Venezian, 
assistant to the director of adver- 
tising, McGraw-Hill Publishing Co.; 
E. B. Wintersteen, general manager, 
Starchroom Laundry Journal and 
National Cleaner & Dyer; Philip 
W. Swain, consulting editor, Power, 
and Stephen R. Kent, director of 
advertising, American Aviation. 


general 


From office boy to sales 
vice-president, now he retires 

® ASHLAND, 0. . . C. D. Leiter, 65, 
has retired as vice-president and 
director of F. E. Myers & Brothers 
Co., Ashland maker of water han- 
dling equipment. Mr. Leiter joined 
Myers as an office boy in 1905 and 
rose through sales ranks to become 
vice-president in charge of sales in 


1952. 


Do you feel inferior? . . snap 
out of it, consultant urges 
® COLUMBUS, 0. . . Some industrial 
advertising managers seem to have 
a “definite inferiority complex” in 
dealing with top management, ac- 
cording to an executive of a man- 
agement consultant firm. 

He is Albert Yates, vice-presi- 
dent, Barrington Associates, New 
York, who reported on a study on 


Continued on page 202 


| Like a Carpenter 


| without a Hammer... 


i 
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= 
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— 
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t 
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FOCVOP DL Se coenes 


a Salesman 

without Heinn 

Selling Tools 

Does Less Than He Can Do 


Your investment in any salesman becomes 
more secure when his selling tools help 
him find current product facts quickly. 
Then he stops fumbling and concentrates 
on selling. With Heinn Loose-Leaf Bind- 
ershe doesas muchas he should and can do! 


The planning behind Heinn Loose-Leaf 
Binders makes them fit your own highly 
specialized business. Between the dis- 
tinctively styled covers is well-organized, 
easy-to-use selling material that stays up 
to date and in sequence. 


When the Heinn home office helps you 
plan catalog content and custom-styles 
your covers, you can look forward to re- 
duced sales-call time, less sales corre- 
spondence, improved selling efficiency and 
better impressions on customers. Thou- 
sands of America’s business leaders know 
from experience that there can be no sub- 
stitute for Heinn service. You profit when 
you follow their lead. 


Representatives in Principal Cities 


WHERE'S THAT 
#19216 sueer 7? 


He'd find facts in — 
three seconds with - 
Heinn indexing. 


. a 
Let Heinn supply 5% 
your celluloid 
indexes. 


Originators of the Loose-Leaf System of Cataloging 


Please give us facts about 


Leaders in 1896... and Still Leaders 


P 
QUANTITY 


: binders and indexes jor 


C] SALES MANUALS 





ADORESS 


City, STATE 


PROBABLE 
SERVICE, INSTRUCTION, QUANTITY 
PROCEDURE MANUALS SAMPLE 


CASES 
[—] SALESMEN’S 
l CASES 


EASEL PRES 
ENTATIONS 


ACETATE 
ENVELOPES 


SPECIAL SELL 
ING TOOLS 


C] PRICE BOOKS 
[] PARTS BOOKS 
CATALOGS 


MERCHANDIS 
ING KITS 


PROPOSAL 
SHEETS 


Have your representative call, 
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Mc GRAW-HILL 


DIGEST 


MAGAZINE 
OF INTERNATIONAL 
BUSINESS AND INDUSTRY 





NOW — For Advertisers — 
Selective coverage of the 
world market areas in a 
magazine that interests and 
influences management 
men around the world. In 
2 editions — 


% LATIN AMERICAN 
covering South and Central 
Americas and the West 
Indies. 

% OVERSEAS 

serving Europe, Asia, Africa 
and Australasia. 


—— @|q —— 


A McGRAW-HILL 
INTERNATIONAL 
PUBLICATION 


330 West 42nd St., 
New York 36, N. Y. 
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industrial advertising budgeting at 
the 11th annual Ohio State Uni- 
versity advertising conference. 

“During our study we noted a 
hesitancy of some advertising man- 
agers to get into the subjects of 
company aims and policies with top 
management,” Mr. Yates - said. 
“Some advertising managers seem 
to have a definite inferiority com- 
plex on this point. They don’t seem 
to believe in the importance of 
their own function and in its value 
to their companies.” 

He added that “unless you build 
your budget on the firm foundation 
of a knowledge of company aims 
and policies, you're building sand.” 


U. S. to aid industrial 
exporters with long term loans 
® CHICAGO . . Exporters of American 
industrial goods, beset by increas- 
ingly tough competition overseas, 
are going to get help from the fed- 
eral government’s Export-Import 
Bank. 

The help will come in the form 
of long term loans the bank will 
make, in effect, to the foreign cus- 
tomers of the American companies. 

This expanded loan 
should put American exporters in a 


program 


better competitive position overseas. 
One of the biggest reasons Ameri- 
can companies are finding such 
tough competition abroad is that 
other countries, especially Germany, 
have put up money to enable their 
companies to offer very favorable 
payment terms. 

The Export-Import Bank’s plan 
“does not propose to provide terms 
in all respects equal to or better 
than those offered by foreign sup- 
pliers,’ according to R. H. Rown- 
tree, economist for the bank, who 
explained the plan at a meeting of 
the Export Managers Club of Chi- 
cago. 

“If such easy terms were made 
available,” Mr. Rowntree said, “there 
might be insufficient incentive to 
continue to do as much cash busi- 
ness as possible.” 

Mr. Rowntree said that no upper 
or lower limits as to the size of the 
loans had been prescribed and 
neither has any limit been put upon 


the length of the terms. 

He said the bank was thinking 
mostly “in terms of two, three, four 
or five year” loans, depending upon 
the size and use of the purchase. 

He said that the loans, which are 
called “export credit lines,” will be 
available only in connection with 
the purchase of capital goods that 
will help improve the whole econ- 
omy of the country to which they 
are going. 

That, according to Mr. Rowntree, 
is because the idea of the Export- 
Import Bank is to promote all Amer- 
ican exports, and the best way to 
do that is to take action to improve 
conditions in customer countries. 

That means that only industrial 
goods sellers, not sellers of con- 
sumer products, will benefit im- 
mediately from the new loan policy. 


Republic Steel head tells 
Pitfalls for new products 
@ NEW YORK . 
fail either because of a lack of 


. Most new products 


sound advance marketing informa- 
tion or because of the lack of a 
sound marketing program after their 
introduction, according to Charles 
M. White, president, Republic Steel 
Corp., Cleveland. 

Mr. White spoke on “better profits 
through better selling” at a meeting 
of the National Industrial Confer- 
ence Board in New York. 

He said a recent survey showed 
that 81°, of all the new products 
developed by 200 companies failed 
to sell. The biggest reason for these 
failures, he said, was that the com- 
pany failed to do an adequate job 
on market research. 

He advised companies contem- 
plating bringing out new products: 

“Explore very thoroughly before 
you invest any money in production 
equipment. If you haven't the facil- 
ties to make market studies your- 
selves, there are many well-quali- 
fied organizations who specialize in 
such work. A few thousand dollars 
spent for market study is cheap in- 
surance against a costly flop.” 

The second biggest reason new 
products fail, Mr. White said, is that 
they are not backed with adequate 
marketing programs. 

Despite the hazards of develop- 
ing new products, Mr. White said, 
it is imperative for a business to be 
alert for new lines. x 





Advertiser changes.. 


Help Yourself 
to More Sales 


HOW ? 
Read S. D. Warren Company’s 
Freeman Considine ‘ ~~ : " oe e message for November 
| i. in U. S. NEWS & WORLD REPORT 
A. McLean Freeman .. former advertising | ue a ap for November 12, 
manager, Chemical Div., Borden Co., has P : THE SATURDAY EVENING POST 
been named advertising manager, Per : , : for November 13, 
mutit C New York manufac and BUSINESS WEEK 


exchange resins and water conditioning for November 20 


equipment. William Renner Feik has been 


namea assistant a ivertising manager. 


Douglas M. Considine . . former manager 
market extension department, Minneapolis 
Honeywell Regulator Co., has been named 
sales promotion and merchandising man 
ager, P. R. Mallory & Co., Indianapolis | American 
electronic manufacturer. Mr. Considine is 


Busine 


a former vice-president of the Eastern 


Evelyn Reinhardt . . formerly of the ad 
vertising department of Hercules Powder 
Co., Wilmington, Del., has been named 
editor of The Mixer, the company’s new 
monthly employe magazine. 


Frank J. McArdle . . former public rela 
tions manager, American Machine 4& 
Foundry Co., Electronics Div., has been 
named vertising and public relations 
manager, Bellofram Corp., Waltham, Mass., 
manufacturer of frictionless diaphrams and 


seals for measurement. 


John R. Pfann . . former sales assistant 
Sharples Chemicals, Inc., Philadelphia 


been na 1 sales analyst. 


Eugene F. Gibbons . . {fo 
lirector, Designers Industry 
tion staff 
.s Chemi 
a technical writer. 


John C. Winget . . former manager, de- 


n Praise 
e Way fo xi , 
velopment engineering department, Arc: ro get I 
Steel Corp., Middletown, O., has been 


named manager of the marketing service 
department. 


W. P. Hollis . . former assistant sales 
manager, Kellogg Switchboard & Supply 
Co., Chicage, has been named sales man 


ager. 


Liss 


r j Printer 
owe aere 


A Goo" 


Your 


Ally 
For the re" 
Black & Decker Mig. Co. . . New York 


sales and service branch, has moved te 


Continued on page 204 
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Nine words... 


fine “automation” 


are used to de- 


“the auto- 


matic handling of parts between 


progressive production proc- 


esses”. A simpler way to say it 


“flow” — the name we gave to 


our magazine iow ten years 


ago because it described perfect- 


ly the field that it was serving. 


1240 Ontario Street 


e Cleveland 13, Ohio 
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$35 Billion —5 year plan 


for your advertising— 


based on FACTS "7 


Gear your advertising pro- 
gram to capitalize on this ex- 
panded and accelerated $7 bil- 
lion-a-year construction mar- 
ket. 

This $35 billion-5 year pre- 
diction is based on facts—de- 
tailed by types of construction 
and itemized for Illinois, In- 
diana, Ohio, Northern Ken- 
tucky and the St. Louis trad- 
ing area. 

Write PO Box 1074 Indian- 
OVER 8800 CIRCULATION 


ONSTRUCTION 


Over 8800 Readers 


apolis for your copy of the re- 
port covering this important 
tri-state market containing 
15°. of the nation’s popula- 
tion and 20% of the nation’s 
new construction. 

Cover this Multi-Billion 
Dollar Market completely 
through the advertising pages 


IGEST 


Indianapolis 6 


| Russell B. Robins . . 


| ment Div., 


| named to the newly created post 
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Advertiser changes .. 
egins on p. 203 
er quarters at 5€ 


New York. 


Ward W. Minkler . . former Pacific Co 


Titania » 
stanium 


een namea assisiant manager 


Richard G. Gaines . . former advertising 


Joseph Olachea . . former enair 


Donald K. Baxter . . former manufacturer's 


Carl A, Carlsen . . formerly with Scan- 


Philip H. Marsh . . forme: 


Michael J. Batenburg . . form 


1. Berohot wh 
Richard W. Dittmer. former 


IMlic ~reiatior 


Edward Belsho . . 


relations de 
and, ha 


>partment 


zeneral sales manager, Tractor ¢ 


Ford Motor 


rector of marketing and mer 


fh y 
A. Yc 


chandising, 


=: os a — e 
~& os > 3 
S35 $8244 


3 
Oo 
Q. 


assistant 

Imple- 
has been 
of di- 


i. 


ung Spring & Wire Corp., Detroit 





Wilkening Mfg. Co. . . Philadelphia manu- 
facturer of Pedrick piston rings, has named 
the following assistant sales managers in 
their replacement division: William C. 
Demme, Frank S. Parker, Jr., Irvin L. Bun- 
tin and Leslie L. Bobo. 


Buck Rogers . . former sales promotion 
manager, Ralph Sharp Advertising Agen 
cy, has been named general sales promo- 
tlon manager and advertising director, 
Perfection Industries, Detroit manufacturer 
of ha 





Cooper Alloy Foundry Co. . . Hillside, 
N. J., has changed its name to Cooper 


Frances R. McCormick . . former assistant 
to the sales promotion manager, Whitney 
Black Co. and Koiled Kords, Inc., New 
Haven, Conn., manufacturer of wire and 
electric cords, has been named advertis- 
ing and sales promoticn manager for both 


cc 


Burkhardt ZIP-A-KITS 
George F. Mahoney . . former production “s ° ry 
manager at Western Advertising Agency, make selling eaSieré: 


has been named advertising production 





A 


manager, Motorola, Inc., Chicago. Whether it's a simple interview ... or a long selling 
campeign .. . Burkhardt Zip-A-Kits help your salesmen 
Walter S. Snodell . . former assistant sales 


tell a convincing, logical story . . . every time! That's 
manager, Special Products Div., Acme 


because Zip-A-Kits are job-engineered to carry catalogs, 
Steel Co., Chicago, has been named sales ‘ i 
ccads Wa Me Minehack | sales literature, samples, books, etc., compuctly and effi- 
ifter 38 years service | ciently ... and keep them in the proper, easy-to-reach 
order, necessary for a logical selling story. 


ai ¥ Zip-A-Kits make selling easier for your salesmen. 
Philip A. Brown . . former advertising and wm P 9 y 


sales promotion manager, Harry Ferguson, Call or write today for your free copy of our newest 
Inc., has been named director of public catalog. Zip-A-Kits are best... by design! 
relations, Massey-Harris-Ferguson, Inc., a 
company formed by the amalgamation of 
Inc., and Massey-Harris 

Wis. The new com- 

the separate trade 
a Send now for this newest Burkhardt 
end now for this new u 
Catalog. It’s profusely illustrated... COMPANY 
shows Zip-A-Kits to fit every budget. SECOND AT LARNED © DETROIT 26, MICHIGAN 


“Binders to American Business since 1911” 


distribute the two 


ment under separate 








Wayne A. Tarter . . former instructor in 
the Home Office Sales Training Section 


rT 


Burroughs Corp., Detroit, has been named 


— f Burroughs Sales Training ARE you BUILDING 
BUSINESS PAPER SC 


John R. Howell . . former assistant sales 
manager, Sterling Electric Motors, Los 
Angeles, has been named sales manager wat loludy 

and a director of the company. % for facts on 
more than 
N. George Belury . . has been named ee 

sales vice-president, American Brake Shoe y 2 400 
Co., New York, in addition to his duties 1955 MARKET DATA 2 é BUSINESS 
as president of the company’s Engineered ; 


Castings Div. DIRECTORY NUMBER PAPERS 


Continued on page 206 
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Advertiser changes .. 


rmeny 


1anager 


Dunn, 


Over 12,000 buyers find out 
—what safety and maintenance 
products to use 

—when and how to use them 
—where to buy them 

with BEST’S SAFETY & 
MAINTENANCE 
DIRECTORY! 








Through five editions, active 
buyers have turned to the 
DIRECTORY when they have 
problems to solve... want 
the answers . .. welcome your 
sales story! 

Reach them at the moment of 
buying decision through the 
forthcoming 1956-1957 edition! 
Because the DIRECTORY ... 
the only work of its kind... has 
proven itself as the unique, 
point-of-sale medium in the 
safety maintenance field... 








58% more advertisers took 
24° more display space 
in the current edition. 


Plan now to put these 12,000 
extra, full-time salesmen 
to work for you, too! 


BEST’S SAFETY 
and MAINTENANCE 
DIRECTORY 


ALFRED M. Best CoMPANY, INC. 
75 Fulton Street 
New York 38, N. Y. 


Branch Offices: 


Atlanta 
Boston 
Chattanooga 
Chicago 
Cincinnati 
Dallas 

Los Angeles 
Richmond 
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Theodore I. 


ntea 


Scholl 


“omy 


M. Bel 


Warren J. Scholl. . { 


wi 


1, 


V news 


radley 


Lyle 


ISS1sic 


ny, 


I 


f 


ice-presla 


wa 


waw-! 


ha 


Patrick J. 


epresel 


Richard E. Hamm. . 


* 


Russell T. Chicag< 


New Offices . . 


moved 


Gray, Inc. 
to expanded quarters in 


left: Harvey A. Scribner, president, confers in his new 


jirector printing,.and Don F. House, v. p. Framed on 


mendation. 


the new Sinclair Building, 


we 


rmer 


© 


John C. Neely 


Deluhe 


e 


ffice 


11] 


will 


Vv 


Jr. 


ithern 


industrial 
155 


with 


1S 


E. Frohberg . 


charge 


5 


advertising 


N. 


IM 


Wacker 


Edwar 


py 


agency, has 


Drive. From 


Kiesling, 





LT] 
can Té Rice 
NStry 
te, 
tees: 4Os 


onstruccion — the magazine of Latin 
American construction. 


nly magazine in Spanish covering 
the entire construction and en- 
gineering industry. 

eeds of men who plan, design, and 
execute consiruction projects 
are fully covered. 


pecifically edited to the requirements 
of men who build in Latin 
America. 


hirty-three years—a leader in the 
field of Latin American construc- 
tion. 


eaders depend on CONSTRUCCION for 
more efficient — more effective 
operation. 


.$. manufacturers sell more than 
$150 millions a year to the 
field served by CONSTRUCCION. 


irculation of 15,000 serves a selective 
buying audience. 


omplete coverage throughout the 
Latin American countries. 


mined by constant contact by 
editors with readers. 


nly A.B.C-audited export industry 
magazine in its field. 

0 other medium as effective for 
your construction . advertising 
message! 


QI A McGRAW-HILL @: 


INTERNATIONAL PUBLICATION 
330 West 42nd St., New York 36, N.Y 


rm: reader interests are deter- 








Agency changes.. 


ce eer, LPOdUCE 


Karl L. Gauck . . forme 
keting and research, Geare-Marston, Inc 
Philadelphia, has 


Jent and director 


W. Howe Sadler 


manager of three 


Kerker-Peterson & Associates 
1polis, has added the following per: 

their technical 
Dennis Brettingen, 
Div. Minneapolis-Honey we 

ind Fred Stanton, 

tthern States Power have 
as writers. Shirley Stedem, formerly 
Central Engineering SOT} 


named production assistant. 


John P. Maloney . . forme: 
motion manager, Americar 
Product Engineering 
cations, has joine 


tising, New Y 


Hosler Advertising 


*+hanged 


Wilson, Haight, Welch & Grover . . H 


rd, Conn., has resigned the ac 


Horton, Church & Louttit Inc. . 


D T 


new name of T. Robley I 


Stern, Walters & Jaster Inc. . . is t! 
f a new Chicago advertising agency. 
Principals of the agency are: Gerald J. 
Stern, president, former vice-president and 
account executive, Marvin Gordon & As- 
sociates; Lee J. Walters, vice-president 
and secretary, former account executive, 
Kauer & Associates, and Edward F. Jaster, 


yontinued on page 208 
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Experienced buyers who 
know, generally, how to solve 
their problems—but are 
confused as to just which 
product to choose—find the 
answers in BEST’S SAFETY 
& MAINTENANCE 
DIRECTORY. All the 
products and equipment made 
by more than 2,400 
manufacturers are listed. 
described, and classified 











Here’s your truly effective 
point-of-sale contact. 

Reach your market with 
maximum impact by placing 
your sales message in the 
heart of the editorial section 
which lists your products! 
Reach the “grass roots” 

of American-industry. The 
DIRECTORY ’s balanced 
circulation (40° among 
plants which control 75° of 
national production and 60 e 
among medium and small plants ) *% 
gives you truly representative, : 
nation-wide coverage. & 


’ 





In daily use over two full 
years ... BEST'S SAFETY 
& MAINTENANCE 
DIRECTORY gives you 
twenty-four months effective 
advertising at far less 

than the cost of any other 
national medium. 


Closing date for the 
1956-1957 edition— Fall, 1955! 


BEST’S SAFETY 
and MAINTENANCE 
DIRECTORY 


ALFRED M. Best COMPANY, 
75 Fulton Street 
New York 38, N. Y. 


A poe ns DRO Coney en 


Branch Offices: 


Atlanta 
Boston 
Chattanooga 
Chicago 
Cincinnati 
Dallas 

Los Angeles 
Richmond 
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Ao 9 ofa sewes 
Agency changes.. 


Do-It-Yourself 
Won't Do... 


In Technical Publicity Stromberger, LaVene, McKenzie . . Los E: : PACIFIC NORTHWEST 
Do-it-yourself may be mputing Corp., Los Angeles manufactur a 
great stuff ise hivane apeneennent, er of automatic data-handling instruments MARKET 
but for top effectiveness cca DEPENDS 
in your 1955 marketing program magma ey emmmags ae ON THE 
you need the finest “pros” te Pe ee ee | PORTLAND, OREGON DAILY 


you can put on the job. re ee Ae Be 
Especially so in true, solid, - is Sains 2 JOURNAL 
technical publicity work— James T. Morris . . former vice-president 2g of COMMERCE 


for technical products. FOR VITAL 
BUSINESS NEWS 


Professional outside counsel ; A 
R — - vest Lamar, moustor ¢ Just 10 construction companies, 
can (1) save time wasted Re |) picked at random from D.J.C. 
in tooling up for the job, ’ we = iad ae x subscribers, use over $1,000,000 
(2) spot publicity opportunities ee Sar aC Ate Se ay: worth of petroleum products and 
you might miss (3) eliminate has been named handle advertising for f tires alone a year. Two-thirds of 
: Si ae : the Vernistat Div., Perkins-Elmer ry a the circulation of the D.J.C. is to 
_  §uessing what different Niewravatk, Cons construction men who must have 
editors want, and (4) make it the latest daily industrial news. 

a pushover to parlay Write for sample copy. 

your Pi sees ll a John Philips Advertising . . Bloomtfiel 
engineers’ data, and Fe ee ee 
salesmen’s stories into See a et ee et 711 sant 14th Ave. 

articles and items which print. aera rey evo Portland 7, Oregon 


iN 





Such help wasn’t available Mack Lelang Co. . . New York, is moving _ Working Tool of 
ten years ago. You did to larger offices at 720 Fifth A | Bn ee 
do-it-yourself publicity— | ERNE IN 
or none at all. Woodward & Byron .. Westport, Conn. Wo l, / 4 Ue tl th 5 
—— si CC TCC 500,000 aa MARKET 
Today it takes more than one ifacturer of automotive brake linings and | $ s . 
man’s skill (and part of his time) | | industrial facings. Charles W. Hoyt C Dreamland? 
to stay ahead of competition New York, formerly handled the account. | "OTT | 
negptae I | YOU can reach the sleep equipment manu- 
in the trade, technical and facturers who produce 90% of the industry's 
business press. James L. Gould . . former sales « oa 7 . 
| T L E. F. Hauserm mn ; has | ined Hutchins with Bedding! 
t a es A Team pie “i a ie oy nro es eee ee And it’s a one book field giving blanket 


coverage 


And that team exists. b B ! 
It’s composed of graduate Elliot, Jaynes & Baruch . . Chicago, has | YY redding: 


engineers with industrial been named to handle advertising for | A full page ad costs only 4c per sub- 
marketing experience; boasts a new Enterprise Heat & Power Co., Chicagc | scriber (12 time rate) — 
kind of media department to | mM Bedding! 
analyze publications editorially; ; . « Chicag : 
has full staffs in both Chicago and has been named to handle advertising | EG, CEE: Se See Pe S98: We 
New York linked by teletype; and for Fox River Tractor C L leton, Wis. Bedding! 
guides the technical information manufacturer of forage harv ng equi; | 
programs of 25 well-known firms. J | = ment, and Tolhurst Centrifugal Div., Amer 
, | Industrial Marketing's ites 
Harry W. Smith | Waldie & Briggs . . Chicago, has been | Annual Market Data 
| named to handle advertising for the & Directory Number 


Send now for full information. 


Technical Publicity and Cditorial Relations 
Bozell & Jacobs . . | 


NEW YORK | Tex., office to 421 Caroline St 
41 E. 42nd St. (MU 7-5367) 
CHICAGO Hixon & Jorgensen . . Los Angeles, has 


Palmolive Bldg. (WH 3-1262 
B- ¢ ) | been named to handle advertising for Merchandise Mart, Chicago 54 
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Co., Pasadena, Cal., manu 


of electronic instruments. 


Needham, Louis & Brorby . . 


handle advertising for the Plastics Div., 


Chicago, will 
Monsanto Chemical Co., St. Louis, start- 


ing Jan. 


Irwin M. Flacks . 
Trenton, Pa., and Roy Abramsohn, former 
ly with 
have formed a 


Abramsohn in Trenton. 


- Irwin M. Flacks Co., 


Brothers Department Store, 


new agency, Flacks 


Robert B. Reid . . has been named vice 
president, Mercready, Handy & Van Den 
burgh, Newark, N.J. Joseph J. Stocki has 


been named secretary. 


New York, has been 
handle advertising for E. W. 
Pike Co., Elizabeth, N. J., 


Oliver-Beckman . . 
named 
manufacturer 


of illuminated magnifiers. 


Frederick C. Stebbins . 


ing and sales promotion manager, Corning 


- former advertis 
Glass Works, has joined Ketchum, Mac- 
Leod & Grove, Pittsburgh, as an account 
executive. 


Brennan Advertising . . Houston, has been 
named handle advertising for Clark 
Wire & Supply Co., Houston manufacturer 


of wire cloth. 


W. Robert Mitchell, Inc. . . New York, has 
been named to handle advertising for 
Radiant Glass Heating Corp., New York. 
McCann-Erickson . . New York, has been 
named to handle advertising in the U. S. 
for Vickers-Armstrong, Ltd., British manu- 
facturer of airliners, ships, and heavy 
machinery. 

Jacobson & Tonne . . Chicago, has moved 
to new offices at 7510 W. Lawrence Ave. 
Packard & Kraft . . Worcester, Mass., has 
been named to handle advertising for 
1-Prentice Corp., Worcester manufac- 


{ plastic injection molding machin- 


Charles L. Schrameck . . former district 


sales promotion manager, The Glidden Ca., 
has joined the copy staff of James Thomas 
Chirurg Co., Boston. 
Ramon F. Morton .. former advertising 
manager of the National Bearing Div., 
Ame Brake Shoe Co., has joined Kane 
Advertising, Bloomington, Ill. as director 
of the newly created account relations 
department. 

Melvin S. Jacobson . . former statistical 
supervisor, Emil Mcgul Co., advertising, 


Continued on page 210 


Tell me * 


about your 
products, 
supplies, 


Services for 


: ) Rolling Mills 


Iand hundreds of other roll- 

ing mill supervisors have got 

to keep the mills going at 
maximum efficiency at all times. We 
need what you make or sell to help 
us do the job. Tell us and you'll 
sell us through the publication we 
read every month—the IRON anp 
STEEL ENGINEER, 1010 Empire 
Building, Pittsburgh 22, Pa. 














INDUSTRIAL MARKETING 

) IN LATIN AMERICA 
frequently requires an 

approach to textile mills 


TEXTILES PANAMERICANOS 
makes and keeps contacts for 
you with the largest buyers in 
Latin America’s largest industry. 
It lets you talk their language. 
Investigate how its leads can 
help your distributors close more 
business ... more quickly. 


EXTIUES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 


ci inate li i ll: is 


- 








See Section, ‘‘The Key 

To The 

BILLION ’ 

Page 177, 1955 Mar- 

ket Data Book. (June 25, 1954) 


To Unlock its Treasure Chest, Use 


CONSTRUCTION NEWS MONTHLY! 


Construction is actually booming 
in this section (Okla., 54 counties 
in E. Mo., Ark., 39 counties in W. 
Tenn., Miss., & La.). The EASIEST, 
QUICKEST and MOST INEX- 
PENSIVE way to cash in is direct 
— through this publication. 

You reach the 7,050 Key construc- 
tion folks who are doitig the job! 
They not only read this localized 
NEWS-trade magazine of what's 
doing in their field but live by it 
with its BIDS WANTED, etc.— 
the lifeblood of the industry! 


@ Send for BASIC FACTS, DATA FILE 
explaining the concentrated circulation 
ond eager readership of this 20-year- 
old NEWS-trade magazine. Or ask your 
Advertising Agency. 


Construction 
News Monthly 


Box 2421, LITTLE ROCK, ARKANSAS 
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Gales Costs 


WITH 


“KEY PROSPECT” 
mame ee 


Consult 


WALDIE 


and 


BRIGGS 


inc. 


Advertising 
Est. 1922 


221 N. La Salle St. - Chicago 
FRanklin 2-8422 














Dixie Contractor 
ARCHITECTURAL ISSUE 


Published every 4th Wednesday 
beginning Jan. 1955 


vA 


Here is the Key to the Heart of a $11/; 
Billion Market in 5 Busy Southern States 


GEORGIA 

S. CAROLINA 
TENNESSEE 
FLORIDA 
ALABAMA 


$604,698,994 
$250,629,990 
$253,736,960 


$219,527,655 
In addition 
$762,750,000 for schools, colleges, hos- 
pitals, water, sewers, industrial develop- 
ment, private construction, dams, locks, 
power plants 


DIXIE CONTRACTOR 
P.O. Box 2120 Atlanta, Ga. 


Member ACP 
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Agency changes. 


Anderson & Cairns .. New Y 


G. M. Basford Co. . . New York 


Jack Engel . 


Richard W. Sabine . . former manager 


Frank Duffy . . has 


Needham & Grohmann. . New York 


The Michener Co. . . 
! ivertising f{ 


Woodward & — . - West 


has been nam 


- » Providence, R. I 


y and sales prom 


West War 
of stainless steel 
* 





WELD Fp py ppp 


NEWS OF LATEST 
METALS METALS 


i MORE METALS 


ADVERTISING 
THAN ANY 
OTHER MEDIUM 


ROUNDUP OF 
METALS SUPPLY 
AND DEMAND 


Read daily by over 30,000 pur- 
chasing and management ex- 
ecutives — who directly con- 
trol or influence purchases of 
metals, equipment and ma- 
chinery . .. An effective ad- 
vertising medium now Carry- 
ing the advertisements of over 
300 important sellers of met- 
als, equipment and machinery. 





AMERICAN-METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street QTD) New York 38, N:Y. 

















COAL MI ING. 


the paper worth reading” 


Advice on methods, notes on equip- 
ment, personnel news keep coal 
operators reading COAL MINING 
month after month, year after year. 
Everywhere, coal men are saying, 
“COAL MINING is the paper 
worth reading.” 


To sell top men in coal mines... 
strip, shaft... anthracite, bituminous 


. advertise in COAL MINING. 


A-T178 


-COAL MINING-— 


4575 Country Club Drive + Pittsburgh 36, Pa. 
Serving the coal industry since 1899 














Media changes .. 


Donahue Holzer 


Vincent F. Donohue . . formerly with J. 
Edward Ogden Corp., has been appointed 
to head the Market Research Div. for 
Industry and Power, St. Joseph, Mich. 


Joseph S. Holzer . . formerly with the ad- 
vertising sales force, Simmons-Boardman 
Publishing Corp., New York, has been 
named manager of Simmons-Boardman’s 
new southeastern district advertising sales 


office in Coral Gables, Fla. 


Electronic Design . . New York, has 
moved to larger offices at 19 East 62nd 
St., a move credited to expanded business 
including an increase in advertising vol 
ume of 447 pages during the first 10 
months of 1954. 


Radio y Articulos Electricos Catalog File 
- - is the title of a new annual publication 
to be published by the Canterbury Press, 
Chicago. The first edition will be pub- 
lished in Jan., 1955, and will contain the 
Spanish catalogs of manufacturers and 
exporters serving the Latin American 


market. 


A. Charles Draper . . former product man- 
ager for food service equipment, Given 
Mfg. Co., has been named editor of In 
stitutional Feeding and Housing, New 


Paint & Varnish Production . . published 
by Powell Magazines, New York, has be- 
come a member of and is audited by the 
Business Publications Audit of Circula 
tions, effective with the current issue. 


Uranium .. new monthly mining maga- 
zine, began publication in July. The 
magazine is published monthly by 
Henry W. Hough, 601 Ogden St., Denver, 
Colo., publisher of Rocky Mountain Oil 
Reporter. 


Blair McClenachan . . former manager of 
military contracts for the Eclipse Machine 
Div., Bendix Aviation Corp., has been 
named district manager in the New York 
erea for Electronic Design, New York. 
Continued on page 214 











BRWRVWBVVBVPBBQFSFBeBQ SSB BFBBFHBBH SSBB BSB BBsSsesBesese ld 


Production FLOW ... 


= 


is the se- 
lection, transferring and han- 
dling of materials into, through 
and out of production machin- 
ery. Call it “automation” today, 


if you wish, but Aigw maga- 


zine, since 1944 has been show- 


SBBBBBBBeBeBe2eBBBBBBBeeeBBeBBBBBeennuna 





ing industry that the basis of 
modern manufacturing is and al- 
ways will be FLOW! 


iow 1240 Ontario Street e Cleveland 13, Ohio 


WABBABBBBBBBBBSQBBQBQBBBBQBBQSBBBBBBBeeBBBBeBBBEBeBe eee 


SSF VCF VB SsBBBBBBBeSeesFeSBSBBBeeeneeeeesBeeBeeeBeaeeeeeeeeeeaensa 


Bee BeeBun eee BBBeeeanea 


Written and read by 
top oil executives 


®WE DO BEAUTIFUL 
WORK, AND PROUD OF IT! 
®FINEST QUALITY, WHITE 
PAPER, GOOD LAYOUTS 
S DRAWINGS AT SMALL 
EXTRA COST 
®PROMPT SHIPMENT-- | ADDITIONAL 
24 HOUR SERVICE M's. $450 
+ ic goa #POSTPAID UP TO 
O MILES-OTHER 
US YOUR ORDER Today | )°' oe Hi 
®ASK ABOUT OUR NEW | AREAS, ADD 10% 
OFFSET DEPARTMENT 











| | OFFSET PRINTING, 
For “Oil Equipment Specifying & Buying Re- | OY inoustries | OUR LATEST 
sponsibility’’ and other literature, write to | 1547 SO. CLOVERDALE ADDITION 
The OIL FORUM, 11 W. 42 St., New York 36. ' LOS ANGELES '9°CALIF. 


TMA Dtksy The FARM MAGAZINE for 
) RAL ORES RR 


PLANTERS, COMMERCIAL FARMERS 
© THE FARM TRADE © GOVERNMENT AGRICULTURAL OFFICIALS 
© OVER 20,000 AUDITED COVERAGE 
Write for Market & Media File 
IMPLEMENT & TRACTOR INTERNATIONAL CORP. Yansas city 5 Mo. 
OFFICES: NEW YORK * CHICAGO * CLEVELAND * KANSAS CITY * LOS ANGELES 
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WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING | 


“If you depend on newspapers and news magazines for 
coverage of world affairs, market and financial information — 
then you should be a regular reader of Industrial Marketing 
for industrial and trade news, as we are at this agency.” 


A single-minded dedication of purpose has perhaps been the 
outstanding characteristic of Elmer Froelich’s career with the agency 
he serves. For more than twenty years he has been guiding the 
Says selection of media for his firm, with a staff of eight other experts 
E. W. Froelich currently under his direction. Mr. Froelich is active in the 
Vice-President & Four A’s and a committee member of the Advertising Research 
Media Director Foundation, feeling that his service with these organizations 
McManus, helps him maintain a closer touch with media trends, and 
John & Adams, Inc. the changing habits of consumer and trade markets. 


“I consider Industrial Marketing the one publication 
exactly tailored to my job Interests. I have it sent to 
my home where I can give it a careful 

cover to cover reading.” 


As soon as “Mendy” Mendenhall graduated from the University of 
Wisconsin in 1943, he entered the Navy’s V-7 training program. After 
serving as a signal officer with a carrier task force in the Pacific, Says 
he joined Nalco as assistant advertising manager in 1946, and became L. W. Mendenhall 
head of the department within three years. Currently, Mr. 
Mendenhall is a member of the markets and publicity committee 
of the Water Conditioning Foundation, belongs to Alpha Delta 
Sigma, professional advertising fraternity, and Phi Gamma Delta. 
Mendy lists golf, tennis and fishing as tops in leisure activities. 


Advertising Manager 


National Aluminate 
Corporation 





“Case histories have always impressed me... new, 
practical ideas and advertising techniques have always 
challenged me. Because Industrial Marketing provides 
both, it rates high on my reading list.” 


Starting his advertising career as a sales correspondent in 1928, 
Fran Faber worked his way up to the position of vice-president 
and manager of sales and advertising for the Despatch Oven 
Company. At this point, in 1947, he started his own agency. After 
seven years and three moves, he is pardonably proud of his firm’s F. H. Faber 
new headquarters in Minneapolis. Mr. Faber has been presidegt President 
of both the Minnesota chapter of NIAA and the Minneapolis 
Sales Executives Club, and is active in many other 
church and service organizations. 


Says 


Faber Advertising, Inc. 


“Industrial Marketing ranks at the very top of the list 
as the business journal which I most enjoy. reading. 

It rates as a fop source for ideas and news of the latest 
developments in the industrial field.” 


Carleton Adams’ busy career began with a job as a reporter on a 
small newspaper as soon as he finished high school. Following two 
Says years in the Naval Air Corps, and time out for graduating from 
Carleton P. Adams Boston University in 1947, Mr. Adams has hewed the line as 
Sales Promotion & assistant advertising manager for a newspaper, advertising manager 
Publicity Manager for a shoe manufacturer, and agency owner. After serving as 
Yale & Towne director of advertising and sales promotion for 
Manufacturing Co. the Quaker Rubber Corporation, in 1952 he joined 
Yale & Towne in his present capacity. 


Me magazine of selling and adveilining lo buscness and sndubly 


Industrial Marketing 


200 EAST ILLINOIS STREET *« CHICAGO 11, ILLINOIS 


© ® tw 





Plates 
Cost Money 


There’s no need for special 


Robert sail Wilson 


plates with new Junior Units 
in DIESEL PROGRESS, the LIFE- 
size magazine of the diesel 
Hitchcock Publishing 


has made these 


Smith, 


KA: 3 
iVii¢ 


industry. 


Junior Units are now available 

in standard magazine sizes (7 x 

10, 4% x10, 2%x 10, 4%x 5, etc.) 
@ For full information, 
rates or brochure, WRITE, 
WIRE or TELEPHONE — 


DIESEL PROGRESS 


Cole Station, Los Angeles 46, Calif. 
BRadshaw 2-6273 





If you wish to reach the 


coal trade use 


RED NCR INI 
é iL TD ABT AA It 


PAIN 
NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


For over 68 years the leading 
journal of the coal industry 


B. Mellecker, Jr., 


has been named 





Glasheen, former 


Nine ovt of ten engroving buyers poy 
twice os much os necessory. Here is a 
fast, quality service used by mony good 
odvertising agencies. 

Zinc halftones up to 6 sq. in. $1.20 
Zine etchings up to 7 sq. in. $1.30 
Mounting obove zincs 20c each. Write 
todoy for somples of our work ond price 
sheet. Sove 2 and more! 





ENGRAVING co 


OT 


tor of Business W 


named managing 


SMALL AGGRESSIVE PLASTICS PRODUCTS MANU- 
FACTURER WIH VARIED LINES (P.0.P. SIGNS AND 
DISPLAYS, ADVERTISING SPECIALTIES, TEXTILE 
MILL PARTS, ELECTRICAL INSULATION, INDUS- 
TRIAL COMPONENTS, WALL COVERING, AND OTHER 
PROPRIETARIES) SEEKS SALES AND ADVERTISING 
MANAGER WHO IS LOOKING FOR CHALLENGE. 
LOCATED MIDDLE ATLANTIC AREA, DOING NATION- 
WIDE BUSINESS. SOME EXPORT. UNLIMITED 
GROWTH POTENTIAL. SOME STOCK AVAILABLE. 
WRITE BOX 504, INDUSTRIAL MARKETING, 200 E. 
ILLINOIS ST., CHICAGO 11, ILLINOIS, GIVING 
RESUME OF EXPERIENCE AND BACKGROUND, 
STARTING SALARY REQUIRED, RECENT PHOTO 


* Use as a Premium 
* Developing Prospect List 
* Helping Saiesmen Do 


George F. McKay . . forme: 


Media changes. . 


Kenneth Kramer . . former 


gar A. Grunwald, wh 


rk, has made 


s: F. J. Van Ant- 


resentative, Plant Publishing 


1. Many standard designs availa seph, Mich., has been apr 


with your client's imprint. 
2. Special order caiculators manufactured for R 


any special industrial purpose Pr * d ucts ( “hica 1 
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manager for Rock Pr 





How a se Photo-Reports 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 








See Market Data Book 
Page I7 for information 
on monthly competitive 


ee | 
ws verlisers a 


ech 
CHESTERTON, INDIANA 








Statement of the Ownership, Manage- 
ment, and Circulation Required by the 
Act of Congress of August 24, 1912, as 
Amended by the Acts of March 3, 1933, 
and July 2, 1946 (Title 39, United States 


Code, Section 233) 

Of Industrial Marketing published monthly 
at Chicago, Illinois, for October 1, 1954. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and business 
managers are: 

Publisher, G. D. Crain, Jr., Evanston, III. 

Editor, S. R. Bernstein, Chicago, III. 

Managing editor, Merle Kingman, Morton 
Grove, Ill 

Business manager, C. B. Groomes, Deer- 
field, Ill. 

2. The owner is: (If owned by a corpora- 
tion, its name and address must be stated 
and also immediately thereunder the names 
and addresses of stockholders owning or hold- 
ing 1 percent or more of total amount of stock. 
If not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other un- 
incorporated firm, its mame and address, as 
well as that of each individual member, must 
be given.) 

Advertising Publications, Inc., 200 E. IIli- 
nois Street, Chicago 11, Illinois. 

G. D. Crain, Jr., 704 Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Michigan 
Avenue, Evanston, Illinois; S. R. Bernstein 
and A. B. Bernstein, 5216 Blackstone Avenue, 
Chicago, Illinois; O. L. Bruns and ms 
Bruns, 5826 N. Whipple St., Chicago, IIli- 
nois; Kenneth C. Crain, 238 E. 23rd St., New 
York, w,. X.2 B Groomes, 1052 Warring- 
ton Rd., Deerfield, Illinois; J. B. Miller 
and M. A. Miller, 409 S. Second Ave., May- 
wood, Ininois; B. G. Rehm and H. M. Rehm, 
4308 Churchill Rd., St. Matthews, Ky.; G. L. 
Hamlin and E. K, Hamlin, Route 1, Vandalia, 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Illinois; M. E. Crain and 
E. F. Crain, 2909 Sheridan Rd., Chicago, 
Illinois; Jessie W. Crain, Box 2059, Carmel, 
California; Jane C. Ivie, 549 Addison Street, 
Chicago, Illinois. 

3. The known bondholders, mortgagees, and 
other security holders owning or holding 1! 
percent or more of total amount of bonds, 
mortgages, or other securities are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder ap- 
pears upon the books of the company as trus- 
tee or in any other fiduciary relation, the name 
of the person or corporation for whom such 
trustee is acting; also the statements in the 
two paragraphs show the affiant’s full knowl- 
edge and belief as to the circumstances and 
conditions under which stockholders and 
security holders who do not appear upon the 
books of the company as trustees, hold stock 
and securities in a capacity other than that 
of a bona fide owner. 

5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the 12 months preceding the 
date shown above was: (This information is 
required from daily, weekly, semi-weekly, and 
triweekly newspapers only.) 

G. D. CRAIN, Jr.. Publisher. 

Sworn to and subscribed before me this 
20th day of September, 1954. 

(Seal) E. M. STEGER 

Notary Public 
(My commission expires April 3, 1956). 
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*Abernethy Publications 
*Advertisers’ Research Service .. 
*Agricultural & Food Chemistry . 
*American Ceramic Society 
*American Chemical Society, 

The 9, 50, 101, 181 
*American City, The .... 143, 192-193 
*American Engineer 

American Foundryman 
American Institute of Electrical 
Engineers 

American Institute of Mining and 

Metallurgical Engineers .. 
*American Machinist 
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neers, The .. Insert Between 64-65 


— Telephone & Telegraph 


*Analytical Chemistry 
*Annual Meat Packers Guide .... 
*Appliance Manufacturer 
*Architectural Record 
*A.S.M.E. Mechanical Catalog and 
Directory 
*Associated Construction Publica- 
tions 
*Automatic Control .. 
Automation 
Automotive Industries 
*Banking .. 
*Bedding 
*Best Company, Inc., 
rly.) are 206, 207 
Black Diamond 214 
*Blast Furnace and Steel Plant .. 183 
*Bramson Publishing Co. 
Insert Between 32-33 
*Breskin Publications 
Burkhardt Co., The 
Business Week 
Insert Between 96-97 
Canadian Industrial Equipment 
News . 
*Case- Shepperd- -Mann Publishing 
Corporation 
*Ceramic Bulletin 
*Chemical & Engineering News . 
*Chemical Engineering 
*Chemical Engineering Catalog .. 
*Chemical Engineering Progress . 
*Chemical Materials Catalog 
Chemical Processing 
*Chemical Week 
*Chicago Thrift-Etching Corp. .. 216 
*Chilton Publications 81, 122-123 
*Civil Engineering 
Clark Publishing Co. 
Clausen Photo-Engraving Co. .. 214 
Coal Age 2nd Cover 
Coal Mining 
Composite Catalog, The .. 
*Conover-Mast Corp. ......... 92-93, 
Facing Page 97, 102, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory Facing Page 97 
*Construction 
*Construction Bulletin 
*Construction Digest 18-19, 204 
Construction Equipment .. 4th Cover 
*Construction News Monthly 


*Constructioneer 
*Consulting Engineer 
*Contractors & Engineers 
143, 192-193 
*Daily Journal of Commerce .... 208 


oF laitceril os 
For detailed 


Diesel Power 

*Diesel Progress 

*Dixie Contractor, The .... 18-19, 210 
*Dodge Corp., F. W. .... 87, 154-155 
Eastman Kodak Co. 144-145 
*Electric Light & Power .... 108-109 
Electrical Engineering 32 
Electrical Manufacturing .... 112-113 
Electrical World 

Engineering News-Record 177 


*Food Engineering 

Food Processing 

Freeman Publications, Miller ... 131 
Gage Publishing Co. ........ 112-113 
*Gardner Displays 

*Gardner Publications 


General Exhibits & Displays, Inc. 179 
Gray, Inc., Russell T. 115 
*Gulf Publishing Co. .... 83, 119, 151 
*Haywood Publishing Co. .... 108-109 
*Heating & Plumbing Equipment 
News 
*Heating & Ventilating 
*Heating, Piping & Air Condi- 
tioning 
*Heinn Company, The 
*Hitchcock Publishing Co. 
*Implement & Tractor Interna- 
tional Corp. 
Implementos y Tractores 
*Industrial & Engineering Chem- 
istry 
*Industrial Equipment News .... 
*Industrial Heating 3rd Cover 
*Industrial Laboratories Publish- 
ing Co. 
*Industrial Maintenance and Plant 
Operation 
*Industrial Marketing 
186-187, 212-213 
*Industrial Press, The 73, 89 
Industrial Publishing Co., The 
198, 204, 211 
*Industry and Power Publications 36-37 
*Ingenieria Internacional 
Construccion 
*Ingenieria Internacional Industria 34 
*Institute of Radio Engineers, 
Inc., The 
Instrument Society of America 
*Iron Age 
*Iron & Steel Engineer .... 
I S A Journal 
Ivel Corporation 
*Jenkins Publications, Inc. 
*Johnson, Inc., Franklin H. 
Journal of the American Concrete 
Institute 
Joy Industries 
*Keeney Publishing Co. ........ 10-11 
Kleen-Stik Products, Inc. . 196 
Lumberman, The 
*Machine and Tool Blue Book .. 91 
*Machinery 
*MacRae’s Blue Book 
*Marine Engineering 
Marsteller, Gebhardt & . Reed, Inc. 
Martin Advertising Agency .... 
*Materials & Methods 
*McGraw-Hill Digest 
*McGraw-Hill International 
Como 4k eae 34, 202, 207 
*McGraw-Hill Publishing Co., Inc. 2nd 
Cover, 6-7, 14-15, 21, 44-45, 62-63, 
69, 70-71, 74-75, 95, Insert Between 
96-97, 98-99, 116-117, 177 
*Mechanical Engineering 
*Mechanization, Inc. 
*Metal Progress 
*Michigan Contractor & Builder 18-19 


*Mid-West Contractor 
*Mill & Factory .... 

Mining Engineering ee 
*Mississippi Valley Contractor . 
*Modern WMachine Shop 
*Modern Packaging .... 
*Modern Plastics .. 
*Modern Railroads .. 

National Electrical 

Ass’n., The 

National Industrial Adv. Ass’n. . 
*National Provisioner, The 
*New England Construction .... 

Newsweek 

Oil and Gas Equipment .. 

Oil and Gas Journal, The 
*QOil Forum, The 

Panamerican Publishing Co. 

Penton Publishing Company, The = 

Petroleo Interamericano 
*Petroleum Engineer, The 

*Petroleum Processing 

Petroleum Publishing nee 

Inc. 

*Petroleum Refiner .. 

*Pipe Line Industry 

*Pit and Quarry . Insert Between 16-17 
*Plumbing & Heating Business . 169 
* Power 

*Power Engineering 

*Proceedings of the I.R.E. . 
*Product Design & Development . 
*Product Engineering 

*Production .... Insert Between 32-33 

*Public Works 

Purchasing 

Putman Publishing Co. 

Qualified Contractor .. 

*Reinhold Publishing Corp. ..... 

. 9, 25, 50, 101, 134-135, 161, 
Remington Rand, Inc. ........ 
Reply-O-Products Co., The ... 

*Rocky Mountain Construction . 
*Safety Maintenance Directory 

sone SOGp COT 
*Saturday Evening Post, eHE =... 169 

*School Executive, The .. 143, 192-193 

Scientific American 127 

Sickles Photo-Reporting Service 214 
*Simmons-Boardman Pub. Corp. . 6i 
*Smith, Inc., Harry W. .......- .. 208 
*Smith Publishing Co., W.R.C. 

. 121, 174-175 

*Southern Power and Industry .. 121 
*Southwest Builder & Contractor 18-19 

*Steel Processing . ET 
*Steel Publications, Inc. ... 111, 183 
*Sweet’s Catalog Service . a; 
*Technical Publishing Co. . 104-105 
*Texas Contractor ....... 18-19 

Textile Bulletin ee 
*Textile Industries .. 174-175 
*Textile World Sarees .. 69 
Textiles Panamericanos ........ 209 
*Thomas Publishing Co. . i. 
*Thomas Register . Racha 
*Timberman, The .. 

*Tool Engineer, The . 
Insert Between 64-65 

«Transport Topics ee oes ee 
*Transportation Supply News ... 137 

*United States Envelope Co. .... 195 

*Vance Publishing Corp. ........ 190 

Viewlex, Inc. . 149 

Waldie and Briggs Inc. .. aie 

*Wall Street Journal ........ 197 

Warren Company, S. D...... 203 
*Water and Sewage Works ..... 

*Water Works peas : 
*Western Builder .. ; 

— Metals . 


Contractors 


18-19 


*Woed and Wood Products . 
*World Oil 


reference data see The Annual Market Data and Directory Number 





WHY 
SHOULD 

you 

BOTHER 

ABOUT 

NAME PLATES? 


Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates, 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 


83.21 


RENEWAL PERCENT 


*A.B.C. June 30, 1953 


No other publication in the national truck 
fleet field can match TRANSPORT TOP- 
ICS in news market coverage, renewal per- 
cent or readership. 


TRANSPORT TOPICS thoroughly covers 
for-hire motor freight carriers . . . men 
who own and operate 50 percent of the 
tractor-trailer combinations in the road, 
over one million power units altogether. 
They account for more than 51 percent 
of the truck ton-miles rolled up each year 
and gross $5 billion annually. They com- 
prise the largest single motor transport 
market in America. 


NATIONAL NEWSPAPER 
OF THE MOTOR FREIGHT CARRIERS 


Washington 6, D.C. 


Paper and ABC statement 
by airmail on request 


216 / industrial Marketing 


Which ad 
attracted 
more readers? 


® THE Fenwal ad offering problem 
solutions attracted more readers. 
Both ads fairly good 
readership. But the Stevens ad 
probably was hurt by the modern- 
istic layout tipped illustrations, 
of odd shapes, with copy in white 


obtained 


type on a black, reverse plate 
techniques dear to many art direc- 
tors but seldom: associated with high 
readership. 

Fenwal’s simple, straightforward, 
picture-caption story had an air of 
realism and factual reporting that 


Fenwal 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 160 


is hard for a reader to resist. The 
ad might have done a lot better if 
it had identified the product as a 
thermostat immediately and promi- 
nently .. an advantage Stevens had. 

The Fenwal headline, “How would 
you solve these two problems?” was 
illustrated by two square photo- 
graphs. The pre- 
sented in the captions, and the ther- 
mostat was illustrated and explained 


solutions were 


in another picture and caption. 
The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


Stevens 
Seen- 


Noted Assoc. 





@ Noted « 


jenotes the percentage of 
readers who, when inte! 


d, said they 
remembered having seen an ad—whether 


or not they associated the ad with the 


name of the pr 


Ss) Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser. 


'R) Read Most denotes the per cent of 


readers who read 50% or more 


copy. 


Cost Ratio tells t! 


+h + 
ne 





Three new agencies succeed 
Simmonds & Simmonds, Chicago 
® CHICAGO Simmonds & Sim- 
monds, 46-year-old Chicago agency, 
has been dissolved, and three new 
agencies have taken its place. 

The dissolution follows retirement 
of Simmonds & Simmonds president 
Phil W. Tobias. Two of Mr. Tobias’ 
sons head two of the succeeding 
agencies. 

The agency’s Chicago office has 


become Illinois Simmonds & Sim- 
monds, a new corporation headed 
by Phil W. Tobias, Jr. The St. Louis 
office has become Simmonds & Sim- 
monds of Missouri, headed by Sher- 
win L. Tobias. And the Dallas-Fort 
Worth office has become Simmonds 
& Simmonds of Texas, a subsidiary 
to the Missouri firm. Jack Crandall 
heads the Texas firm. 

The accounts of each office will 
not be affected by the changes. 





and more manufacturers selling these markets 
use J.'H. than any other publication! 


Reach over 17,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations. . . 
100° coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces .. . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... -« Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces ond Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment ... Spray Booths... Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . .. Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Carburizing Boxes Melting Pots 
Salt Baths Immersion Heaters 
Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


1400 UNION TRUST BLDG., PITTSBURGH 19, PA, 
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Equipment ia 
BUY. Construction Equipment Magazine 


announces its 
January 1955 


EQUIPMENT and MATERIALS 
PROGRESS ISSUE 


The annual directory of new 


We Ae » 


EQUIPMENT and MATERIALS 
PROGRESS ISSUE 


| > Sor- be -bilale| 
and 
[eter teller) 


and improved construction equipment and 


» Materials materials developed during the past year 


we lal: litat:| 
— and Supply 


Your overwhelming use and acceptance of the January 1954 
issue of CONSTRUCTION EQUIPMENT paid off in increased sales 
activity. A survey of readership, based on the 1954 EQUIP- 
MENT & MATERIALS PROGRESS Issue revealed that: 


Paving 


87% of respondents read all or most of the issue. 
93% said that the issue was useful to them. 

68% filed the issue for year ’round reference. 
Building 96% loaned their copies to 3'2 of their associates. 


93% classified the issue as “good” or “superior”. 


Typical of the many comments made by distributors and readers are these: 


General 
Utility 
Equipment 


Servicing 
and 


Repair 


DISTRIBUTOR —“‘Obviously a great deal 
of time, effort and money went into this 
issue. There are more job stories and equip- 
ment facts than I have ever seen in a 
single issue of any trade Journal.’’——Robert 
Wallace, Ass’t to Sales Megr., Standard 
Equipment Company. 


“The people who have received it from us 
have mentioned that it contained a wealth 
of information which is always of value to 
every progressive contractor. Again let us 
say ‘Congratulations on a job well done’ 


and assure you that we are looking for- 
ward to next year’s issue with great expec- 
tations.’’—Robert J. Wilson, Little Rock 
Road Machinery Company. 


CONTRACTOR — “Classifying the maga- 
zine in groups according to the type of 
construction they represented was a ter- 
rific idea. Wish you would do it with all of 
the issues. Saves much valuable time in 
finding or looking for information of each 
individual's need.”’-—-C. J. Theisen, Partner, 
Theisen Bros. Contractors. 


One year later—the need for modernized mechanization in the 
construction industry continues to be critical under condi- 
tions of intense competition. This issue will be used through- 
out 1955 by hand-picked buying influences trying to cut costs 
and job time, while increasing productivity and profits. This 
kind of readership means not only inquiries—but SALES 
traceable to your advertising in the EQUIPMENT & MATERIALS 
PROGRESS Issue of CONSTRUCTION EQUIPMENT. 


Materials 


Construction 
Equipment 


A CONOVER-MAST PUBLICATION 


Contact your Construction Equipment Magazine representative now 
...and reserve ample space in this pace-setting January issue. 


205 EAST 42nd STREET 
We onew vorK 17,N..¥. 








